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Executive Summary

Consumers have more discretionary income and greater job security, resulting in increased
holiday spending; very focused on discounts

* One-quarter (25%) of US consumers plans to spend more on holiday shopping this year,
compared to 20% in 2013

* Spending on holiday gifts is expected to average $718

« Of those consumers planning to spend more this year, 28% said they have more discretionary
income and 22% noted that they have greater job security, up from 15% in 2013

* Nearly half (47%) of consumers plan to spend $250 or more compared to 40% in 2013

« Of the 19% of consumers who plan to spend less this year, 41% said they will reduce the
amount they spend by less than $100

* Even though they intend to spend more, holiday shoppers remain keenly focused on discounts
and sales

* Nearly all respondents (96% versus 94% in 2013) said that discounts will be important to their
purchasing decisions, and more than one in four (29%) said that it would take a discount of
50% or more to persuade them to make a purchase
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Executive Summary

Consumer enthusiasm for Black Friday shopping has reached its highest level in eight years

«  Two-thirds of respondents (66%) said they are likely to shop on Black Friday, compared to
55% who planned to do so in 2013 and 44% who said the same in 2007

* Up from 32% in 2013, 37% plan to shop online on Black Friday using a desktop, mobile
device or tablet

* Plans to shop on Thanksgiving Day and evening rose to 45% from 38% in 2013

+ Of those consumers planning to shop on the holiday, 47% said that they will be shopping in a
physical store between 6 PM Thanksgiving Day and 5 AM on Black Friday

Consumers’ interest in a seamless holiday shopping experience across all shopping channels is
growing

- A growing number of consumers (71%) plan to participate in “webrooming” — browsing online
and then going into a store to make their purchase

- Checking online to determine if a product is in stock was selected by respondents as their top
reason for webrooming

- Nearly three-quarters (68%) of consumers say they are likely to participate in “showrooming” —
going into a physical store to see a product and then searching online for a better price and
making their purchase online, up from 63% in 2013

- More than half (57%) of respondents said they would likely buy items that were not part of their
original purchase when they go into a store to pick up merchandise they purchased online and
had shipped to the store or use an in-store pickup option
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Executive Summary

There is a growing use and influence of mobile and social channels this holiday shopping
season

* Advanced technologies will play a more prominent role in holiday shopping this year

* More than half of consumers (63%) that they will use a laptop or home computer to make
purchases or assist in their holiday shopping this season (up 16 percentage points from last
year), and 24% plan to use a smartphone, up from 18% last year

*  Upfrom 11% in 2013 and 8% in 2012, 13% of respondents said they intend to use social
networking sites to assist them in their holiday shopping

* When doing their in-store shopping this holiday season, many consumers say they would be
willing to use new digital tools

* More than half of respondents (66%) said they would use or are willing to try out a mobile tool
that scans products as they’re placed in a shopping cart and keeps a running tab of the total
amount spent

* More than three-quarters (76%) of respondents said they would definitely use or would be
willing to try mobile services that provide them with real-time promotions and offers as they
shopped in-store if those services were offered
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Executive Summary

Consumers are planning ahead and getting a jump start on holiday gift shopping

Nearly one-fifth of survey respondents (19%) said they had already spent between $100 and
$500 on holiday gift purchases by mid-September of this year

Over the past three years, the number of consumers who believe the best discounts of the
season can be found before Thanksgiving and Black Friday has been rising — to 18% in 2014,
compared to 14% in 2013 and 12% in 2012

Many consumers are planning ahead to pay for their holiday shopping

More than half (57%) of respondents say they will pay for their holiday purchases with cash
they’'ve put aside, a small increase from 52% last year

The percentage of consumers giving gift cards is increasing

More than half (57%) of consumers plan to purchase gift cards (the top item on consumers’
shopping lists) this year

Up from 10% in 2013, 17% of shoppers will use gift cards to do their holiday shopping
More than half (54%) of respondents plan to spend between $11 and $50 on a gift card
Gift cards for restaurants, discount retailers and prepaid, multiuse cards are the most popular
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Executive Summary

Most consumers will do their holiday shopping at discount retailers this year; gift cards, apparel
and toys top the gift list

Discount retailers continue to be the top destination for shoppers this holiday season (71%)

More than half (58%) of respondents said they will shop at online-only retailers, compared to
50% in 2013 and 44% in 2012

Nearly half (47%) of consumers plan to buy gifts at department stores this year, up 12
percentage points from 2013

Gift cards (57%), apparel (56%) and toys (42%) top consumers’ holiday shopping lists

In electronics, 13% of respondents plan to buy wearable technology such as fithess bands,
24% plan to buy home electronics such as a TV or Blu-ray player, 14% plan to buy
smartphones and 13% plan to buy tablets
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Shoppers expect to spend on average $718 on holiday shopping.

How much do you expect to spend in total on holiday shopping this year?

m $50 or less

= $51-$100
m$101-$250

m $251-$500

= $501-$750

= $750-$1,000

m More than $1,000

2014

Copyright © 2014 Accenture All Rights Reserved. 2014 US Holiday Shopping Survey Base = Total sample 9
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Intelligence. Insight. Impact.

-
25% of consumers are planning to spend more than last year this 1\’
holiday season.

Do you expect to spend more, the same, or less on your holiday shopping this year compared to last year?

= More than last year
= Same as last year
m | ess than last year

2013 2014

Copyright © 2014 Accenture All Rights Reserved. Base = Total sample 10
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Intelligence. Insight. Impact. _ _ _ _
Most shoppers plan to increase their spend to treat their family or ‘%’
cover increased costs; yet, others also indicated greater financial :
security with higher discretionary income and job security.

Why are you spending more this year?
Multiple responses.

| want to treat myself and my family 36%
after a tough year 0

Costs of items have increased 32%
[ have more diretlonary o R 25 ]
spend (money that | don't need... 0
| cut back last year and | want to 26%
spend more freely this year 0

[ I have more job security — 22% ] 014
|

| have fewer concerns about the
16%
economy

| plan to put more purchases on a
credit card this year

Additional family to buy for this
year*

Other*

None of the above

*Responses not included 2013 or 2012

Copyright © 2014 Accenture All Rights Reserved. Base = Spend more 11
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Intelligence. Insight. Impact. _ _ _ _ '

In addition, shoppers are increasing their spend by more than in the p}
prior year. 47% compared expect to increase their spend by more than :
$250.

How much more do you estimate you will spend on your holiday shopping this year compared to last year?

» $1-$99

= $100-$249

= $250-$499

m $500 or more

@

2014

Copyright © 2014 Accenture All Rights Reserved. 2014 US Holiday Shopping Survey Base = Spend more 12
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Intelligence. Insight. Impact.

4>
Of the 19% of shoppers planning to spend less, 41% are planning to ,
reduce their spend by less than $100.

How much less do you estimate you will spend on your holiday shopping this year compared to last year?

» $1-$99
m$100-$249

= $250-$499

m $500 or more

2013 2014

Copyright © 2014 Accenture All Rights Reserved. Base = Spend less 13
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Intelligence. Insight. Impact.

Consumer enthusiasm for Black Friday shopping has reached its &
highest level in eight years. Two-thirds of respondents (66 percent) :
said they are likely to shop on Black Friday this year.

How likely are you to shop on the Friday after Thanksgiving or "Black Friday" this year?

= Very likely
= Somewhat likely
= Unlikely

= Not at all likely
m Don't know/Not sure*

2007 2008 2009 2010 2011 2012 2013 2014

*Response not included 2013 or 2014

Copyright © 2014 Accenture All Rights Reserved. 2014 US Holiday Shopping Survey Base = Total sample 14
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Intelligence. Insight. Impact.

Plans to shop on Thanksgiving Day and evening also rose 7
percentage points this year to 45%.

How likely are you to shop on Thanksgiving Day/Night?

= Very likely

m Somewhat likely
= Unlikely

= Not at all likely

2013 2014

Copyright © 2014 Accenture All Rights Reserved. Base = Total sample 15

2014 US Holiday Shopping Survey



Accenture Research

Intelligence. Insight. Impact.

-
Most shoppers during “Black Friday” expect to shop in-store; h
however, more consumers compared to last year plan to shop online.

What percentage of your Black Friday shopping will be done in the following channels? Please respond for
this year and for last year.

2014 - Average Percentages

36%
In store
37%

Laptop/Desktop

® This Year

= Last Year

Tablet . . .
5% increase in online

channels. Total 37%
compared 32% of

shoppers.

Mobile

Copyright © 2014 Accenture All Rights Reserved. Base = Total sample
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Intelligence. Insight. Impact.

Of consumers shopping on Thanksgiving, most indicated they would &
purchase in-store; however, more this year compared to last year will :
be shopping online.

What percentage of your Thanksgiving Day/Night shopping will be done in the following channels? Please
respond for this year and for last year.

2014 - Average Percentages

26%
In store
25%

Laptop/Desktop

® This Year

= Last Year

Tablet

5% increase in online
channels. Total 27%
compared 22% of
shoppers.

Mobile

Copyright © 2014 Accenture All Rights Reserved. Base = Total sample
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Intelligence. Insight. Impact.

.
For those shopping online, most shopping will be done from 6 p.m. on h
Thanksgiving Day to 5 a.m. on Black Friday.

What time do you plan to begin your shopping online on Thanksgiving/Black Friday?

7%

Thanksgiving Day before noon 7%

1

5%
5%

Thanksgiving Day noon to 6 p.m.

Thanksgiving Day 6 p.m. to 11:59 17%

p.m. 14%
-
Black Frid idnight to 5 o s
ack Friday midnight to 5 a.m. 14% 2013
. 12%
Black Friday 5 a.m. to 10 a.m. -11%

0,
Black Friday 10 a.m. or later 13%

10%

N/A, 1 do not plan to shop online on 34%

Thanksgiving/Black Friday 40%

Copyright © 2014 Accenture All Rights Reserved. Base = Total sample 18
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Intelligence. Insight. Impact.

Of those consumers planning to shop on the holiday, 47 percent said 7 17)
that they will be shopping in a physical store between 6 PM :
Thanksgiving Day and 5 AM on Black Friday.

What time do you plan to begin your shopping in a physical store on Thanksgiving/Black Friday?

5%

Thanksgiving Day before noon 6%

n

5%

Thanksgiving Day noon to 6 p.m. 4%

Thanksgiving Day 6 p.m. to 11:59 12%

|

12% m2014

Black Friday midnight to 5 a.m. 12% 42013

. 14%
Black Friday 5 a.m. to 10 a.m. 11%

13%

Black Friday 10 a.m. or later 8%

N/A, 1 do not plan to shop in a 39%
physical store on 500
Thanksgiving/Black Friday 0
Copyright © 2014 Accenture All Rights Reserved. Base = Total sample 19
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Intelligence. Insight. Impact. _ _ _ '

Out of those shoppers planning to shop in physical stores on &
Thanksgiving and/or Black Friday, 56% are planning to go to 3 or more ,
stores.

How many stores do you plan to go to on Thanksgiving and/or Black Friday?

ml
m2
=3
4 or more

2013 2014
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Intelligence. Insight. Impact.

Most shop in a store on Black Friday to take advantage of doorbuster m
deals; also, many will go to stores to browse and others believe the :
best deals of the season are available on Black Friday.

Which of the following statements describe why you would shop in a store on Black Friday?
Multiple responses.

| want to take advantage of the 38%
special doorbuster deals 32%

| believe the best deals of the 29%
holiday season will be available on 26% 0
Black Friday 0

Even though | will also shop online, 2604
| still like going to the store to 20% 0
browse and buy my gifts* 0

To buy things that | want for myself
at a cheap price, rather than gifts
for others

m 2014
= 2013
It's part of the holiday tradition

| like being part of the excitement

| just want to get my holiday
shopping over with

None of the above 389

Copyright © 2014 Accenture All Rights Reserved. Base = Total sample 21
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Intelligence. Insight. Impact. _
Fewer shoppers compared to last year (32% down from 41%) said that ‘%)
interfering with family time was a reason to not shop in a physical >
store on Thanksgiving.

Which of the following statements describe why you might or would shop in a store on Thanksgiving
Day/Night even if you are not planning to shop?

Multiple responses.

| would not shop in a store on Thanksgiving, the day 3204
should be about spending time with your family 41%
| want to take advantage of the special door buster 31%
deals 25%
Even though | will also shop online, | still like going to 23%
the store to browse and buy my gifts 17%
To buy things that | want for myself at a cheap price, 17%
rather than gifts for others 15%
| believe that the deals on Thanksgiving will be as 18%
good or better as the deals offered on Black Friday 13% 2014
| think the crowds will be smaller on Thanksgiving than 15% = 2013
on Black Friday 14%
I like being part of the excitement 12% 15%
It's becoming part of my new holiday shopping 15%
tradition 12%
| just want to get my holiday shopping over with 10% 15%
I look forward to getting out of the house after 13%
spending all day with the family 8%
13%
None of the above 11%

Copyright © 2014 Accenture All Rights Reserved.
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Intelligence. Insight. Impact.

Overall this holiday season, more than half (51%) of shoppers plan to ‘%)
spend 50% or more of their holiday gift dollars online.

What percentage of your total holiday gift purchase dollars will you spend ONLINE this year?

=100 percent

-G -

m 75-99 percent

m 50-74 percent

m 25-49 percent
m 10-24 percent
m Less than 10 percent

m N/A, 1 will not buy holiday gifts
ONLINE this year*

2013 2014

*Responses not included 2012 or 2014

Copyright © 2014 Accenture All Rights Reserved. Base = Total sample 23
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Intelligence. Insight. Impact.

.
Free shipping, followed by higher discounts online and avoiding h
crowds, are the top three reasons to shop online.

Which of the following would make you most likely to buy holiday gifts online?
Multiple responses.

Free shipping ch%%)

Discounted items compared to in- o4
store prices 58%
Avoiding the crowds (crowded 50%
stores/malls and long check-out line) 46

No sales tax collected %% 43%
Easy to use website 410 04%
Can return items to a store 36%
Free returns 0% 36% 12014
Wider product range 9oL ©2013

Clear shipping date ; 27%

Can order online and pick up in- 2506
store*
Can get a notification when a price 29204
drops*

Ability to schedule time of delivery* 18%
Offers same day delivery* 17%

Other %0%

Nothing would entice me to buy 0%

holiday gifts online 14%
*Responses not included 2012 or 2013

Copyright © 2014 Accenture All Rights Reserved. Base = Total sample 24
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Intelligence. Insight. Impact.

Shoppers are increasingly shopping online to find the best deals — up
5 points from 15% to 20% over last year.

If a retailer sells their products both online and in physical stores, which shopping option do you prefer for the
holiday season, and why?

Online. | prefer to avoid the crowds.

In-store. | prefer to touch and feel a
product before | buy it.

Online. | can shop around for the
best deals.

In-store. | enjoy the experience of

going holiday shopping. m2014

m 2013

In-store. | like to browse when I'm ®2012

holiday shopping.

Online. There’s a bigger product
range online.

In-store. Other.

Online. Other.

Copyright © 2014 Accenture All Rights Reserved. 2014 US Holiday Shopping Survey Base = Total sample 25
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Intelligence. Insight. Impact.

-
This holiday season, a growing number of consumers (71%) plan to h
participate in “webrooming”.

How likely are you to look at items online, go to a store to see the item, and then make your purchase at the
store (webrooming)?

m Very likely

m Somewhat likely
= Unlikely

= Not at all likely

2013 2014

Copyright © 2014 Accenture All Rights Reserved. Base = Total sample 26
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Intelligence. Insight. Impact.

While researching online offers consumers many conveniences, h
checking online to determine if a product is in stock was the top
reason for webrooming (48 percent, up from 42 percent in 2013).

Why would you look online for an item before going to the physical store to make a purchase?
Multiple responses.
| want to check online first if the

item is available/in stock before | go
to the store to purchase it

48%
42%

| like to go to a store to touch and 46%
feel a product before | buy it 46%

0,
| don't want to pay for shipping 45 /17%

I like the option of being able to m2014
; ; 33%
return the item to the store if | need 37% m 2013

to

| will ask the store to price match to 30%
a better price | found online 36%

| don't want to wait for the product 28%
to be delivered 23%

3%

None of the above 3%

Base = Very/Somewhat Likely 27
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Intelligence. Insight. Impact.

68% of consumers are likely to participate in “showrooming”.

How likely are you to go to a store to look at a gift item in-store then search online for the best price and
purchase online (showrooming)?

’@

m Very likely
m Somewhat likely

= Unlikely

u Not at all likely

2013 2014

Copyright © 2014 Accenture All Rights Reserved. Base = Total sample 28
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Intelligence. Insight. Impact.

Gift cards (57%) apparel (56%), toys (42%) and electronics top
consumers’ holiday shopping lists this year. 13% plan to buy wearable
technology, 14% smartphones and 13% tablets.

What types of holiday gifts will be on your shopping list this year?
Multiple responses.

Gift cards (e.g. stores, restaurants, music)

Apparel
Toys 2 %ok
Grocery (e.g. food, baked goods, wine & spirits) 2%%%
Video game console or associated games %’8%

Home electronics (e.g. Flat screen TV, Blu-ray player) 24%

Home furnishings (e.g. appliances, furniture)

Laptop or personal computer

Mobile phone/Smartphone (e.g. iPhone, Blackberry, Android)
Tablet

Wearable technology* (e.qg. fitness bracelets, smart watches)
Charity donation

Travel (e.g. vacation, hotel stay)

MP3 or MP4 player

E-reader

Other

Don't know yet/None

Copyright © 2014 Accenture All Rights Reserved.
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Intelligence. Insight. Impact.

54% of respondents plan to spend between $11 and $50 on a gift card; ‘%;
gift cards for restaurants, discount retailers and prepaid, multiuse :
cards are the most popular.

How much, on average, do you expect to spend on a gift card?

m $10 or less
= $26-$50

m$51-$75

m $76-$100

= More than $100

m N/A, | do not plan to purchase any
gift cards this holiday season*

2014

*Response not included 2012 or 2013

Copyright © 2014 Accenture All Rights Reserved. Base = Total sample 30
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.
Restaurant, discount store and multi-use gift cards are the most h
popular.

What type of gift cards do you expect to buy this holiday season?
Multiple responses.

0,
Restaurants 4% 45%

0,
Discount retailers ‘}1%6/%
0
Prepaid multiple use cards %
Online only retailers or services 10.'

0,
Department Stores 27%
0

19% m2014

Apparel Retailers o)
10% = 2013

0,

Specialty Retailers 40 18% ®2012

2%

0,
Electronics retailers ; (i%/o
0
Toy Retailers %

Luxury goods retailers 29

Other 4%

None, | do not expect to buy any gift cards %
this holiday season 27%

Base = 2012/2013 Total Sample;
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Intelligence. Insight. Impact.

Even though holiday shoppers intend to spend more, nearly all ‘N,}
respondents (96%) said that discounts will be important to their :
purchasing decisions, up from 94% in 2013.

How important are discounts and sales for items you are likely to purchase this holiday season?

= Very important 94% 969
m Somewhat important
= Not very important

m Not at all important

2013 2014

Copyright © 2014 Accenture All Rights Reserved. Base = Total sample 32
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Intelligence. Insight. Impact.

Shoppers have gotten very used to discounts during the holiday ‘5}
season. 29% vs 23% in 2013 indicated that they would not purchase :
an item without more than a 50% discount.

When holiday shopping, what is the typical percentage discount that persuades you to purchase an item?

= 0% (no discount)
m 1%-9%
m10%-19%
H20%-29%

m 30%-39%

= 40%-49%

m50% or more

2014

Copyright © 2014 Accenture All Rights Reserved. 2014 US Holiday Shopping Survey Base = Total sample 33
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Intelligence. Insight. Impact. .
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Better discounts have become the strongest motivator to wait to make
purchases.

What is your motive for shopping late in the holiday season?
Multiple responses.

. . 29%
Better discounts available 0

25%

More time to save for gifts
26%

Too busy to shop earlier
38% w2014

i 2013
. - 15%
Part of the holiday tradition °
4%
Free shipping offers or programs _ 8%
mean | can wait until the last
minute*
33%
None of the above °
36%
*Response not included 2013
Copyright © 2014 Accenture All Rights Reserved. Base = Shopping late

2014 US Holiday Shopping Survey
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Discount retailers continue to be the top destination for shoppers this
holiday season (71%); however, pure online retailers and dept. stores are
gaining share at 58% up from 50% and at 47% up from 35%, respectively.

In what types of stores will you be doing your holiday shopping this year?
Multiple responses.

Discount retailers

Online-only retailers

Department stores

36%
Specialty retailers 35%
32% m2014
Electronic goods retailers 35% 2012
31% "
. . 31%
Local, independent stores or chains* 27%
11%
Luxury department stores 8%
7%
. 8%
Luxury goods retailers 4%
3%
1%
Other 5%
8%

*Response not included 2011 or 2012
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Intelligence. Insight. Impact.

For the last two years, discount retailers ranked second among the
most shopped physical store retail locations.

Where do you expect to make the majority of your purchases for each of these stores?

2013 2014

Discount
retailers

Electronic goods
retailers

Department
stores

Luxury
department
stores

Luxury goods
retailers

Specialty
retailers

Online-only
retailers

il

Local,
independent
stores or chains

EOnline = Physical Store mOnline* = Physical Store

Copyright © 2014 Accenture All Rights Reserved. Base = Store type selected q15 36
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Intelligence. Insight. Impact.

More consumers over the past three years believe the best discounts
of the season can be found before Thanksgiving and Black Friday:
18% in 2014, compared to 14% in 2013 and 12% in 2012.

When do you expect the best discounts will be available?

Early in the season (before
Thanksgiving)

49%
On Thanksgiving, Black Friday or

Cyber Monday 48%
47% = 2014
m 2013
m 2012

Following Cyber Monday but before
the week before Christmas

Late in the season (i.e. the week
leading up to Christmas)

Copyright © 2014 Accenture All Rights Reserved. Base = Total sample
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Shoppers are more budget conscious this year: 27% (vs. 13% last m
year) say that it’s important that the items they plan to purchase are :
within their budget.

Please rank the following factors in terms of which will be most important to you this year when making a
decision about an item to purchase.
RANKED #1

The item is on sale
46%

The item is the best choice for the
recipient

= 2014
m 2013

The item is in my budget
m 2012

The item has a low original retail
price

The item is an innovative or new
product

Copyright © 2014 Accenture All Rights Reserved. 2014 US Holiday Shopping Survey Base = Total sample
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Intelligence. Insight. Impact. '
4

One-third of shoppers are likely to share personal information in order
to receive personalized offers during the holiday season.

In order for retailers to be able to provide personalized/customized offers during the holiday shopping season,
how likely are you to share more of your personal information (contact info, preferences)?

@

= Very likely

= Somewhat likely

m Neither likely nor unlikely
= Somewhat unlikely

m Very unlikely

2014

Copyright © 2014 Accenture All Rights Reserved. 2014 US Holiday Shopping Survey Base = Total sample 39
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Intelligence. Insight. Impact.

Overall, shoppers plan to use digital channels and services more to
help in their holiday shopping. PC and mobile has the largest year over

year increase.

Do you intend to use any of the following to make purchases or assist in your holiday shopping this year?
Multiple responses.

Laptop/PC*

Mobile phone/smartphone

Tablet

Group/member shopping websites
(e.g. Gilt, RueLalLa, Groupon,
Livingsocial)

Social networking websites (e.g.
Facebook, Twitter, Instagram)

N/A, | do not intend to use any of
these to make purchases or assist
with holiday shopping

Copyright © 2014 Accenture All Rights Reserved.

18%

18%
19%

14%
11%

13%
11%

24%

‘\

35%
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47%

Largest Shift

63%

= 2014
m 2013

*Response not included 2011 or 2012

Base = Total sample
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Intelligence. Insight. Impact.

E-mail is by far the most preferred method for receiving personalized ‘5}
offers and coupons (44%), followed by regular mail (29%). New options :
like location based or social media offers are still developing.

What is your preferred method for receiving personalized offers and coupons?
In store offers _ 13%

Text messages to your mobile
phone - 4%

44%

m 2014

Location based promotions 0
triggered by walking past store - 3%

Social media - 3%

Offers via retailer’'s app - 3%

Other F 1%

Copyright © 2014 Accenture All Rights Reserved. Base = Total sample 41
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Intelligence. Insight. Impact.

Shoppers use their mobile devices most to compare prices. In ‘5}
addition, more indicated a significant improvement in mobile :

capabilities.

Which statements best describe why you would shop using a mobile phone, smartphone or tablet?

Multiple responses.

[ Compare prices while in a store

36%
33%

Better discounts/deals

Can stay out of crowded stores
More convenient to use than
traditional shopping methods

Receive mobile text reminders of
sales

Receive alerts when products are in
stock

32%

30%

= 2014
m 2013

The technology has significantly
improved

21%
9%

Heard or read positive things and
want to try it

Other

N/A, 1 would not shop using a
mobile or smartphone
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Intelligence. Insight. Impact.

Shoppers are interested in using more services via their mobile phone
while shopping in-store.

Which of the following services would you use in your shopping experience if offered through your mobile
device while in-store:

2014

Gather loyalty points or savings as you shop based on current promotions

View other customers' ratings and reviews from 'people like you' or based upon
your friends
Ability to easily review historical purchases or wishlist when making a purchase in

store
Offer real-time promotions you might be eligible for (e.g., buy 2 get 1 free,
coupons)
Order out-of-stock items in-store for home delivery, or store items into your wish _
list
%"a“ products as you put them into your shopping cart which keeps running tab of — ]
total spent
Shopping list and find items in the store
Suggest complementary products based on what | already scanned into my
basket/shopping cart
Ability to chat with experts or easily access product information when scanning
barcode
Ability to try on clothes virtually in a store
Ability to scan an item to see it in different colors not available in the store
[ Pay with your phone at checkout — ]

Automatically credit all retailer and 3rd party coupons to my purchase

Stop you from buying the wrong items based upon purchase history or personal

profile
= Would never use = Willing to try it = Would definitely use and can’t wait until they offer it m Using it now
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Intelligence. Insight. Impact.

40% of respondents said that they would not use a smartphone or 17)
tablet for shopping because they worry about privacy and security :
issues.

Which statements best describe why you would not shop using a mobile phone, smartphone or tablet?
Multiple responses.

I'm worried about privacy/security 40%

issues

They are not easy to use for
shopping

It's difficult to find or search for the
products | want

| don't know how to use them for 15% m 2014
shopping 13% 0
17% m 2013
I'm not clear on what the benefits T 17% m 2012
would be over shopping in a store ‘mm 16%
. 6%
Don't own any of these devices* 9%
2%
Other %
28%
26%
N/A, none of the above* > 35%

*Responses not included 2012
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Intelligence. Insight. Impact.

Most shoppers intend to pay for their holiday shopping with cash; 1’)
however, 17% this year up from 10% in 2013 plan to use gift cards.

How do you intend to pay for your holiday shopping purchases this year?
Multiple responses.

Cash put aside specifically to pay 57%
for holiday shopping 52%

Major credit card

37%

Discretionary income

; 17%

15%

m2014

I will dip into my savings* - o13
Store credit card 13%

Delaying payment of mortgage or
other bills

Not buying gifts*

Other

*Responses not included 2011
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Intelligence. Insight. Impact.

At the time of the survey, 49% of consumers had already started, or h
planned to start, the majority of their shopping in advance of ,
Thanksgiving and Black Friday.

When do you expect to do most of your holiday shopping this year?

@ -

u |'ve already started

m | will start before Thanksgiving,
but have not started yet

® From Thanksgiving/Black Friday
to the end of November

m December 1 to December 14
(first 2 weeks of December)

m December 15 to Christmas Day
(within 10 days of Christmas)

2013 2014
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Intelligence. Insight. Impact. ’
4

Nearly one-in-five (19%) said they had already spent between $100 and
$500 on holiday gift purchases by mid-September.

How much money have you already spent this year on holiday shopping?

m$1-$99

m $100-$249

m $250-$500

= $500 or more

m N/A; | have not started holiday shopping

2014
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Intelligence. Insight. Impact.

The rising cost of food is the biggest driver adversely affecting holiday m
shopping this year; healthcare and higher taxes are less of concern :
this year.

Which of the following factors would negatively affect your holiday shopping spend this year?
Multiple responses.

0,
[ Rising food bills o, 41% 46% }
07/0
Gasoline pri 230
ne pr 4
asoline prices %504
[
Home energy bills 0 0% 7%
0
29%
h 2404
Concern about the economy 28%

Don't want to increase my credit % o0
card debt* 6% 29% = 2014
5 = 2013
Healthcare costs 4% 31% "2012

— AN

o,
0%

No raise or bonus this year*

Fear of losing job or recent job loss

Mortgage payments

None of the above

*Responses not included 2011
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When purchasing an item online and having it shipped to a store or A
using the in-store pickup option, 57% of consumers said they would :
likely buy additional items that were not part of their original purchase.

When you purchase an item online and have it shipped to a store or use the in-store pickup option, how likely
are you to buy additional items (not part of your original purchase) during your in-store visit?

—_

-

= Very likely
= Somewhat likely

= Unlikely
= Very unlikely
mN/A; | never buy online and pick up in-store

2014
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Intelligence. Insight. Impact.

Nearly half of the survey respondents (49%) are concerned about h
receiving their deliveries from online purchases on time this year.

Given there can be arisk of retailers and shippers having difficulties with fulfilling deliveries on time for
Christmas, as there was last year, please check the statement below that you agree with:

I’'m very concerned about receiving
my items on time

|

19%

I’'m somewhat concerned about

0,
receiving my items on time

| am not planning to use any sort of
expedited/express shipping this
year

10%

N/A, | am not planning to have
anything shipped or delivered for 14%
the holidays
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Intelligence. Insight. Impact.

Competitor price-matching on the spot, loyalty programs for exclusive &
deals, and purchasing online with in-store delivery/pickup are the top

holiday programs and benefits offered by retailers this year.

Which of the following programs or benefits offered by retailers during the holiday season do you plan to take

Competitor price-matching on the
spot

Loyalty programs so that | can get
exclusive deals*

Purchase online with in-store
delivery/pickup

Competitor price-matching after
you've already purchased at
another store*

Extended return policies

Real-time product availability
information

Layaway

Personalized shopping/gift lists

None of the above
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advantage of?

27%
25%
24%
25%
21%
19%
21%
14%
13%
21%
27%

2014 US Holiday Shopping Survey

40%
45%
35%
36%
= 2014
m 2013

*Responses not included 2013
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Executive Summary

Topline Results

Thanksgiving and Black Friday Shopping
Online Shopping

Showrooming / Webrooming

Gift Cards

Discounts

Spending Trends and Influencers

Demographics & Methodology
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Sample Demographics

Methodology
Accenture conducted an online survey using a representative sample of 500 U.S. consumers in

September 2014.
18 to 24 13% Under $18,000 15% 40%
25 t0 34 19% Under $35,000 25% Female 60%
35 t0 44 15% $35,00 to $49,999 16%
45 to 59 24% $50,000 to $74,999 20%
60 + 30% $74,000 to $99,999 12%
$100,000 + 13%
Some HS or less 2%
High School or GED 18%
?:lgi Icollege, technical 33%
College graduate 33%
Post graduate 13%
| do not wish to answer 0%
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