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“The winter holidays are serious business – both for
retailers hoping to make their revenues for the year and for

consumers trying to make the perfect dinner and find the
right gift at the best price.”

- Ali Lipson, Category Manager - Retail & Apparel,
Technology, Automotive

This report looks at the following areas:

• As larger traditional families fade, will winter holidays follow?
• How can the industry move beyond price competition?

The winter holiday shopping season is critically important for retailers of all types, as American
consumers regardless of religious affiliation look to buy gifts, decorate their homes, and celebrate with
friends and family at parties and holiday dinners. In addition to providing an important annual sales
boost, the winter holidays also serve as an important platform for launching new products and winning
consumer loyalty.

In this report, we review the critical trends driving winter holiday sales, including the more widely
celebrated Thanksgiving, Christmas and New Year’s holidays with discussion of Kwanzaa and Hanukkah
as appropriate. Retailers hoping to make an impact during this highly competitive yet critical period
must be innovative and aggressive enough to stand out from the crowd. Providing the right
combination of product selection, service, and value is more critical than ever now that consumers
have many avenues for making purchases and comparing prices.
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Figure 39: General attitudes, by gender, June 2014
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Figure 48: Attitudes toward big-ticket items, by general attitudes towards – Compared to last year, I plan to, June 2014
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Figure 49: Who gifts are purchased for, by gender and age, June 2014
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Figure 53: Retailers shopped for 2013 holidays, by gender and age, June 2014

Most affluent prime shoppers at department stores
Figure 54: Retailers shopped for 2013 holidays, by household income, June 2014

Bigger households buy from more places
Figure 55: Retailers shopped for 2013 holidays, by household size, June 2014

Fewer respondents plan to shop at mass merchandisers in 2014
Figure 56: Retailers plan to shop for 2014 holidays, by gender and age, June 2014

Who Gifts are Purchased For

Retailers Shopped for Holiday Items
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Affluent consumers cooling on mass merchandisers
Figure 57: Retailers plan to shop for 2014 holidays, by household income, June 2014

Figure 58: Retailers plan to shop for 2014 holidays, by household size, June 2014

Key points

Younger respondents and larger households most likely to be interested in promotions and big-ticket gifts
Figure 59: Shopping behaviors and preferences, by gender, June 2014

Social media is a good way to engage younger shoppers
Figure 60: Shopping behaviors and preferences, by age, June 2014

Affluent respondents still like deals
Figure 61: Shopping behaviors and preferences, by household income, June 2014

Many opportunities to reach out to large households
Figure 62: Shopping behaviors and preferences, by household size, June 2014

Parents respond well to promotions
Figure 63: Shopping behaviors and preferences, by parents with children in household, June 2014

Key points

Free shipping, free gifts with purchase most popular enhancements
Figure 64: Improvements to holiday shopping, by gender and age, June 2014

Affluent respondents not likely to pay for convenience
Figure 65: Improvements to holiday shopping, by household income, June 2014

Loyalty programs good fit for big households
Figure 66: Improvements to holiday shopping, by household size, June 2014

Parents of young children want to avoid hassle
Figure 67: Improvements to holiday shopping, by parents with children in household, June 2014

Key points

Asians, Hispanics lead in many kinds of holiday spending
Figure 68: Holiday/seasonal purchases – Thanksgiving/Black Friday, by race/Hispanic origin, June 2014

Asians less engaged with Christmas
Figure 69: Holiday/seasonal purchases – Christmas, by race/Hispanic origin, June 2014

Hispanics very likely to plan parties for New Year’s
Figure 70: Holiday/seasonal purchases – New Year’s, by race/Hispanic origin, June 2014

Black respondents interested in personal care for 2014
Figure 71: Planned purchases for 2014 holiday season, by race/Hispanic origin, June 2014

Black respondents more likely to self-gift
Figure 72: General attitudes, by race/Hispanic origin, June 2014

Black, Asian respondents use online research

Shopping Behavior and Preferences

Improvements to Holiday Shopping

Race and Hispanic Origin
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Figure 73: Attitudes toward big-ticket items, by race/Hispanic origin, June 2014

White respondents most likely to buy gifts for close family
Figure 74: Who gifts are purchased for, by race/Hispanic origin, June 2014

Black, Asian respondents an opportunity for office supply
Figure 75: Retailers plan to shop for 2014 holidays, by race/Hispanic origin, June 2014

Blacks, Hispanics more value-conscious
Figure 76: Shopping behaviors and preferences, by race/Hispanic origin, June 2014

White respondents respond well to free shipping
Figure 77: Improvements to holiday shopping, by race/Hispanic origin, June 2014
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Opportunity

Master-Celebrators
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Cluster characteristic tables
Figure 78: Target clusters, June 2014

Figure 79: Holiday/seasonal purchases – Thanksgiving/Black Friday, by target clusters, June 2014

Figure 80: Holiday/seasonal purchases – Christmas, by target clusters, June 2014

Figure 81: Holiday/seasonal purchases – New Year’s, by target clusters, June 2014

Figure 82: Planned purchases for 2014 holiday season, by target clusters, June 2014

Figure 83: Who gifts are purchased for, by target clusters, June 2014

Figure 84: Shopping behaviors and preferences, by target clusters, June 2014

Figure 85: Improvements to holiday shopping, by target clusters, June 2014

Cluster demographic tables
Figure 86: Target clusters, by demographics, June 2014

Cluster methodology

Holiday/Seasonal purchases – Thanksgiving/Black Friday
Figure 87: Holiday/Seasonal purchases – Thanksgiving/Black Friday, by marital/relationship status, June 2014

Figure 88: Holiday/Seasonal purchases – Thanksgiving/Black Friday, by generations, June 2014

Figure 89: Holiday/Seasonal purchases – Thanksgiving/Black Friday, by parents with children in household, June 2014

Consumer Segmentation

Appendix – Other Useful Consumer Tables
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Figure 90: Holiday/seasonal purchases – Thanksgiving/Black Friday, by general attitudes towards – Compared to last year, I plan to,
June 2014

Holiday/Seasonal purchases – Christmas
Figure 91: Holiday/Seasonal purchases – Christmas, by marital/relationship status, June 2014

Figure 92: Holiday/Seasonal purchases – Christmas, by employment, June 2014

Figure 93: Holiday/Seasonal purchases – Christmas, by generations, June 2014

Holiday/Seasonal purchases – New Year’s
Figure 94: Holiday/Seasonal purchases – New Year’s, by marital/relationship status, June 2014

Figure 95: Holiday/Seasonal purchases – New Year’s, by generations, June 2014

Figure 96: Holiday/Seasonal purchases – New Year’s, by parents with children in household, June 2014

Figure 97: Holiday/Seasonal purchases – New Year’s, by employment, June 2014

Figure 98: Holiday/Seasonal purchases – New Year’s, by general attitudes towards – Compared to last year, I plan to, June 2014

Planned purchases
Figure 99: Planned purchases for 2014 holiday season, by household size, June 2014

Figure 100: Planned purchases for 2014 holiday season, by marital/relationship status, June 2014

Figure 101: Planned purchases for 2014 holiday season, by employment, June 2014

Figure 102: Planned purchases for 2014 holiday season, by generations, June 2014

Figure 103: Planned purchases for 2014 holiday season, by parents with children in household, June 2014

General attitudes on holiday shopping
Figure 104: General attitudes, by marital/relationship status, June 2014

Figure 105: General attitudes, by employment, June 2014

Figure 106: General attitudes, by generations, June 2014

Figure 107: General attitudes, by general attitudes towards – Compared to last year, I plan to, June 2014

Attitudes toward big-ticket items
Figure 108: Attitudes toward big-ticket items, by marital/relationship status, June 2014

Figure 109: Attitudes toward big-ticket items, by generations, June 2014

Figure 110: Attitudes toward big-ticket items, by parents with children in household, June 2014

Who gifts are purchased for
Figure 111: Who gifts are purchased for, by marital/relationship status, June 2014

Figure 112: Who gifts are purchased for, by parents with children in household, June 2014

Figure 113: Who gifts are purchased for, by employment, June 2014

Figure 114: Who gifts are purchased for, by generations, June 2014

Figure 115: Who gifts are purchased for, by general attitudes towards – Compared to last year, I plan to, June 2014

Retailers shopped during 2013 holidays
Figure 116: Retailers shopped for 2013 holidays, by marital/relationship status, June 2014

Figure 117: Retailers shopped for 2013 holidays, by employment, June 2014

Figure 118: Retailers shopped for 2013 holidays, by generations, June 2014

Figure 119: Retailers shopped for 2013 holidays, by parents with children in household, June 2014

Figure 120: Retailers shopped for 2013 holidays, by general attitudes towards – Compared to last year, I plan to, June 2014

Retailers plan to shop for 2014 holidays
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Figure 121: Retailers plan to shop for 2014 holidays, by marital/relationship status, June 2014

Figure 122: Retailers plan to shop for 2014 holidays, by generations, June 2014

Figure 123: Retailers plan to shop for 2014 holidays, by parents with children in household, June 2014

Figure 124: Retailers plan to shop for 2014 holidays, by general attitudes towards – Compared to last year, I plan to, June 2014

Shopping behavior and preferences
Figure 125: Shopping behaviors and preferences, by marital/relationship status, June 2014

Figure 126: Shopping behaviors and preferences, by employment, June 2014

Figure 127: Shopping behaviors and preferences, by generations, June 2014

Figure 128: Shopping behaviors and preferences, by general attitudes towards – Compared to last year, I plan to, June 2014

Improvements to holiday shopping
Figure 129: Improvements to holiday shopping, by marital/relationship status, June 2014

Figure 130: Improvements to holiday shopping, by employment, June 2014

Figure 131: Improvements to holiday shopping, by generations, June 2014

Figure 132: Improvements to holiday shopping, by general attitudes towards – Compared to last year, I plan to, June 2014

Appendix – Trade Associations
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