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“The recent performance of seasonal retail sales illustrates
how susceptible these events are to macroeconomic

changes. Following strong growth in consumer spending
throughout 2018, with Valentine’s Day, Halloween and

Bonfire Night all witnessing a significant uplift in
consumer expenditure last year, the outlook appears to be

more challenging.”
– Samantha Dover, Senior Retail Analyst

This report looks at the following areas:

• Sustainability comes to the forefront
• Value for money becomes a priority

As most seasonal expenditure is largely discretionary, spending on the seasonal retail events is
particularly vulnerable to macroeconomic trends. In 2018, spending on the Autumn/Winter events was
strong, with sales likely boosted by factors such as low unemployment and growth in real wages.
However, the climate looks to have changed as the uncertainty surrounding Brexit is beginning to
impact on consumer confidence. There are signals that British consumers are becoming more cautious,
and aligning with this trend, spending on Valentine’s Day fell in 2019.
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Romantic meal for two at IKEA, pasty-focused meal at Greggs and discount engagement rings

Selfridges Lip Bar to help those looking for love
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Lidl launches super-affordable school uniform range
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Pop-up stores capitalising on the Halloween spirit
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Tiffany brings the festive season to life with immersive sensory experience

Using Christmas to make a positive environmental impact

Giving something back

Supermarket car park festive makeover

Advertising expenditure peaks around Bonfire Night and Black Friday
Figure 32: Recorded advertising expenditure by all retailers, by month, 2017 and 2018

Advertising spend concentrated in the final quarter of the year
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Figure 33: Recorded advertising expenditure by all retailers, by quarter, as % of total spending, 2017 and 2018
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A demand for everything in one place
Figure 45: Attitudes towards shopping for back-to-school items, September 2018

Just under half spent money on the event
Figure 46: Spending on Halloween, 2017 and 2018

Average spend increases

The Consumer – What You Need to Know
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Figure 47: Average amount spent on products for Halloween, 2017 and 2018

Physical retail is still preferred by the majority
Figure 48: How they shopped for Halloween and Bonfire Night products, 2017 and 2018

Supermarkets take the majority of spend
Figure 49: Where they shopped for Halloween products, November 2018

Carving a pumpkin a firm tradition
Figure 50: What activities they did to celebrate Halloween and Bonfire Night, November 2018

Popularity of Halloween is growing but so are concerns

Over half value social media for inspiration
Figure 51: Attitudes towards Halloween, November 2018

Purchasing for Bonfire Night decreases…
Figure 52: Spending on Bonfire Night, 2017 and 2018

…but those purchasing products are spending more
Figure 53: Average amount spent on products for Bonfire Night, 2017 and 2018

In-store purchasing remains the most popular
Figure 54: How they shopped for Halloween and Bonfire Night products, 2017 and 2018

Grocers dominate in-store purchasing
Figure 55: Where they shopped for Bonfire Night products, November 2018

Fireworks still a firm tradition
Figure 56: What activities they did to celebrate Halloween and Bonfire Night, November 2018

Bonfire Night is part of British culture
Figure 57: Attitudes towards Bonfire Night, November 2018

Most celebrate with their partner
Figure 58: Who they celebrated Valentine’s Day with, February 2019

Confectionery most purchased gift
Figure 59: Gift purchasing for Valentine’s Day, 2018 and 2019

More consumers are celebrating with experiences
Figure 60: Activity spending for Valentine’s Day, 2018 and 2019

One in five self-gift
Figure 61: Who they spent money on for Valentine’s Day, February 2019

Dramatic decline in spending
Figure 62: Average amount spent on gifts and activities for Valentine’s Day, 2018 and 2019

Last-minute shoppers
Figure 63: When consumers started planning Valentine’s Day, February 2019

Fatigue with stereotypical gifts
Figure 64: Attitudes towards Valentine’s Day, February 2019

Bonfire Night

Valentine’s Day
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Abbreviations

Consumer research methodology

Additional consumer data

Back-to-school
Figure 65: Important factors when choosing where to shop for back-to-school, by where they shopped for back to school items,
September 2018

Valentine’s Day
Figure 66: Gift purchasing for Valentine's Day, by who they spent money on, February 2019

Appendix – Data Sources, Abbreviations and Supporting Information

Report Price: £2195.00 | $2963.91 | €2470.25

Seasonal Shopping (Autumn/Winter) - UK - April 2019

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/920690/
mailto:reports@mintel.com

	Seasonal Shopping (Autumn/Winter) - UK - April 2019
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	The Market – What You Need to Know
	Market Sizes
	Retail Sales
	Online Retail Sales
	Market Drivers
	Black Friday and Christmas
	Brands and Companies – What You Need to Know
	Launch Activity and Innovation
	Advertising and Marketing Activity
	The Consumer – What You Need to Know
	Back-to-School
	Halloween
	Bonfire Night
	Valentine’s Day
	Appendix – Data Sources, Abbreviations and Supporting Information



