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“Festivals are reshaping consumers’ spending patterns,
especially online shopping festivals. Greater spending
power and choice are driving individualisation among

consumers and the need for innovation by retailers and

brands.”
— Matthew Crabbe, Regional Trends Director,
APAC

This report looks at the following areas:

BUY THIS
e Combating cynicism about online shopping festivals RE PO RT NOW
e The festive gifting imperative
e Focusing on festival entertainment
VISIT:
Demand for better quality experiences is also driving the convergence of festival shopping with festive sto re.m | nte| .COm

entertainment into so-called “retailtainment”. Travel spending is also internationalising China’s festival
shopping influence. While this creates new opportunities for retailers and brands, it also creates
challenges. Retailers must strike the balance between tradition and change, gifting and self-indulgence, CALL:
as well as shopping and entertainment, cynicism and excitement. EMEA
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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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Seeking deeper cultural engagement
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Winter wonderland
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Tradition and gifting still important
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Older male traditionalists; younger female experientialists
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Some cities more traditional than others
Figure 33: Factor “catering for the festival tradition” encouraging consumers to buy during festivals, by city, October 2017

Fans, realists and resistors
Figure 34: Factors encouraging consumers to buy during festivals, by key consumer group, October 2017

Sector Spending Emphasis

Different shopping for different festivals
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Figure 35: Consumer spending focus during festivals by sector, October 2017

Factors affecting traditional festival shopping sectors

Figure 36: Factors encouraging consumers to buy during festivals, by consumer spending focus during traditional Chinese festivals by
sector, October 2017

Packaging as a cue during traditional festivals

Factors affecting online festival shopping sectors

Figure 37: Factors encouraging consumers to buy during festivals, by consumer spending focus during online shopping festivals by
sector, October 2017
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Fashion, food and fun
Figure 38: Consumer spending intention during online shopping festivals by sector, October 2017

Young consumers driving new spend

;igure 39: Consumer spending intention to spend more during online shopping festivals by sector, by gender and age group, October
17

Older consumers remain stolid

gigurl;e 402:0C0nsumer spending intention to spend about the same during online shopping festivals by sector, by gender and age group,
ctober 2017

Mintropolitans and high-income families’ stronger intent

Sié;lu;e 41: Consumer spending intention to spend more during online shopping festivals by sector, by consumer classification, October
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I want it now!

Figure 43: Reasons for consumer spending resistance during online shopping festivals, by key shopping festivals for consumers to shop
for themselves, October 2017

Create a special event

Figure 44: Reasons for consumer spending resistance during online shopping festivals, by factors encouraging consumers to buy during
festivals, October 2017
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Excited, yet cynical
Figure 45: Consumer attitudes to online shopping festivals, October 2017

Enthusiastic women
Figure 46: Consumer attitudes to online shopping festivals, by gender and age group, October 2017

Defining the key consumer groups
Figure 47: Key consumer groups, October 2017
Shopping Festival Realists
Who they are
What they like
How to market to them
Shopping Festival Fans
Who they are
What they like
How to market to them

Shopping Festival Resistors
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Who they are
What they like

How to market to them
Figure 48: Consumer attitudes to online shopping festivals, by key consumer groups, October 2017

Appendix - Methodology and Abbreviations

Methodology
Fan chart forecast

Abbreviations
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