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"There’s an optimistic outlook for the upcoming winter
holiday season. Consumers are doing more holiday
shopping online and that has changed other shopping
preferences, including purchase timing and deal-seeking
behavior. Retailers need to offer the best deals, an ample
gift selection, and provide consumers with efficient
shopping experiences in stores and online."

- Alexis DeSalva, Retail and Apparel Analyst

This report looks at the following areas:

BUY THIS
o Deals influence consumers’ shopping decisions RE PO RT NOW

o Retailers can’t rely on shoppers’ loyalty during the holidays

For the purposes of this Report, “holiday shopping” refers to expected consumer expenditures on VISIT:
holiday-specific items such as gifts, decorations, seasonal candy and other food, greeting cards, and store.mi nte| .COom
other expenditures.

Other, non-winter holidays will be covered in Mintel’s upcoming Holiday Shopping (non-Winter) - US, CALL:
September 2017. EMEA

+44 (0) 20 7606 4533

This Report builds on the analysis presented in Mintel’s Winter Holiday Shopping - US, August 2016,
2015, 2014 and Holiday Shopping - US, July 2013, 2012, 2011, and June 2010.

Brazil

This Report focuses on winter holidays (Christmas, Hanukkah and Kwanzaa) as these represent the 0800 095 9094
bulk of total holiday expenditures.

Americas
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China
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
. more holistic view of this market
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Cultural differences influence traditions
Figure 26: Holiday traditions, by race and Hispanic origin, June 2017

Thoughts on traditions

2016 Winter Holiday Purchases

Clothing/footwear and gift cards are top holiday purchases
Figure 27: Winter holiday 2016 purchases, June 2017
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Hispanics are key consumers for other holiday purchases
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Amazon and mass merchandisers are preferred for holiday shopping
Figure 32: Planned retailers to shop, June 2017

Preference for Amazon and mass merchandisers span age groups
Figure 33: Select retailers planned to shop, by age, June 2017

Women plan to visit department stores and clothing stores
Figure 34: Retailers planned to shop, by select demographics, June 2017

Parents prefer warehouse clubs at holidays
Figure 35: Planned retailers to shop, by parental status, June 2017

Holiday Shopping Research and Planning

Most consumers are budgeting and researching their holiday shopping
Figure 36: Holiday shopping research and planning, June 2017

Younger generations use tech to plan their shopping
Figure 37: Holiday shopping research and planning, by generation, June 2017

Parents plan to save during holiday shopping
Figure 38: Holiday shopping research and planning, by parental status, June 2017

Regardless of household income level, all holiday shoppers look for ways to save
Figure 39: Holiday shopping research and planning, by age and household income, June 2017

Approach to gift shopping
Figure 40: Holiday shopping research and planning, by age, June 2017

Thoughts on holiday shopping
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Preferences toward Winter Holiday Shopping

Deals on pricing and shipping influence where to shop
Figure 41: Preferences for holiday shopping, June 2017

Younger shoppers most likely to shop on Cyber Monday and Black Friday
Figure 42: Preferences for holiday shopping, by age, June 2017

Women prefer to plan ahead
Figure 43: Preferences toward winter holiday shopping, by gender and age, June 2014

Hispanic consumers not as concerned with deals and shipping

In their own words

Attitudes toward Holiday Shopping

The internet has changed consumers’ holiday shopping
Figure 44: Attitudes toward holiday shopping, June 2017

Finding the right gift is more important than price and convenience
Figure 45: Attitudes toward holiday shopping, by household income, June 2017

Holiday shopping equals a break from routine for some shoppers
Figure 46: Attitudes toward holiday shopping, by gender and age, June 2017

Hispanics are more traditional in their shopping
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