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“The value of autumn events rose by an estimated 5.8% in
2015, driven by increased spend on Halloween among

young families and Millennials, and continued high
purchasing levels for back-to-school. Overshadowed by

these events and the Christmas build-up, the retail boost
from Bonfire Night is relatively small.”

– Alice Goody, Retail Analyst

This report looks at the following areas:

• What are the prospects for the back-to-school market?
• What is driving growth in the Halloween market?
• How have the supermarkets fared? What are the opportunities and challenges facing

them?

The events covered in this Report were worth a combined £916 million in 2015, an increase of 5.8% on
the previous year, we estimate. The supermarkets dominate the market, yet the discounters and the
pureplays are a growing force. A third of shoppers bought Halloween products from a discount retailer
in 2015 and Amazon ranks third in terms of shopper numbers for back-to-school.

Back-to-school is the second largest seasonal event behind Christmas; some 80% of parents make a
purchase for their child in time for the school term. The market remains highly price-sensitive, yet a
willingness to trade up suggests potential for future growth. The retail boost from Bonfire Night is
relatively small, overshadowed by Halloween and the pre-Christmas build-up. Millennials have emerged
as a key consumer group driving spend on Halloween.
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Nielsen Media Research coverage
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Marks and Spencer’s innovative approach

Aldi introduces most affordable uniform to date
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A third spent more on Halloween in 2015
Figure 42: Attitudes towards Halloween, December 2015

Majority of Halloween shoppers plan their purchases

Pet owners are a key demographic for retailers to target

Consumers re-use their existing fancy dress
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Figure 46: Repertoire of product types purchased for back-to-school, December 2015
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Back-to-School – Amount Spent
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Just under £100 spent on uniform
Figure 47: Amount spent on back-to-school products, December 2015

Average spend grows in 2015
Figure 48: Percentage change in average spend on back-to-school products, by category, 2014-15, November 2014 and December
2015

Tesco and Asda resonate well with parents
Figure 49: Retailers used for purchasing for the start of the 2015-16 school term, nets, December 2015

Figure 50: Retailers used for purchasing for the start of the 2015-16 school term, nets, December 2015

Discounters overtake specialists

Profile of back-to-school shoppers
Figure 51: Profile of consumers who purchased for back-to-school in 2015, by retailers shopped at, December 2015

Parents make considered back-to-school purchases
Figure 52: Attitudes towards back-to-school, December 2015

Parents willing to trade up on uniform

Millennial parents the most influenced by advertising
Figure 53: Attitude to the statement “Seeing a 'back-to-school' advertising campaign has encouraged me to buy from a particular
store” - Older Millennials and Generation X, December 2015

ABs choose retailers that offer personalisation
Figure 54: Marks and Spencer’s ‘Make it Personalised’ offer on its back-to-school online homepage, 2015
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