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This report looks at the following areas:

» The impact of COVID-19 on consumer behavior and non-winter holiday “Consumers are rever’ring to

shopping.
= Non-winter holidays consumers shop for, and what they buy.

old routines with a renewed

excitement for and
< Consumer behavior when shopping for non-winter holidays.

 Attitudes toward non-winter holiday shopping. qpprecic‘rion around non-
winter holidays. These

Celebrating non-winter holidays is very important to more than 60% of . . .
. . occasions will continue to be
consumers. ltems that can contribute to the celebrations (eg candy, food and

drink, clothing) will continue to be some of the most shopped. There is also important for consumers

opportunity across categories fo tap intfo the excitement and connect with AcCross genero’rions and

consumers who may be looking for a deal overall especially on big ticket items :
_ Y g , especially on big backgrounds, with an
such as furniture or electronics. .
increased focus on shared

The pandemic hindered consumers’ ability to celebrate many of these
occasions as they traditionally would. As COVID-19 becomes less of a threat,
consumers will be looking for safe, cost-conscious ways to get involved in
celebrations, with many again looking to hold or attend social gatherings.
There will be a renewed sense of meaning for many of these holidays, as well
as for the individuals celebrated through them (eg parents, significant others).

While the pandemic situation continues to improve, lingering concerns and the
spread of new variants may force consumers to alter plans for non-winter
holidays. A resurgence in COVID-19 would greatly limit opportunities around
these occasions for brands and retailers. As such, they must remain nimble and
prepared should there be a shift in how consumers are looking to shop for and
celebrate these occasions.

Non-winter holidays are an opportunity for brands and retailers to address
and support various social and environmental issues. The sensitivity of these
fopics requires authentic and genuine efforts that need to start internally
before being reflected on the shelves or in marketing initiatives. As consumers
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look to align themselves with brands that have similar values, there is an
opportunity to be a part of meaningful change and celebration of diversity
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Figure 1: Total US Anticipated spending on non-winter
holidays, in billions, 2014-25

Impact of COVID-19 on non-winter holiday shopping
Figure 2: Short-, medium- and long-term impact of COVID-19
on non-winter holiday shopping, July 2021

Opportunities and challenges

Maintain focus on wellbeing in celebrations and gift ideas
Celebrate diversity amongst consumers and cultures
Make value a focal point

Adopt social commerce offerings and experiences

THE MARKET - KEY TAKEAWAYS

Consumers are emerging from the pandemic with a
renewed excitement around holidays
Moving beyond the one size fits all

The sustainable appeal opens the door to innovation

MARKET SIZE

Mother’s Day continues to lead non-winter holiday spending
Figure 3: Total US anticipated spending on non-winter
holidays, in billions, 2014-25

Impact of COVID-19 on non-winter holiday shopping

MARKET FACTORS

Unemployment and consumer confidence are improving;
still room to grow

Figure 4: Consumer confidence and unemployment,
2000-2021

Steady decline in households with children could lead to
slow growth in years to come

Figure 5: Households, by presence of children, 2010-20

The US is becoming more racially and ethnically diverse
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Figure 6: Population by race and Hispanic origin, 2016-26
Figure 7: Martin Luther King Day by West Elm

» The sustainability-minded consumer looks to celebrate
responsibly
Figure 8: Martha Stewart offers sustainable Easter basket

ideas

COMPANIES AND BRANDS - KEY TAKEAWAYS

» Easy celebrations keep consumers engaged

* Address consumer needs and expectations through
partnerships

¢ Lift up the BIPOC and LGBTQ+ communities

COMPETITIVE STRATEGIES

* Hello Fresh taps into the power and potential of food
Figure 9: Hello Fresh connects over Father’s Day

* Williams-Sonoma promotes Pride Month through non-profit
partnership
Figure 10: Williams Sonoma x The Trevor Project

« Crate &amp; Barrel leverages influencer support to
celebrate diversity
Figure 11: Real Delicious for Cinco de Mayo by Crate and
Barrel

» Make holidays celebrations easier
Figure 12: Social Studies elevates table setting for various

occasions

MARKET OPPORTUNITIES

» Focus on sustainability and help consumers to do the same
Figure 13: ThredUP highlights sustainable Halloween ideas

» Take accountability and help consumers to be and feel seen
Figure 14: Target offers education on Black History Month

» Adopt social commerce offerings and experiences
Figure 15: Shoppable 4th of July post from Pottery Barn

THE CONSUMER - KEY TAKEAWAYS

« Consumers want to honor their background

*  Ominchannel is the way to go

« Every category has an opportunity during holiday shopping
* Non-winter holidays offer opportunities to connect with

various consumer groups

WHAT TO EXPECT FOR NON-WINTER HOLIDAYS

« Consumers plan on taking a more conservative approach
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Figure 16: Attitudes and behaviors toward non-winter
holidays, 2021

* Heritage influences the relevance of non-winter holidays
Figure 17: Attitudes and behaviors toward non-winter holidays
by parents origin, 2021
Figure 18: 4th of July by Our Place

NON-WINTER HOLIDAYS SHOPPED FOR

« Consumers appreciate their parents even more
Figure 19: Non-winter holidays shopped for, 2021
Figure 20: Mother’s Day by Outdoor Voices

* Non-winter holiday shopping loses momentum as
consumers age
Figure 21: Lucky Charms’ St. Patrick’s Day focus
Figure 22: Target highlights summer drink recipes
Figure 23: Non-winter holidays shopped for by generation,
2021

« Consumers’ heritage influences their holiday participation
Figure 24: Non-winter holidays shopped for by ethnicity and
race, 2021
Figure 25: Black History Month by Honey

ITEMS PURCHASED

« Consumers shop across categories for non-winter holidays
Figure 26: Marshalls highlights hosting and outfit must-haves
Figure 27: 4th of July clearance by Wayfair
Figure 28: ltems purchased, 2021

* Women are the main shoppers on leading seasonal
categories
Figure 29: Items purchased by gender, 2021

» Children’s presence in the household influences consumers
to actively participate in non-winter holidays
Figure 30: Items purchased by parental status, 2021
Figure 31: An at-home Easter activity for everyone

SHOPPING PREFERENCES

 Stores are the most important fouchpoint
Figure 32: Preferred channel, 2021
Figure 33: Preferred channel by generation, 2021
Figure 34: Halloween Party Supplies by Walmart

RETAILERS SHOPPED

+ Consumers seek a convenient shopping experience
Figure 35: Retailers shopped, 2021
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Figure 36: 4th of July offers from Crate and Barrel
 Driving appeal through various forms of value
Figure 37: Dollar Tree promotes affordable Easter basket
ideas
Figure 38: Retailers shopped by household income, 2021
Figure 39: Instacart; Nordstrom Local leverage non-winter
holidays fo connect with consumers
« Cater to interests and shopping preferences across
generations
Figure 40: Abercrombie & Fitch creates Pride Collection with
The Trevor Project

Figure 41: Retailers shopped by generation, 2021

SHOPPING BEHAVIORS

« Consumers prioritize effective shopping
Figure 42: Shopping behaviors, 2021
« Consumers are looking for value
Figure 43: Shopping behaviors by ethnicity and race, 2021
* Non-winter holidays are an opportunity to attract new
customers

Figure 44: Shopping Behaviors by generation, 2021

ATTITUDES TOWARD NON-WINTER HOLIDAY SHOPPING

* Non-winter holidays are opportunities for self-gifting
Figure 45: Attitudes toward non-winter holiday shopping,
2021

» Fostering non-traditional celebrations could bring long
lasting benefits
Figure 46: Attitudes toward non-winter holiday shopping by
parental status, 2021

« Cater to generational differences
Figure 47: Attitudes toward non-winter holiday shopping by
generation, 2021

APPENDIX - DATA SOURCES AND ABBREVIATIONS

* Data sources

« Sales data

« Consumer survey data

« Consumer qualitative research
* Marketing creative

» Abbreviations and terms

» Abbreviations

+ Terms
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APPENDIX - THE MARKET

Figure 48: Anticipated Mother's Day expenditures, in current
dollars, 2016-21

Figure 49: Anticipated Valentine’s Day expenditures, in
current dollars, 2016-21

Figure 50: Anticipated Easter expenditures, in current dollars,
2016-21

Figure 51: Anticipated Father’s Day expenditures, in current
dollars, 2016-21

Figure 52: Anticipated Halloween expenditures, in current
dollars, 2016-20

Figure 53: Anticipated Independence Day food items
expenditures, in current dollars, 2016-21

Figure 54: Anticipated St Patrick's Day expendifures, in
current dollars, 2016-21

Figure 55: Births, by race and Hispanic origin of mother,
2017-19

APPENDIX - THE CONSUMER

* Online discussion panel

« Shifts in perceptions due to COVID-19
» Non-winter holidays celebrations

* Opportunities for improvement

* Non-winter vs winter holidays

* The favorite holidays
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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
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