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VIEW THE FULL STUDY HERE

HTTP://IN.LISTRAK.COM/2015-HOLIDAY-RESEARCH

*The consumer survey was conducted online within the United States by Harris Poll on behalf of Listrak from June 4-8, 2015 among 2,019 adults ages 18 and older. This
online survey is not based on a probability sample and therefore no estimate of theoretical sampling error can be calculated. For complete survey methodology, including
weighting variables, please contact Donna Fulmer, Listrak Market Research and Media Communications Manager at dfulmer@listrak.com.

The retailer survey was conducted online by Listrak in June 2015 among 125 U.S. retailers subscribed to Listrak’s marketing email list. The responses are not representative
of US retailers in general.





