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“The UK retail sector was boosted by a number of
significant events during the 2018 spring and summer

months. Not only did retailers benefit from the usual
occasions like Easter, but The Royal Wedding and

England’s FIFA World Cup performance gave consumers
even more reasons to celebrate and spend.”

– Samantha Dover, Senior Retail Analyst

This report looks at the following areas:

As a result, retail sales growth was strong, which could make 2019 more challenging as retailers will be
up against tough comparatives.

• Can retailers drive spring/summer sales with more focus on experiences?
• Could retailers do more to boost Father’s Day engagement?
• The Royal Wedding – Could retailers do more to attract shoppers interested in special

events such as The Royal Wedding?
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summer months (March-August), by media type, 2014-18

Supermarket spending around Easter
Figure 43: Recorded above-the-line, online display and direct mail total advertising expenditure on Easter products by selected leading
supermarket retailers, 2014-18

Nielsen Ad Intel coverage

Easter over-took Mother’s Day as most purchased for retail event

Young most likely to spend on celebratory activities

Men are still spending considerably more on Valentine’s Day gifts

Valentine’s Day activity spending highest amongst 16-34-year-old males

In-store purchasing of gifts is most popular for Easter

Valentine’s Day shoppers most impulsive

Young males influenced by the Royal Wedding
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Figure 45: Gift purchasing for the spring/summer events in 2018, by product category, February-June 2018

Men more likely to buy gifts for Valentine’s Day
Figure 46: Gift purchasing for the spring/summer events in 2018, by gender, February-June 2018

Mother’s Day purchasing peaks amongst 16-34-year-olds
Figure 47: Gift purchasing for the spring/summer events in 2018, by age, February-June 2018

Affluent most likely to purchase gifts for seasonal retail events
Figure 48: Gift purchasing for the spring/summer events in 2018, socio-economic status, February-June 2018

Most buy one type of gift
Figure 49: Repertoire of products purchased for the spring/summer events in 2018, February-June 2018

Over a third spent on leisure activities to celebrate Easter
Figure 50: Consumers that bought or spent money on activities for the spring/summer events in 2018, February-June 2018

Dining in and out most popular activities

The Consumer – What You Need to Know

What Gifts They Buy

What Activities They Do
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Figure 51: Activity spending for the spring/summer events in 2018, February-June 2018

Staycations popular for Easter
Figure 52: Consumers that spent money on a trip/night away for Easter 2018, by where they went, April 2018

Men do more activities for Mother’s Day
Figure 53: Consumers that bought or spent money on activities for the spring/summer events in 2018, by gender, February-June 2018

Young most engaged with seasonal events
Figure 54: Consumers that bought or spent money on activities for the spring/summer events in 2018, by age, February-June 2018

Young prefer to dine out for Valentine’s Day
Figure 55: Consumers that bought or spent money on activities for the spring/summer events in 2018, by age and what they did,
February-June 2018

Most do one activity for seasonal events
Figure 56: Repertoire of what activities consumers bought or spent money on for the spring/summer events in 2018, February-June
2018
Figure 57: Repertoire of what activities consumers bought or spent money on for Easter in 2018, April 2018

Consumers spent the most on Valentine’s Day gifts
Figure 58: Average amount spent on gifts for the spring/summer events in 2018, February-June 2018

Men spent more on gifts across the board
Figure 59: Average amount spent on gifts for the spring/summer events in 2018, by gender, February -June 2018

Young consumers spend more on Valentine’s Day and Mother’s Day
Figure 60: Average amount spent on gifts for the spring/summer events in 2018, by age, February-June 2018

Affluent spend considerably more
Figure 61: Average amount spent on gifts for the spring/summer events in 2018, by socio-economic status, February-June 2018

Consumers spend more on Easter activities
Figure 62: Average amount spent on activities for the spring/summer events in 2018, February-June 2018

Men spend considerably more than women
Figure 63: Average amount spent on activities for the spring/summer events in 2018, by gender, February-June 2018

Valentine’s Day spending peaks amongst 16-34s
Figure 64: Average amount spent on activities for the spring/summer events in 2018, by age, February-June 2018

Less consumers shop online for Easter gifts
Figure 65: How consumers shopped for gifts for the spring/summer events in 2018, February-June 2018

Supermarkets popular amongst gift shoppers
Figure 66: Where consumers shopped for gifts for the spring/summer events in 2018, February-June 2018

Most shop at one retailer
Figure 67: Repertoire of products purchased for seasonal events in 2018, by demographics, February-June 2018

High-levels of impulse purchasing for Valentine’s Day
Figure 68: Valentine’s Day shopping behaviours, February 2018

What They Spend on Gifts

What They Spend on Activities

Where They Shop for Gifts

Attitudes towards the Spring/Summer Events
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Mother’s Day consumers shop at the last minute
Figure 69: Mother’s Day shopping behaviours, March 2018

Easter shoppers feel the least pressured
Figure 70: Easter shopping behaviours, February 2018

Social media provides gift inspiration for Father’s Day
Figure 71: Father’s Day shopping behaviours, June 2018

A third intended to watch The Royal Wedding
Figure 72: Consumers that planned to watch The Royal Wedding in 2018, May 2018

Most planned to watch at home
Figure 73: Where consumers planned to watch The Royal Wedding in 2018, by age, May 2018

The FA Cup Final was a distraction
Figure 74: What consumers planned to do on the day of The Royal Wedding in 2018, by gender, May 2018

A boost to British patriotism

Retailers capitalise on hype

The Royal Family and their influence on fashion
Figure 75: Attitudes towards The Royal Wedding in 2018, May 2018

Highest participation with young consumers
Figure 76: What consumers did during the FIFA World Cup in 2018, July 2018

Scope for retailers appeal to a female audience around the World Cup
Figure 77: What consumers did during the FIFA World Cup in 2018, by gender, July 2018

Younger consumers drive World Cup sales
Figure 78: What consumers did during the FIFA World Cup in 2018, by age, July 2018

Young males the largest demographic that avoided the World Cup
Figure 79: Consumers that did another leisure activity to avoid the FIFA World Cup in 2018, July 2018

Abbreviations

Consumer research methodology

The Royal Wedding

The FIFA World Cup

Appendix – Data Sources, Abbreviations and Supporting Information
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