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“COVID-19 significantly impacted consumer spending for
2020 summer/spring seasonal events as lockdown

restrictions forced many to celebrate Easter and Father’s
Day apart from key family members.”

– Emily Viberg, Retail Analyst

This report looks at the following areas:

This Report looks at the following areas:

• The impact of COVID-19 on seasonal shopping.
• Consumer behaviours related to seasonal shopping.
• How retailers can encourage spend at seasonal events when consumer confidence is low.
• How retailers can be more thoughtful during Mother’s Day and Father’s Day.

COVID-19 significantly impacted consumer spending for 2020 summer/spring seasonal events, which
totalled an estimated £1.4 billion, down 54.1% on 2019. Mother’s Day benefitted from falling just
before the UK went into a nationwide lockdown and non-essential stores remained open, surpassing
Easter as the biggest event for the period at an estimated £644 million. Despite this, spending was
down from £1,060 million the previous year as people cut-back on-non essential spending in
preparation for the upcoming lockdown.

Easter saw the biggest decline year-on-year (64.6%) as the event was celebrated in lockdown, with
many celebrating the day apart from key family members, discouraging many from celebrating the
occasion completely. As a result, Easter was worth an estimated £420 million in 2020. Father’s Day
also saw a significant decline in consumer spending, down 64% to £381 million, and did not seem to
benefit from pent-up demand as consumers emerged from lockdown. Instead, we saw a higher level of
activity engagement from consumers in 2020 (37%) compared to 2019 (33%).

Seasonal events are particularly sensitive to macro-economic factors so the COVID-19 crisis, which will
have lasting economic impacts on the UK economy and household income, is expected to significantly
affect next year’s seasonal events. We expect to see consumers holding back on discretionary spend as
the impact of the COVD-19 recession lingers on and Brexit adds further uncertainty to levels of
consumer confidence.

However, despite low consumer confidence, retailers can encourage spend by offering affordable ways
to celebrate events, with a focus on premium own-label food and drink ranges that can compete with
out-of-home dining experiences. Retailers can also tap into the sense of goodwill heightened by
COVID-19 during sensitive times like Mother’s Day and Father’s Day in 2021 for those who will be
reminded of friends and family members who have suffered or passed away during the crisis.
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Key campaigns reflect new COVID-19 reality

Innovations help shoppers celebrate seasonal events at home

Retailers should innovate in areas that interest consumers

November captures most advertising spend in 2019
Figure 36: Total above-the-line, online display and direct mail advertising expenditure by all retailers, by month, January 2019-August
2020

Advertising spend increases in 2019
Figure 37: Annual percentage change in total above-the line, online display and direct mail advertising expenditure by all retailers, by
month, January 2019-August 2020

November has biggest share of ad spend in 2019
Figure 38: Recorded above-the-line, online display and direct mail total advertising expenditure by all retailers, monthly as a % of total
spending, 2019

TV continues to be the channel of choice for advertisers in 2019…
Figure 39: Recorded above-the-line, online display and direct mail total advertising expenditure by all retailers, by advertising method,
2019

…but digital increases in 2020 as spend is directed online
Figure 40: Recorded above-the-line, online display and direct mail total advertising expenditure by all retailers, by advertising method,
January-August 2020

Advertising spend for spring/summer down 46.8% in 2020
Figure 41: Recorded above-the-line, online display and direct mail total advertising expenditure by all retailers during
the spring and summer months March-August, 2018-20
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Figure 50: Deliveroo’s invisible gelatine Easter eggs, 2020
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Gift purchasing for seasonal events down compared to 2019
Figure 60: Any gift-buying amongst consumers aged 16+, May-July 2020

Small ticket purchases drive seasonal gifting
Figure 61: Products bought by consumers for Mother’s Day, Father’s Day and Easter in 2020, May-July 2020

Men aged 16-34 treat mothers to flowers and chocolates
Figure 62: Products bought by consumers for Mother’s Day, Father’s Day and Easter in 2020, by age group, May-July 2020

Seasonal shoppers tend to buy one gift/product
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Average spend per consumer down on 2019
Figure 64: Average spend by shoppers for seasonal events in 2020, May-July 2020

AB consumers spend the most on seasonal gifts
Figure 65: Average spend by shoppers for seasonal events in 2020, by socio-economic groups, May-July 2020

In-store still dominates purchases
Figure 66: How shoppers purchased gifts for seasonal events in 2020, May-July 2020

Men prefer to shop online
Figure 67: How shoppers purchased gifts for seasonal events in 2020, by gender, May-July 2020

Supermarkets the go-to place for seasonal shopping
Figure 68: Where shoppers go to purchase gifts for seasonal events in 2020, May-July 2020

Most will buy gifts in advance
Figure 69: Mother’s Day and Father’s Day actions, May-July 2020

Consumers celebrate Mother’s Day with a special meal at home
Figure 70: Mother’s Day activities in 2020, April 2020

Celebrating Father’s Day virtually
Figure 71: Father’s Day activities in 2020, July 2020

Interest in exclusive deals to reward loyal customers
Figure 72: Interest in innovations for seasonal events in 2020, May and July 2020

Shoppers look for long-lasting Mother’s Day gifts
Figure 73: Mother’s Day behaviours in 2020, April 2020

Consumers appreciate retailers who consider those who have lost a parent
Figure 74: Father’s Day behaviours in 2020, July 2020

Shoppers go for branded Easter eggs
Figure 75: Types of eggs purchased for Easter in 2020, May 2020

Easter shoppers buy one product
Figure 76: How many types of chocolate products were bought for Easter in 2020, May 2020

Tesco is a favourite for Easter chocolate products
Figure 77: Which retailers shoppers used to purchase Easter products from in 2020, May 2020
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Concerns over plastic remain
Figure 78: Easter behaviours in 2020, May 2020

Abbreviations

Consumer research methodology

Easter Behaviours

Appendix – Data Sources, Abbreviations and Supporting Information
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