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Wizard of Lightbulb Moments:
Tariffs Are Rewriting the Rules of Brand Loyalty

Rising tariffs are doing more than raising prices—they’re reshaping how

and where consumers spend. With more than half of U.S. shoppers now
favoring domestic brands, tariffs are fueling a quiet shift toward national
loyalty and away from global sourcing.

What’s next? Expect brands to spotlight origin stories and transparency in pricing to
maintain trust. Those that stay silent risk losing consumers who now weigh value,
authenticity, and clarity more than ever before.

ering Purchasing, Lifestyle Changes

Here is a glimpse of this trend:

Study: Tariffs Tri

A new study by UserTesting and Talker Research, surveying 4,000 consumers across the
U.S., U.K., and Australia, reveals that rising costs from tariffs are prompting global shifts in
purchasing and lifestyle habits. Forty-two percent of respondents are buying fewer prod-
ucts overall, while 27% are opting for generic or store-brand alternatives.

Additionally, 18% are shopping second-hand more often, 20% are traveling less, and 39%
have reconsidered their summer travel plans entirely due to tariffs. Price hikes are wide-
ly noticed, with 72% of U.S. consumers, 55% of Australians, and 68% of Brits reporting

tariff-related increases. Nearly half of U.S. and U.K. consumers who have observed these
hikes have already switched from their preferred brands in search of better value.

The survey also found that 53% of respondents
across all three regions prefer domestic brands, sug-
gesting tariffs may be influencing not only spending
habits but also perceptions of product origin and
brand loyalty. In the U.S., 54% of consumers say
tariffs make them more likely to buy domestically
produced goods. However, the economic pressure
is taking a toll—37% of Americans report feeling
stressed by tariffs, and 23% feel overwhelmed when
hearing about trade policy changes.

Source: UserTesting, Talker Research Continue reading article here

81% of consumers are
adjusting spending due to
tariffs

O

Affordable indulgences will
define 2025 amid continued
economic strain

O

Tariffs are reshaping purchas-
ing habits and global lifestyle
priorities

O

Americans view tariffs as a
hidden tax on households

Find out how Culinary Tides, Inc. can
help you navigate trends.
www.culinarytides.com
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Wizard of Lightbulb Moments:
Steady Spending, Shaky Confidence: The Calm Before the Cutback
Resonate’s latest data shows consumers appear steady—spending at the same levels as six months ago—
but that calm may be deceptive. Behind the surface, savings are thinning, debt is mounting, and financial
confidence is eroding.

This isn’t a spending freeze—it’s a stress hold. Once the next pressure point hits, expect sharper pullbacks in dining
out, travel, and discretionary purchases. Brands that prepare now with value-driven offerings and flexible pricing will
weather what’s next.

Here is a glimpse of this trend:

Study: Many Consumers Spending At Same Levels As Six Months Ago

Resonate’s latest Consumer Trends Report shows that many consumers are still spending at levels similar to six months
ago, with 49% reporting no change and 30% saying they have not adjusted spending habits despite higher prices. A
majority (62%) say they rarely or never find items unavailable due to tariffs, and while the effects are not fully felt yet,
consumers indicate they would cut back on non-essential spending if conditions worsen.

Specifically, 37% would stop dining out or ordering takeout, 26% would reduce travel spending, 24% would cut enter-
tainment and events, 24% would reduce luxury purchases, and 19% would avoid them altogether. Holiday spending is
expected to slow, with a 38% increase in consumers opting out of buying gifts over the last two years. About 25% plan to
shop only during Black Friday and Cyber Monday, continuing a trend of deal-focused shopping.

Financial confidence is weakening, as 23% of consumers expect to be worse off in the next six months, even though just
22% report economic concerns—down 19% since March. Debt remains a strain, with 70%
of consumers in debt and 16% struggling to meet obligations, contributing to 34% saving
less than six months ago. Travel behaviors are shifting toward affordability.

Over half (55%) of consumers do not plan to travel during the fall/winter holiday season,
while 32% plan to spend less than $2,000. Among those still traveling, 21% will opt for
shorter trips, 11% will favor domestic over international destinations, and 13% will switch
to lower-cost options like camping or road trips. Continue reading article here

Wizard of Lightbulb Moments:
The Emotional Economy: Why “Affordable Indulgence” Is the New Splurge
Acosta Group’s latest findings reveal a shopper mindset defined by contradiction—worried about rising
prices yet still craving small rewards. “Affordable indulgence” has become the emotional escape valve for
a strained economy.

Consumers are cutting back in many areas, but not on comfort. Dining out remains the top splurge, and nearly half of
shoppers now choose store brands by preference, not necessity.
What'’s next? Expect the battle for value to evolve from “cheaper” to emotionally worth it.

Here is a glimpse of this trend:
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Source: Resonate
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Acosta Group Study Reflects Complex Shopper Sentiment
Acosta Group’s State of the Shopper survey shows that overall consumer sentiment fell 30% through April 2025, with
most describing the economy in negative terms. While concerns about inflation have eased somewhat, 60% of shoppers
say they are more worried about rising prices than six months ago, particularly for food and groceries.

Tariffs are another source of concern, with 60% worried about food and beverage tariffs, 52% about cars, 51% about
electronics, and 42% about apparel. Younger generations are split, as 45% of Gen Z expect positive tariff outcomes,
while 62% of all consumers—and 70% of Millennials—fear tariffs could trigger a recession in 2025. Despite economic
pressures, relatively few express deep pessimism about their personal finances or job secu-
rity, though one-third anticipate higher stress levels ahead. Households with children remain
especially sensitive to inflation.

Among those most concerned about their financial situation, 80% have cut back on dining
out, 69% on travel, and 65% on major purchases. Nearly 30% are shopping more at discount
grocers or dollar stores, while more than 25% are visiting specialty grocers less often.

Continue reading article here

Wizard of Lightbulb Moments:
Tariffs Trigger Action: Consumers Are Spending Smarter, Not Less
Numerator’s latest findings reveal that 81% of U.S. consumers are already adjusting how they spend in
response to tariffs—and not just by cutting back. Many are buying earlier, using deals strategically, and
shifting to discount channels to stay ahead of price hikes.

This is less about panic and more about precision. Consumers are displaying remarkable financial agility,
reshaping the retail landscape in real time. Brands that read these behavioral cues early can align pricing, promotion,
and timing to meet shoppers where they are—strategically adapting, not retreating.

Here is a glimpse of this trend:

Numerator: Most Consumers Say Tariffs Affect Spending

A large majority of U.S. consumers—81%—expect to adjust their financial or shopping behaviors in response to tariffs
first introduced by President Trump in spring 2025, according to Numerator's Tariff Sentiment Tracker. This data,
collected from a custom survey of 5,000 U.S. consumers, is consistent with findings from June 2025.

The most common actions consumers say they’ll take include cutting back on
non-essential spending (45%), using sales or coupons to manage rising prices
(41%), delaying major or non-essential purchases (30%), switching to discount
retailers (29%), and reducing purchases of imported goods (28%). Concerns about
the personal financial impact of tariffs remain high, with 86% of respondents
expressing worry—similar to June results. Sixty-one percent are specifically
concerned about higher prices on everyday items, 57% about general inflation,
47% about rising prices on non-essentials, and 43% about reduced product
availability.

Sources: Acosta, Numerator

Find out how Culinary Tides, Inc. can help you navigate trends wwww.culinarytides.com Continue reading article here
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Wizard of Lightbulb Moments:
Tariffs as a “Hidden Tax”: Consumers Are Paying Attention
Savanta’s research shows Americans aren’t confused about tariffs—they’re feeling them. With 77%
expecting tariffs to impact their household finances and 35% calling them a “hidden tax,” consumers now
see trade policy as a direct, personal issue.

This growing awareness is reshaping how shoppers assign blame and loyalty. As brands navigate price adjustments,
transparency will be key. Consumers no longer view tariffs as abstract policy—they view them as a line item on their
grocery receipt.

Here is a glimpse of this trend:
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More Consumers Turn To C-Stores Over QSRs

A recent survey by marketing research firm Savanta found that 54% of Americans believe tariffs will harm the economy,
while 48% expect them to rise in the coming year. Furthermore, 77% anticipate tariffs will directly affect their household
finances, and 41% say they are already experiencing negative impacts.

In response to higher prices, many are adjusting their spending habits: 66% have noticed grocery price increases, 42%
have seen higher clothing costs, and 71% have altered or are considering chang-
ing their purchasing decisions. Additionally, 61% have shifted to more affordable
brands in recent months, and 35% view tariffs as a hidden tax on consumers.
Savanta’s findings counter the notion that tariff policies are too complex for the
public to understand.

More than half of respondents (56%) report having at least a moderate under-
standing of how U.S. tariffs work, indicating that concerns are based on informed
perspectives rather than emotion alone. Overall, the data shows a widespread
awareness of price hikes and a significant shift in buying behavior as consumers
adapt to economic pressures.

Sources: Savanta Continue reading article here
c ulinmy TLides, Inc.

Anchored in Insight. Guided by Foresight.

Most forecasters track the past, instead of the forces shaping the future. We know how frustrating it is to piece together
data that misses the full picture.

Culinary Tides distills noise into foresight, helping you make smarter moves - sooner. You'll stop reacting to change and
start anticipating it. With foresight, you’ll confidently navigate trends, outpace competitors, and lighten your workload.
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Interested? We Offer a Simple Process:

Schedule Now

1. Schedule a 1-hour Capabilities meeting to demonstrate our analytics
2. Complete an Interest checklist
3. Review a tailored proposal

Below is a Complete List of Our Services

Fractional Foresight Services

Workshops & Training

Custom &

ractional Services

Streaming Intelligence:

(Ongoing Data Collection & Orga-
nization)

Emerging Trends: Beverage,
Food, Cuisine, Travel
Quantitative Research: Indus-
try, Trend, Survey, Behavioral,
Clinical Health

Competitive Intelligence
Technology Launches
Economic Forecasting
Government Legislation

Workshops:
e |deation

e Current Concept Review
e Strategy Review

Foresight Training:
e Introduction to Foresights

e Advanced Foresights

Predictive Analytics:
(Chaos & Military)

e Action Reaction Maps
e Affinity Scales

e Fault Fix Trees

e Gap Analysis

e Link Diagrams

e Longevity Charts

e Morph Diagrams

e Navigation Tables

e Pathway Analysis

e Quadrant Analysis
e Shatter Charts

e TRENDS Analysis

e Timeline Diagrams
e Time-Link Diagrams

Trend Lifespan Mapping:
Origin, Longevity, & Trajectory
Al Insight Validation & Risk

Assessment
Anticipatory Intelligence
Trend Profiling

Collaborative Concept De-
velopment

Brainstorming Sessions
Foodservice / Retail Catego-
ry Gap Analysis

Whitespace Analysis & Nav-
igation

Current Concept Refine-
ment

Technical Product Reformu-
lations

B2B Presentation Materials
Event Marketing / Sales
Materials

Event Intelligence

Strategic M&A Foresight
Thought Leadership:

(Speaking Engagements)
Internal, External, B2B

Find out how Culinary Tides, Inc. can help you navigate trends wwww.culinarytides.com
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