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This report looks at the following areas:

» Mother’'s Day commands the most expenditures
< Consumers celebrate, but don't spend for certain holidays
* Price is the priority for many shoppers

Consumers are mostly consistent in the types of holidays they prioritize
spending on and their purchases mirror those holidays’ traditions. Some
consumers might need motivation fo spend, so finding ways fo encourage more
shopping - either by creating new holidays to participate in or offering
differentiated in-store experiences, will be crucial to engaging more shoppers.
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* Make room for the new holidays
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Figure 23: Bloomingdale's email campaign, February 2017
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Using store experiences to entice customers

THE CONSUMER - WHAT YOU NEED TO KNOW

Celebration and spending are not equal
Top purchases related to seasonal holidays
In-store shopping is important for non-winter holidays

Convenience and price take precedence

CHANGES IN PLANNED SPENDING

Celebration doesn’t equal spending for many holidays
Figure 25: Changes in planned spending for holidays, June
2017

Parents are big spenders

Figure 26: Changes in planned spending for holidays, by
parental status with children in the household, June 201/
Younger adults most likely to celebrate St. Patrick’s Day and
Halloween

Figure 27: Changes in planned spending for holidays, by age,
June 2017

Are Hispanic consumers having more fun?

Figure 28: Changes in planned holiday spending, by Hispanic
origin, June 2017

FAVORITE HOLIDAYS

Most consumers like celebrating Mom

Figure 29: Favorite secondary holidays, June 2017

Moms and Dads like to celebrate each other

Figure 30: Favorite secondary holidays, by marital status by
presence of children, June 201/

Older men favor the Fourth of July

Figure 31: Favorite secondary holidays, by male and age,
June 2017

Hispanics prioritize celebrating parents

Figure 32: Favorite secondary holidays, by Hispanic origin
and generaftion, June 2017

HOLIDAY TRADITIONS

Most consumers want to kick back and relax

Figure 33: Holiday traditions, June 2017

Young women prefer to go out, while older women are
hosting

Figure 34: Holiday traditions, by gender and age, June 2017
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Men want to go out to celebrate the holidays

Figure 35: Holiday traditions, by parental status by gender,
June 2017

Culture influences traditions

Figure 36: Holiday fraditions, by race and Hispanic origin,
June 2017

HOLIDAY PURCHASES

Candy, food, decorations top seasonal holiday purchases

Figure 37: Holiday purchases, any holiday purchase, June 2017

Figure 38: Holiday purchases, top purchases by holiday, June
2017

Parents indulging kids with candy for holidays

Figure 39: Holiday purchases, by parental status by gender
and number of children under 18 in household, June 2017
Younger consumers’ purchases are party-related

Figure 40: Holiday purchases, by gender and age, June 2017
Consumers describe their non-winter holiday purchases

RETAILER TYPE SHOPPED

In-store shopping preferred, but Amazon captures online
attention

Figure 41: Retailer type shopped, June 201/

Where are they shopping?

Younger shoppers frequenting Mass and Amazon

Figure 42: Retailer type shopped, by household income, June
2017

Older consumers prefer shopping at grocery stores
Figure 43: Retailer type shopped, by age, June 2017
Hispanics doing more online shopping

Figure 44: Retailers shopped, by Hispanic origin and

generation, June 2017

PREFERENCES TOWARD HOLIDAY SHOPPING

Convenience and price are top shopping preferences
Figure 45: Preferences toward holiday shopping, June 2017
Women of all ages seek deals and low prices

Figure 46: Preferences toward holiday shopping, by gender
and age, June 201/

Younger consumers shop sales

Figure 47: Preferences toward holiday shopping, by age, June
2017

Blacks are price conscious
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Figure 48: Preferences toward holiday shopping, by race,
June 2017
* Most consumers expect low prices and free shipping

ATTITUDES TOWARD HOLIDAY SHOPPING

* The internet has changed holiday shopping
Figure 49: Attitudes toward holiday shopping, June 2017

* Price a priority for younger consumers

Figure 50: Attitudes toward holiday shopping, by gender and

age, June 2017

» iGeneration shoppers are stressed about holiday shopping

Figure 51: Attitudes toward holiday shopping, by generation,

June 2017

APPENDIX - DATA SOURCES AND ABBREVIATIONS

* Data sources

* Sales data

« Consumer survey data

« Consumer qualitative research
« Direct marketing creative

» Abbreviations and terms

« Abbreviations

APPENDIX - THE MARKET

* Valentine's Day

Figure 52: Percent of respondents who anticipate purchasing

specific Valentine's Day gifts, by category, in current dollars,

2012-2017

Figure 53: Anticipated fotal expenditures, by category, in
current dollars, 201/

Figure 54: Anticipated Valentine's Day expenditures, by
recipient, 2017

Figure 55: Anficipated retail channels for purchasing
Valentine's Day gifts, 201/

+ Easter

Figure 56: Anticipated Easter expenditures, by category, 2017

Figure 57: Anticipated retail channels for purchasing Easter
gifts, 2017

* Mother’s Day
Figure 58: Anticipated Mother's Day expenditures, by
category, 2017

» Father’s Day
Figure 59: Anticipated Father's Day expenditures, by

category,
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* Halloween
Figure 60: Anticipated Halloween expenditures, by category,
2016

Figure 61: Median household income, by race/Hispanic origin
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About Mintel

Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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