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Introduction

In years gone by, landmark retail
days such as the Boxing Day sales
would generate hysteria amongst
UK shoppers.

More recently, events like Halloween,
Black Friday, Cyber Monday and even
Christmas Day sales have extended
the sale season to create a golden
quarter for the retail industry. In
effect, we're now seeing a three-
month sales period that runs from
October right through to December.

Attitudes to the growing list of sales
events are undoubtedly changing,
with major brands such as Apple,
Selfridges, lkea and Primark actively
withdrawing from Black Friday last
year. We interviewed 2,000 adults to
find out what drives UK shoppers in
the golden quarter.

We interviewed 2,000 UK
adults to find out what

drives shopping behaviours
in the golden quarter.

Find out what it takes to
win their business and turn
the golden quarter into a

golden opportunity.

It's perhaps no surprise to learn that
when looking to find the best deals

in the run-up to Christmas, 63% of
our respondents spend time online
browsing. The ability to quickly and
easily compare prices has an obvious
appeal. But what about the Christmas
in-store experience, or the role of
mobile devices, or the effectiveness
of social media campaigns?

63%

of our respondents spend
time online browsing for
the best deals
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The Magic of
Christmas Shopping

For people who like to shop on the high
street more at Christmas than any other
time of year, the attraction is clear. Seven in
ten (71%) prefer the physical experience
of browsing and buying gifts. The appeal
of the high street however goes beyond
shopping alone.

The second most popular reason (31%) cited
was that shoppers enjoy going with family
and friends. For retailers there is a message
that cannot be ignored: the store experience
remains highly relevant in the most important
shopping season of the year.

prefer the physical

710/0 experience of

browsing and
buying gifts

of shoppers enjoy

31% going with family

and friends
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The Quest to Get the Christmas
Shopping Done

Women are consistent across online and in-store, they want
to have all their Christmas shopping done by 30th November.
Leaving plenty of time to wrap those presents.

Like women, men aim to have their online shopping done early,
with the most popular day being 30th November. However, men
have a very different approach to their in-store shopping. The
most popular date they'd like to have their high street shopping
all wrapped up is 24th December. It's never too late.
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What's Important
When Shopping in
the Run-Up to Christmas?

When shopping for Christmas, price proved to be
the most important factor for both online (70%) and
in-store (71%) shoppers.

The supporting factors however show a different pattern
when we compare in-store and online behaviour. For
in-store shoppers, deals and promotions are crucial
(54%) followed by the need for good stock levels (37%).
Having found the gift they're looking for, shoppers

don’t want to leave the store empty handed. For online
purchases we see that after price, speed of delivery
(50%) is critical. With an immovable deadline, shoppers
need to know that their gifts will arrive in time.

When shopping for Christmas, price proved to be
the most important factor

70% 71%

for online for in-store
shoppers shoppers



Do Shoppers Trust
Discount Events?

While discount days such as Black Friday

and Cyber Monday continue to draw headlines

in the media, almost two-thirds (64%) of our
respondents said they don't wait for them. There is

however a notable difference in behaviour between men

and women—39% of men said they wait for discount days

compared to just 34% of women.

But, more than three in five shoppers don't wait. Why? The
answer appears to come down to trust. Over half (54%) of
respondents said they don't trust retailers to provide the
best deals on these landmark sales days.

of our respondents

6 4% said they don't wait

for discount events

of respondents said
they don't trust
54% retailers to provide
the best deals on
landmark sales days
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Will 1t be a Mobile Christmas This Year?

While mobile sales are widely in-store’ (28%). Making purchases
recognised to be on the up, it was third on the list (26%). When we
wasn't the purchasing channel take a closer look at those looking
of choice for many of our for inspiration on mobile devices,
respondents. The importance of it's a more popular channel choice

a great mobile experience should for women (45%) than men (33%).
not be underestimated though. For Whether consumers are making
many, mobile is being used as a purchases, searching for gift
research and validation tool. The inspiration or comparing prices, we
most popular uses for mobile are can see that the shopping experience
‘looking for inspiration’ (39%) and is a process that never stops.

‘checking online prices while I'm

The most popular uses for mobile:

28%

looking for checking online making
inspiration prices while purchases
in-store
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Where do Shoppers get Gift
Inspiration in the Golden Quarter?

We asked shoppers about where they look for gift inspiration in
the run-up to Christmas and found that browsing, both online
and in-store, came out on top. What was surprising was that,
despite the widespread use of social media, platforms such as
Facebook, Pinterest, Twitter and Instagram don’t come anywhere
near top of the list. For example, an average of just 11% said that
they use the Instagram platform for this purpose.

68% search online for inspiration

52% go in-store

44% turn to their friends for help
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How does Instagram Influence?

At first glance our research suggests
that Instagram isn't a highly effective
platform for retailers to target
customers. But, when we dive into
the data further we can see that
age is a hugely important factor.
For 18-24 year-olds, a credible 33%
used Instagram for gift inspiration.
This number decreased to 28% for

33% 28%

18-24

year-olds

~
8%

25-34

year-olds

35-44

year-olds

Behaviours are Shi_f-ti g

25-34 year-olds before falling to
just 8% for 35-44 year-olds. The
numbers for 45 years and above
were even lower. While an Instagram
campaign won't work for all retailers,
for those with a target demographic
of 18-24 year-olds, it can prove to be
a useful tool.

otghout the Festi




Wrap Up

When it comes to Christmas and
the golden quarter, the high street has
an important role to play. This influence
is driven, in part, by the in-store experience.
Our research found that despite the popularity of
shopping online, the in-store experience of Christmas
shopping remains key.

people who do more
shopping in-store do so

(o) -
71 /O because they enjoy the

physical experience of
buying gifts
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It's no longer a one-dimensional
journey though, shoppers are
using their mobile devices to
check prices and stock availability
in real-time as they browse. The
role of digital is significant. With
instant access to so much more
information at their fingertips, it's
perhaps no surprise that only 36%
of shoppers are prepared to wait
for discount events such as Black
Friday or Cyber Monday, a less-
than attractive ‘discount’ can be
easily spotted.

only

36%

of shoppers
wait for
discount

events

It's crucial for retailers to
understand shoppers and to tailor
communications so that they're
relevant to their target audience.
Whether it's using Instagram to
target 18-24 year-olds or ensuring
email campaigns are reaching the
right people with the right message,
it's never been more important to
know your customer.
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