SHOPPER TRENDS BY

7" ShopperTrak ——The 2015 —
Holiday Shopper

SPENDING PATTERNS BY THE DOLLAR

according to NRF
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Anticipated amount shoppers
will spend on themselves and/or
others for non-gift items, up

from $126.37 in 2014
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Average spent in 2014 on gifts,
decorations, food and more,
compared to $767.27 in 2013
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Total spent on gift cards
in 2014, an increase of
28% since 2006
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Anticipated 2015 spend on
gifts for family members,
up from $458.75 last year

GENERATIONAL DIFFERENCES

according to Synchrony Financial
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DIGITAL & OMNICHANNEL
EXPECTATIONS

WHAT’S MOST IMPORTANT TO
ONLINE SHOPPERS, according to NRF?
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METRO MARKETS, IN-DEMAND CATEGORIES,
BASED ON SHOPPER VISITS BASED ON PERCENT OF TOTAL SHOPPER VISITS
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factors on changes
including promotional 2 /

efforts, weather
events and store The experience retailers provide shoppers throughout their path-to-purchase is something that shoppers

openings/closings. will evaluate, accept or reject, and ultimately influence their decision on whether to make a purchase.
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https://nrf.com/media/press-releases/retailers-very-digital-holiday-season-according-nrf-survey
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