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This research has been - :
commissioned by Webloyalty '
to provide retailers . with _
insight into the Christmas ' : v/
-and holiday trading period. | S 7R

About Conlumino About Webloyalty

Webloyalty is a leading reward programme

Conlumino is a retail research agency and : , ) - , : \
provider working with major online retailers A\

consulting firm. Our work focuses on all

aspects of retailing and consumer to he:\Ip thgm bu_ild str(_)nger, more profitable , AN
behaviour, which we deliver through relationships WI.'[h their customers. Through
bespoké r’eports projects and our membership programmes we help our
: ’ . online retail partners’ customers save
presentatlor;ls. Welwork W.'th many hundreds of pounds a year while providing,
qf the world’s Iegdlng rgtallel.'s, property the partner with an additional revenue stream.
firms and those in the financial sector As well as incentivising customers to
to help them maximise success make repeat purchases at the partner’s site,
through developing a thorough members can also earn cashback and get
understanding of the sector and its likely great deals on everything from fashion to
future performance. ; electronics to travel, at hundreds of top
. online stores. -
/,/'
D 1 j Webloyalty was established in the UK in 2007
X . and has since expanded into France, Spain,

Ireland, Brazil, Turkey, the Netherlands,
Mexico, Australia and Belgium.

Webloyalty

2 Harewood Place,

London W1S 1BX

+44 (0)20 7290 1650
enquiries@webloyalty.co.uk
www.webloyalty.co.uk
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Despite a relatively benign economic
backdrop this will be a low growth Christmas

- with year-on-year spend set to increase by
1.5% to just over £16.7 billion.

* Within the various categories, gifting will see
the strongest growth with a rise of 1.8%
in spending. This is some way down on
previous years and is not aided by the
lack of any significant new ‘must have’
products in big ticket categories like
electricals. Growth will also be dampened
by more discounting from retailers.

* Fortunately for rétailers, while consumer
sentiment remains fairly soft spending
levels for gifting have not collapsed with
most consumers planning to spend about
the same as they did last year.

* Some inflationary pressure in food will aid
growth, although this will be held in check
by fierce competition within the grocery
_set’ﬁor. The same holds true for seasonal
“ non-food, which includes things like
wrap, cards and decorations. Here heavy
promotions and deals will hold back growth.

©2016 Webloyalti}*& Conlumino
. 'q”uiries@wgbloyalti‘/\go.uk 1 020 7290 1650

Within grocery the discounters, once again, q
look set to make gains with the number of

consumers planning.to buy food and drink”
there increasing. However, the news is rfot-
all gloomy for the big grocers as Tesco’and
Morrisons look set to make gains in te’rms ‘

of shopper share. ' ¢ ‘

N\
\

AN 3
The appearance of Amazon as a grocery o

retailer is a sign of the times, reflecting it/,s/
recent push into the grocery sector ing*
London and the fact that more consumers
this year will be looking to buy at least
some of their food online.

The rise in online is likely a way of preventing
some of the headaches consumers have
when shopping in store over the holidays.
Two thirds say that crowds of people are
a major bugbear, with 60% saying that long
queues are a source of annoyance.

* More shopping online has likely helped '

consumers trim the amount of time they
intend to spend shopping for Christmas
this year, by just over half an hour.

Summary -

\

X
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o which they discount over the period.

The rise of digital and virtual gift buying
also underlines the trends of consumers
wanting convenience and speed as well as
being unsure of what gifts to buy.

This year almost a fifth of consumers will
buy at least one virtual or digital gift. The
verdict from those on the receiving end is
that such presents are not as fun as
‘physical ’ gifts, but a limited amount of
digital and virtual gifting is acceptable.
However, almost a quarter think such gifts
indicate that the buyer has been too lazy
to pick something out.

If Christmas spending growth is more
sluggish'then so too is Black Friday
growth. After a number of bumper years for
the relatively young event, growth this year
will come in at just over five percent.

Black Friday is being held back by

a combination of consumer boredom

aroyurm& the event and retailers trying to be
_more careful and savvy about the extent

N
AN
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Summary -

Some of this is down to consumer . q
scepticism with well over half of shoppers
recognising it as a commercial day, and
60% noting that it fails to live up to the hype. '
Media reports of websites going down and /
stores being rammed with people also Iead /
over 60% to the conclusion that the day fs ia
just too busy for their liking. AN

Despite this many people will shop during '
the event, and almost 70% of those who &
do say they will simply be making ‘
purchases that they would otherwise make _

at another time. This is something that

justifies retailers desire to pull back on

the generosity of deals.

In spite of its more lacklustre growth and ;
weaker appeal, Black Friday is still

a starting gun for the Christmas shopping
period with well over a quarter of consumers
saying it’s the date on which they begin
their festive buying. By the time Black .
Friday arrives over half of consumers will
be actively shopping for Christmas.
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' .Chriétmas spending -

This year we will spend just
over-£16.7bn on Christmas,
up 1.5% on last year

Breakdownh of 2016 Christmas spending *

Total Christmas spending

£16.730bn

Food & drink

£5.356bn

Seasonal
non-food

£1.9200bn

02016 Webloyalty'& Conlumino
uiries@webloyalty.co.uk | 020 7290 1650

Food & drink

1.4<%

Seasona
non-food

f 0.7%




- isbioyaty 12016 ~ The value of Black Friday -

Black Friday spending will grow by 5.4%
" this year to top £1.69bn - a much slower
pace of growth than in the last few years

What consumers’spent during Black Friday last *
year and will spend this ye

Black Friday Black Friday
2015 spending 2016 spending

Please note that Black Friday sales include all
sales made during Black Friday, regardless of
whether these are part of Black Friday promotions
and regardless of whether they would have
otherwise been made. Both online sales and
sales made in stores are included.
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Black
Friday

Have heard of this event

8.7%
(2015: 77.4%)

hopped during this
event last year

.Shoﬁbing év'ents and days -

Knowledge of Black Friday s higher than

Iast year, but the numbers shopping

durlng the event are lower

Cyber
Monday

Have heard of this event

44.6%

(2015: 42.1%)

Shopped during this
event last year

30.5% ;

(2015: 38.2%)

Intending to shop this
event this year

35.2%

Knowledge of and participating

in'shopping even

Neither

Have heard of neither events

16.9%

(2015: 20.1%)

Shopped neither
events last year

30.9%f

(2015: 29.6%)

Shopping neither
event this year

33.8%




S ~ Shopping events and days

'Electricals still dominates Black Friday
' buying, with clothing coming
' a close second

~ What people are intending to buy on Black Friday and
Cyber Monday? Percentage of consumers wh

Electronic goods (TVs,
tablets, smartphones,
cameras etc.)

Clothing, footwear,
accessories

Home appliances
(washing machine,
fridge etc.)

Homewares
(soft furnishings,
pots and pans etc.)

Beauty products

Other

Furniture

Specialty food,
including alcohol

Books

DVD's and films
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Christmas Trends . ' . Changing behaviours -

Delayed and early, purchasing
seems to be more pronounced
' this year than last year

Are the pLirchases you’re planning to make.on
Black Friday or Cyber Monday purchases th
you have delayed or brought forw rd?

45.6% )

| brought my buying ) o
forward — bought (2015: 42.1%)

items sooner than ]
| usually would

N 69.59%%

(2015: 61.2%)

30.1%

(2015: 27.8%)

enquiries@webloyalty.co.uk | 020 7290 1650



ey 1308 ) . Value for money -

Most consumers buy earlier and later because
they. feel they get a good deal. A deal that is not
always good for retall margins

Do you feel that you will get good
value for money by buying earlie
later than planned?-Percenta
of consumers intending to

/|
purchase items on elth)él’ day-//

55.1<%
Yes

12.7%
Not sure

10



N A This year’s gift buying and events -

Christmas gift purchasing-on Black Friday and
- . Cyber Monday looks to be less
' prevalent this year

What consumers will do in terms, of
Christmas gift buying on event days.

Most: 1 2.40/0

(2015: 15.7%)

Will buy most of their
Christmas gifts on Black

Friday/Cyber Monday '
| o .
- AR - 28.1%
| 2. 4% (2015: 24.6%)
o W
\ i Will buy none of their
\ ‘ (o] Christmas gifts on Black
' Wil!ﬁpuy,,l of their Some: 57-1 /O Friday/Cyber Monday
-~ Christmas gifts on Black (2015: 55.9%)
iday/Cyber Monday

Will buy some of their
Christmas gifts on Black
Friday/Cyber Monday

co.uk | 020 7290 1650 11
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Last year the average expectation
for discounting was 29%,
this year it is similar at 27%

What level of discount consumers *

expect retailers-to offer o

Percentage of consumers =

/K Y
/
h Y
/ \
More

Don’t than . \
. know  60% 60% 50%  40%  30% 20%  10%

ﬁﬁ 2

GL0¢C

Snquiries@webloyalty.co.uk | 020 7290 1650 12




PNzl ~ Perceptions of Black Friday -

Consumers are deterred by how busy Black
 Friday is, but also see it as a commercial day
that does not live upto the hype

What is your'perception of Black Friday? *
Percentage of consumer.

It's too busy
60 30/ The deals fail to live
n (o) up to the hype

It's over
commercialised

It's a great time
to get a deal

It creates a fun
atmosphere

13




- Fiemayany 1203 - Christmas gift spending -

Overall gi'ft'spending levels have
remalned the same as last year at
an average of £94

. What consumers intend

" Less than 2.3% _ to spend on-Christm
£24.99 1.9% : gifts this year

: Percentage of consu.

3.9%
3.4%

£25-49.99

.“.‘ .

9.8%%

£50-99.99 s

£100-149.99 14.6%
16.5%

£150-199.99

£200-299.99

14
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- ieniyany 1207 - Christmas gift spending -

How does your planned sp:ending
Christmas gifts compare to last y

-23'8% 5.0%

52.32%

Plan to spend
about the same
as last year

»

Planto spend *
more than
last year

15



N T , . Christmas gift buying -

Partners, parents and children remain the
' ~ main groups difts will be bought
' for this Christmas

Who consumers intend *
to buy gifts for this year.
Percentage of consu




Christmas Trends

© . ~'Where will gifts be purchased -

The vast majority of consumers will do at
least some gift shopping online, with almost
' - 20% using online exclusively

How consumers will shop for
Christmas gifts this year
Percentage of consumers | A

Majority online

14.2%

Majority in store

19.7%

© 016Webloyalty Conlumino
Enquiries@webloyalty.co.uk | 020 7290 1650 17




WAL i M ' Starting Christmas shopping -

‘Black Friday is now seen as,a start point
.. for Christmas shopping for many, by this
: point over half will‘have begun

. their buying activities

When 'consgmers start |
‘Christmas shoppi '
Percentage of consu

- 5.2°/o September
.4.1 % October
_ 18.40/0 After Halloween / November

30-20/0 December

7.20/0 | tend to buy Christmas gifts all year round

3 - 8°/o Christmas Eve

. ' 2.4°/o Post Christmas sales
P

00000000
Q0000000

Y Y Y VY]

18




- isioyaty 12018 . . Christmas budget -

The average budget for Christmas this year
" is just over £459, slightly above last
' year’s average spend

What isthe total budget for Christmas *
Percentage of consumer:

19




I ~ Christmas grocery budget -

The average spend qn Christmas
* groceries is £159
What is the total budget for

Christmas groceries
Percentage of consumers

32./0

£50- £100- £150- £200- £300- £400- > £500
£99.99  £149.99 £199.99 £299.99 £399.99 £499.99

than £50

co.uk | 020 7290 1650 20
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The.proportion of peopje set to shop
onllne for Christmas groceries has
risen by-24.6%

How consumers will shop for online
groceries this-Christm
Percentage of consu,

33.6°/of

(2015: 25.5%)
Some online

o
28.4 A:;

(2015: 30.4%)
All in store

27.6%

(2015: 34.3%)
Not yet decided

1 0'4%f
(2015: 9.8%)
All online




s 19078 ~~ Grocery retailers used -

Tesco looks set to make some gains this
" - Christmas, however the discounters
: ' are still growing the fastest

Grocery retailers consumers plan to yse
for Christmas grocery shoppin
Percentage of consumers 2015 & 2016
and change year-on-year

Tesco 1.6%

Sainsbury’s -0.1%

Aldi 2.9,

Marks &Spencer 3.6% .

Asda -2.4% Ocado

Lidl Amazon

Morrisons .0% Booths

!

Iceland 0.4% Majestic

Waitrose 1.2%

!

Co-op 1.8%

Farmfoods

2015-16
change,
2015 2016 % pt
123 Webloyalty'& Conlumino

iries@webloyalty.co.uk | 020 7290 1650 22




LR . ' Time spent shopping -

The average consumer will spend 9.7
hours shopping, slightly down
from last year:s 10.3-hours

How many ‘hours will consumers spend /
in total shopping for bot

% 2015 (" 2016

8.7% 7.6%
. 31% 3.6% 23% 3.6% 3.5% 4.1%

5 o e @ 4 < @ L @ 2 @ o
| o =] S S S =] > > > > > =]
< o o (@] (] (] o o (] ] o o |
| = I = < < < I I < < < < .
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I (oo) o (oY < © [ce) < A |
e ~— ~— ~— ~— ~— (a\] |
| .
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. ° °

Crowds.and queues are the biggest
" bugbears when it comes to Christmas

shopping on the high street /.
What is yoijr biggest bugbear when it comes to
Christmas shopping on the high stree \
Percentage of consume

33.9%

Christmas songs .
. t
61.7% - 18.1%
Long queues Overheated
. : stores
. 1 9 | 4%
5 Rude or
B2 .15 @ unhepfu
. Lack of . staff .
. available 5
stocki ) 5 6%
'Il i i 5 K " Other

24



"\ s  Digital and virtual gifts -

Around 19% of all consumers will buy
_some form of digital or virtual gift
thls hollday season

Are you planning to buy any, of /i;
the following as gifts this Christmas?

VIRTUAL GIFTS

Credits for app
based games 1.3%
Virtual money
for games 04%
ANY OF THESE 1.5 % ' SO AN
: DIGITAL MONEY GIFTS - \
%
Cards/credits for music/ 9.6 : \
. movie downloads U'/0
'DIGITAL GIFTS |
. Gift cards for e-books 6.3%
Subscriptions for music 3_2% e s o
streaming services cradits for apps 1.1
Subscriptions for movie ,
streaming services 4.2% Vouchers for online 10.42%

only shopping sites
Subscriptions for other °
digital products ' 6.1%

ANY OF THESE 10.5%

ANY OF THESE 16.2 %

N

\S

25
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‘Convenience and not being sure what to
' buy are the main drivers of digital
' and virtual gift-purchasing

‘ Why are you planning to buy digjtal /
or virtual gifts this year?

. Don'thave
. towrap it

" Request from \I *
\_receiver

_________________

-

/" Don't have to
+. post/send it

_________________

-

.~ Know it will be
\_useful / used

.............................

________________________________

................................

_____________________________________

....................................

26




Wi i A R Virtual gift receiving -

A majority of consUm'eré'agree that receiving
a digital or virtual gift is not as fun as
' getting a physical present

How do you feel about receiving *
digital or virtual gifts?
Percentage of consumers

6.5%

= 18.3%
o ¥ 30.4» (.6%

4 5.7% 0.1%
R " 23.9% ‘

23.8%

is not as I don't mind I think it is a | prefer them It shows a | think the
asa getting a few sensible gift as | can then lack of effort buyer has
ysical aslongas| get exactly on the part of been lazy
A sent get some what | want the buyer
AN physical
presents too

| 27
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" Virtual gift receiving -

Less than a third of consumefs will
buy more digital and virtual gifts
than they did last year

Do you intend to buy more ‘virtual *

gifts' this year than last year?
Percentage of consumers
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01 ' :
A combination of consumer research,

secondary research and market
forecasting were used to compile this report.

[0

Consumer research in this report is based
on a survey conducted with a UK nationally
representative poll of consumers.

2,003 consumers were interviewed
during September and early October
2016 and questioned about their

festive shopping plans and events

such as Black Friday.

03

All numbers relating to expenditure and forecast

expenditure of retail are taken from Conlumino’s own retail
model. This is updated on an ongoing basis with inputs from
official sources (such as the British Retail Consortium and Office
for National Statistics), retailers’ results and trading updates,
other secondary sources and industry surveys, Conlumino’s.
ongoing programme of research into consumer spending and
habits, and underlying economic drivers and trends. Conlumino
analysts both model and interpret this information to provide
guidance on the likely future direction of retail expenditure at an
overall, sector and category level.

04

Unless otherwise stated, all sources of information
are derived from Conlumino’s own research and should
be referenced to Conlumino/Webloyalty.

enquiries@webloyalty.co.uk | 020 7290 1650 30
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