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“Despite economic uncertainty clouding the retail sector in
2017, autumn events remained popular, with back-to-

school in particular performing strongly. While Halloween
and Bonfire Night are both popular for families, they

remain relatively small and have failed to truly impact
retail sales over the autumn months.”

– Chana Baram, Retail Analyst

This report looks at the following areas:

Retailers will need to focus on heavily marketing these events as a way to engage those with and
without children.

• Other key festivals present opportunity
• Room for a more sustainable approach to seasonal events
• Missing opportunities in Bonfire Night
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Gender-neutral uniforms

Topshop and Topman ‘Stranger Things’ Halloween collaboration
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Back-to-school
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Halloween campaigns

Asda-Shazam lip sync tie-up

Aldi Family

Have a scream this Halloween with Wilko

Back-to-school

George’s ‘Strong Clothes for Strong Kids’

Marks & Spencer’s #SpendItWell

Nielsen Ad Intel coverage

School uniform drives spend

Discounters not widely used for back-to-school

Product quality of top importance

More money spent on Halloween than Bonfire Night

Dads spend more on Bonfire Night

Physical retail most popular way of purchasing for seasonal events

Millennials interested in experiences

People want to reuse Halloween items

Nine in ten purchased back-to-school items before the start of school
Figure 39: Products purchased for the start of the school term in autumn 2017, September 2017

School uniform most popular item

Rising spend on uniforms puts pressure on low-income families
Figure 40: Amount spent on products purchased for the start of the school term, September 2017

Variety of items purchased
Figure 41: Repertoire of products purchased for the start of the school term in autumn 2017, September 2017

Dads are more likely to purchase items last minute
Figure 42: How far in advance products are purchased for the start of the school term in autumn 2017, by gender, September 2017

Online retailing gaining importance

The Consumer – What You Need to Know

Purchasing for Back-to-school

Where Back-to-school Items are Purchased
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Figure 43: Channels used to purchase back-to-school items in autumn 2017, September 2017

Supermarkets most popular for school items
Figure 44: Types of retailers used for purchasing items at the start of the autumn 2017 school term, September 2017

Discounters not widely used

Age has a low impact on retailer choice
Figure 45: Types of retailers used for purchasing items at the start of the autumn 2017 school term, by age of children, September
2017

Product quality is most important factor for parents
Figure 46: Improvement wanted for Back-to-school items, September 2017
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Figure 47: M&S school uniform size and fit guide, 2018

More spent on Halloween
Figure 48: Spend on Halloween and Bonfire Night, November 2017

Parents of young children biggest-spending group

Young Millennials spend on Halloween
Figure 49: Spending on Halloween and Bonfire Night, by generation, November 2017

Dads outspend mums on Bonfire Night
Figure 50: Amount spent on Bonfire Night products, mothers vs fathers, November 2017

Opportunities for more spending occasions
Figure 51: Repertoire of expenditure for Halloween and Bonfire Night, November 2017

Figure 52: Halloween multibuy offers at Iceland, 2017

Physical retail still most popular way of purchasing for events
Figure 53: Channels used to shop for Halloween and Bonfire Night products, November 2017

Supermarkets take most of the spend
Figure 54: Types of retailers purchased from for Halloween and Bonfire Night, November 2017

Figure 55: Ocado Bonfire Night food promotions, 2017

Amazon popular for Halloween products
Figure 56: Retailers purchased from for Halloween and Bonfire Night, November 2017

People unlikely to shop around for purchases
Figure 57: Repertoire of retailers used for Halloween and Bonfire Night, November 2017

Figure 58: Boohoo Halloween inspiration, 2017

Value for money most important factor
Figure 59: Purchase drivers for Halloween and Bonfire Night retailers, November 2017

Experiences and visual displays more appealing to younger consumers
Figure 60: Purchase drivers for Halloween and Bonfire Night retailers, by age, November 2017

Factors for Improvement – Back-to-school

Purchasing for Halloween and Bonfire Night

Retailers Purchased From – Halloween and Bonfire Night

Purchase Drivers for Halloween and Bonfire Night
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Consumers would like to reuse Halloween items
Figure 61: Behaviours towards Halloween, November 2017

Men more likely to make last-minute Halloween purchases
Figure 62: Seasonal shopping behaviours – CHAID – Tree output, November 2017

Figure 63: Seasonal shopping behaviours – CHAID – Table output, Halloween, November 2017

Figure 64: Seasonal shopping behaviours – CHAID – Table output, Bonfire Night, November 2017

Methodology

Weekend helps drive celebrations
Figure 65: Behaviours towards Bonfire Night, November 2017

Celebrations come with safety concerns

Abbreviations

Consumer research methodology

Shopper Behaviour – Halloween and Bonfire Night

Appendix – Data Sources, Abbreviations and Supporting Information
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