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Methodology O sITECORE \)

Sitecore conducted survey research among consumers about the 2022 holiday season.

About the survey

« 1,013 U.S. residents completed a 10-minute survey

« Survey was conducted Aug. 25-29, 2022

« Quotas were set to balance participants by age and gender

« Participants were recruited from an actively managed online panel
- Participants were incented using rewards points offered by their online panel

- Additional results can be found at https://portal.Advanis.net/sc
« The survey was conducted in five countries (UK, US, France, Germany, Australia)
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Key Findings

Regifting, Side Hustling
and Cord Cutting:
Consumers Are Doing
More to Spend Less

While half of Americans (53%) will spend the
same amount this year as last year, many
U.S. shoppers say they’ll cut back
spending.

To afford gifts this season, shoppers are
getting creative and younger shoppers are
even giving up things they can live without.
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Will purchase Will sell possessions (15%) Will spend
fewer gifts Regift a present (17%) less on gifts
Take on another job or more
hours at work (17%)

©

30% Gen Z & 40% Gen Z and 42% 16% Gen Z and 23%
21% Millennials will Millennials will cut Millennials will use buy
give up their Netflix back on personal now, pay later when

subscription experiences like possible

dining out



Key Findings

Online Shopping Will
Dominate This Holiday If
There’s Free Shipping

Despite eased restrictions on in-person
shopping, just 1in 4 plan to shop in store
(22%).

Instead, consumers prefer to shop online
mostly because of convenience and the lure
of a good deal.

And while buy-one-get one offers and sales
are great way to drive online purchasing,
free shipping is the most enticing
discount (45%).

76%

Shop online to
get early access
to deals and
discounts

$9

The most
consumers are
willing to pay for
shipping
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Shop online to spread out

payments / use buy now, pay
later features (16%)

33%

Won't purchase an
item that doesn't
come with free

shipping

22%

Shop online to
avoid crowds
(and it's
quicker/easier
(61%)

35%

Will buy more items to
meet free shipping
requirements



Key Findings

(Secretly) Shopping 9-to-5:
What a Way to Find a Deal

Holiday shopping is a full-time job, and
consumers aren't shy about using the workday
to find holiday deals.

As long as prices are competitive, shoppers will
prioritize “mindful shopping” by purchasing
American-made products and shopping small
and black or minority businesses.
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62% 22 3 at

Will holiday shop Have opened secret The amount of time
during while at browsers to holiday nearly one in 5 (16%)
work / during the shop during work (36%) spend researching
workday gifts before
purchasing
233 57%
e e e
Will prioritize buying Will prioritize buying
American made (71%) from black or
products and small minority businesses

business (74%)



Key Findings

Self Care and Self
Loathing? There Is a Fine
Line to Treating Yourself

In addition to secretly shopping at work,
consumers are also secretly shopping....for
themselves.

They plan to treat themselves with expensive
or luxury items, but they'll also make room for
impulse purchases, which they admit are
often made to distract or feel better about
what's happening in the world.

30%

Will treat
themselves with an
expensive or
luxury item during
the holiday

27%

Forgot they purchased
an item for
themselves until it got
delivered

e 0 ¢
a6 A
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36%

Concealed gifts bought for self Hid their gifts

during the holiday (20%)

49%

Make impulse
purchases to distract
themselves or feel
better about what's
happeningin the
world

because they feel
guilty or ashamed for
shopping for
themselves (36%)

41%

Say they make more
impulse purchases
during the holidays
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Planned Spending & Number of Gifts ) sITECORE \ "‘! \

Most consumers expect to spend the same (in terms of spend and number of gifts) in 2022, compared to 2021. But, for 1in 5, they
expect to spend less.

$ Gifts
(1) | Significantly less (at 24%
22 /0 15% least 50% less)
Those with $100k or
m Fewer higher income are
SomeV\éh;(t)(lyesls planning to spend more
(aroun b less) this year:
*  32% will spend
53% About the same more
62% Same 23% will buy more
gifts
Somewhat more
(around 20% more)
14% m More

250/ | Significantly more (at
0 least 50% more) 0



Why change spending this Holiday Season?

™
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Saving money is the most common reason to purchase fewer gifts, while those spending more want to make it a bigger celebration and
want to invest in higher quality gifts.

Buying More (14%)

To make this year a bigger celebration
than last

To invest in more high-quality goods and
experiences for loved one

Because the cost-of-living hasn't impacted
me

Other

None of the above

Buying Fewer (24%)

To make Christmas a celebration
that is not centered around gifts

Other

To be more sustainably minded

To focus less on material goods

None of the above

| X
J 5%

| 1%
| 2%

2%



Ways to Afford The Holiday Season ) sITECORE \ '\ \

1in 3 plan to cut back on personal expenses and a bit less plan to dip into rewards
points to afford the holidays.

Gen Z also expects (1 in 3) to take a side job/work more hours, sell some personal
possessions, or cut back on subscriptions to afford Christmas.

Cutting back on personal expenditures, like eating _ 0 _oifti
out or going out with friends 33% Re glftl ng
Using points or rewards I've accumulated with -
27%

brands

Taking a side job or working more hours to earn
0
more cash - 17%

Selling some of my personal possessions on online - 15%
marketplaces, such as eBay, Mercari, Facebook, etc. 0

Using a buy now pay later service such as Klarna
0
and ClearPay - 13%

Cutting subscription-based services, such as Netflix,
0
Amazon Prime, etc. - 13%

Forgoing travel or vacation . 10%

Openi dditional credit card 0 . . .

pening an additional creditcarc [l 6% Few people will re-gift a present this year
Skipping loan payments or bill payments I 5%

Other | 19%

None of the above 35%
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There is a modest likelihood that 2022 will be the year of fewer, functional, and cheaper gifts. Luxury and experiential gifts are less likely,
with only 4 in 10 likely to buy luxury. (Among people with $100k or higher income, % are very likely to buy experiential gifts).

Type of Gift

Fewer gifts 23% 41%
Functional gifts (e.g., kitchen tools)

Cheaper gifts

Gifts that serve a purpose (e.g., donating to charity on behalf of
friends/family)

36%

Luxury gifts e 27%

Experiential gifts  ERP% 37%

H Very likely mSomewhat likely m Not at all likely



Pandemic Spending ) sITECORE \\ \

Nearly 6 in 10 U.S. shoppers say that the pandemic changed the way they spend money.

In those that said their spending was changed, 9 in 10 U.S. shoppers agree that they are now more cautious about the purchase they
make, and many are stocking up their favorite items.

Changed Purchases
Pandemic Spending | am more cautious about the

purchases | make

93%

I am more likely to “stock up” on
L . 68%
my favorite items or gifts
| tend to purchase items with
- 67%
faster delivery guarantees
I am more likely to purchase items
Changed the way you

spend money.

| make more impulse /

0
spontaneous purchases 33%
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Online vs. In Person

.
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Despite eased restrictions on in-person shopping, online shopping continues to dominate, in all categories except food & drink and to

some extent beauty.

Millennials say that all or most of their shopping will be online, while Gen Z still enjoys the in-person shopping experience.

Where Planning to Shop

Both
equally

34%

H More in-
store

H More
online

Travel

Toys

Entertainment

Apparel

Beauty

Food & drink

Categories of Holiday Shopping

23%

17%

15%

14%

13%

7% 11%

22%

23%

23%

AR

16%

27%

32%

37%

37%

37%

36%

12%

10%

11%

12%

14%

27%

m All online

H Mostly online

H About equal

H Mostly in-person

All in-person



Online vs. In Person
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Quick, easy, shopping, and more convenience are reasons that U.S. residents prefer to shop online. They also use online shopping to
avoid crowds, though this isn't specifically due to Covid or other illnesses.

Shopping online is quick and easy

| want to avoid the crowds

The online experience is more convenient

| don't want to catch Covid or any other
illness before the Christmas season

It is expensive to drive to shop (e.g., gas,
paying for parking)

| end up spending more when shopping in-
person so I'll be buying the majority of gifts...

| can opt for a buy now pay later service when
shopping online to spread the cost

The online experience is more personalised

Other
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As in 2021, early discounts and deals are highly valued by U.S. shoppers, though the importance of this is significantly higher in 2022.

Priorities for Purchases

carly discounts and ceats | 75°%
Exclusive pre-sale deals for loyal customers _ 44%
Suprise, low price grab bags / bundles _ 30%

Suggestions that suit your lifestyle and tastes - 21%
Reminders and suggestions to help you plan ahead - 17%
Suggestions that suit your lifestyle and taste - 16%
An exclusive, limited edition product - 15%
'Pop-up' stores with limited products - 13%

VR experiences to enjoy as a family - 12%

Interactive shopping with a personal shopper via online
0
chat - 8%
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Black Friday ) sITECORE \\ \

Just over half of U.S. shoppers said that they shopped on Black Friday last year. A slightly higher number plan to do so this year. We
expect to see significant numbers of in person shoppers as well as those looking for deals online.

The top reasons for shopping on Black Friday relate to getting good deals and having fun.
Those avoiding Black Friday say that the deals aren’t good, or that they are cutting back, or that items are unavailable.

Shopped on Black Friday 2021 Planning to Shop on Black Friday 2022
Black Friday offers better deals and prices
for buying gifts (73%)
No
i i i 0
49% L Black Friday shopping is fun (42%)
It will help me avoid the rush around last-
minute holiday shopping (34%)
Shopping Where?
Items sell out too quickly on Black Friday / aren't
Online - 50% accessible for me to purchase (22%)
I am cutting back on holiday gift shopping this
year (20%)
In-store . 17%

Black Friday no longer offers good deals (19%)
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Shipping
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For most, $9 represents a firm maximum shipping cost. Higher-income shoppers are very likely to say that they will meet free-shipping
minimums by adding to their cart, or will pay extra to guarantee delivery, two things that lower-income shoppers cannot afford to do.

5%

Strongly
disagree 23%

Somewhat
disagree

Somewhat
agree

H Strongly
agree

| won't typically
purchase an item if it
doesn't offer free

shipping

5%
12%

If I have to meet a
minimum for free shipping,
I'l add items to meet that
minimum when shopping

5%
9%

For most gifts | purchase, |
won't pay more than £/$/€ 9
for shipping

25%

35%

Pay an extended price, if
delivery is guaranteed
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Free shipping, in consumers' minds, is as powerful as a significant cash discount on sale items.

“On Sale"” Deals

Free shipping 45%

Buy one, get one free

21%

At least 25% off or more

33%

Other | 1%
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Clandestine Shopping () sITECORE \) A

Nearly 2 in 3 workers admit they've holiday shopped during the workday, and of those who have done so, 1 in 3 have used a secret
browser. Millennials are more likely to do both.

Shopping at work Secret Browser

Have shopped during Opened a secret
the workday or while browser on work
working. computer to shop.



Hiding Gift Purchases O siTEcorRe |

1in 4 U.S. shoppers say that they have purchased an item for themselves and forgot they purchased it until it got delivered/ showed up
at their doorstep. 1in 5 U.S. shoppers have hidden gifts they purchase for themselves during the holidays and nearly 1 in 3 have hidden
security camera footage so their purchases wouldn't be seen -- with the top reasons being that they did not want others seeing what
they purchased and felt guilty that were buying items for themselves.

Forgetting Purchases Hide Purchases Hide Security Footage Reasons for Hiding Gifts

| don't want my spouse / partner / family /
. 46%
roommate seeing what | purchased

20% | feel guilty / ashameq that I'm buying - 36%

items for myself
| don't want my spouse / partner / family /

roommate knowing | spent money on - 30%
myself during the holiday

Forgot purchased an Concealed gifts bought Have hidden video | plan to regift the item to my spouse / - 29%
item for yourself until it for self during the footage or moved partner /family / roommate if | don't like it

got delivered. holiday. security cameras to hide

delivered packages. Other I 5%

|
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Nearly half of U.S. shopper indicated that the have made impulsive / spontaneous purchases to distract themselves or make themselves
feel better about what's happening in the world. Two in 5 shoppers make more spontaneous purchases during the holidays.

Spontaneous Purchases Spontaneous Holiday Prompt Spontaneous
to Distract Purchase Holiday Purchase

Getting an email or text about a sale / _ 38%
items that are on sale 0
Needing to hit an order “minimum” to
° oping N 36%
get free shipping
Hearing that an item(s) I've been
0
watching are low in stock - 30%

Having a “self-care day” where | treat
0
myself with gifts - 22%

Seeing an item advertised on social
° 7%

Make spontaneous More impulsive/ mede
purchase to distract or spontaneous purchases Online shopping after a few drinks  [Jll 15%
make feel better about during the holidays Seeing an influencer / celebrity o o
what is happening in the promote an item °

world. None of these - 21%



Mindful Shopping ) sITECORE \ \ A

As long as prices are competitive, U.S. consumers will

prioritize American-made products and small businesses. Prioritize
Local or Small Businesses
Gen Z and Millennials are more likely than other ages to Income over 100k
shop local, but the best target may be consumers with the Yes, even if | have to pay more l 1506 —-————---- >
highestincome - at least 1 in 4 of those whose income is
over $100k will pay more for local goods or those sold by - o
small businesses. Yes, if prices are similar 59%
No 26%
Prioritize

American Made Products
Income over 100k

Yes, even if | have to pay more . 20% —~~—~"~=——--- >

Yes, if prices are similar 51%

No 29%
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Black-owned & minority-owned products & services ) sITECORE \) A

57% of U.S. consumers say that it is important that Black and minority owned products and services are available (62% in 2021), though
most are unsure if they recognize these products in market.

If prices are competitive, 57% will shop with black-owned and minority-owned businesses and products - this sentiment is highest
among Gen Z and Millennials, lowest among Boomers.

Importance of Black-owned & Are you seeing more Black-owned & Willingness to Spend on Black-

minority-owned products & minority-owned owned & minority-owned
services being available products & services available? products & services
Very important - 53% Yes - 29% Yes, even if | have to pay more . 14%
57%
Somewhat important - 32% No - 31% Yes, if prices are similar - 43%

Not important - 45% Unsure - 40% No - 43%



Sources of Inspiration for Gifts ) sITECORE \\ \

Browsing online is the most popular way to getting gift inspirations this holiday season, and nearly 1 in 5 will spend more than 4 hours
researching gifts.

Gift Researching Sources of Inspiration
(% rated in top 3)
Less than an hour - 35% By browsing online || 62%
Friends & family - 46%
1-2 hours - 32% By browsing in-store - 40%
Amazon [ 36%
2-4 hours . 16% Adverts - 239%

Social Media . 12% Instagram, Facebook, TikTok are top 3

Up to half a day (about 4-5 0
hours) I 8%

Online and print magazine gift guides . 12%

Almost a full day (more than I 3 Influencers I 6%
0

5 hours)
Other | 1%



How Retailers can make Christmas memorable
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Extending opening hours and delivery windows are important ways that retailers can help make Christmas memorable this year - making it

easy for consumers to avoid crowds.

Extend opening hours so that |
can have more time to shop/ can
shop when there are no crowds

Extend the online delivery slots
for better convenience

Providing regular communication
with customers

Providing personalised customer
experiences online and in-store

Surprise customers with tailored
gifts

Having the option to reserve
items online or via WhatsApp and
pick them up in-store

Provide entertainment service to
keep children busy while parents
are shopping



Shopping for Self O sITECORE \\ \

Nearly 2 in 3 U.S. shoppers will wait until the holidays to splurge on items for themselves and are more likely to shop before / during the
holiday than after.

Holiday Splurge Shopping for Self

Before the holiday 64%

After the holiday 36%

Wait until the holidays to
splurge on items for self.



Spurge Shopping
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Nearly 1 in 3 U.S. shoppers are more likely to “treat themself” and buy more expensive item(s) during the holidays. Clothing, handbags,

and accessories are the top item that US shoppers are planning to splurge on.

Treat Yourself

Clothes / Handbags / Accessories
Beauty / Grooming Products
Jewelry

Entertainment / Sporting / Live Events

Travel / Vacation
Home Improvement or Reno / Décor / Furniture

Car / Bike / Automotive

More likely to buy
expensive items for self
during the holidays.

Spa / Wellness Experience

None of these

Items to Splurge on

I 47%
I 35%
I 31%
I 20%
N 23%
B 5%
B 2%

B 20%

B 3%



Security ) sITECORE \\ \

About 1 in 5 U.S. shoppers plans to install security products or systems this holiday season to ensure packages are kept safe at their
home.

Security Products for the Holidays

Yes, | will install security products
/ systems to monitor / track safe . 17%
"drop off" of my packages
No, | already have a security
product / system in place to track - 29%
safe “drop off” of my packages

No, | don't have or won't install a

security product / system to
H n '} 54%
monitor / track safe "drop off” of

my packages
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Holiday Shopping Timing Q) sITECORE \) \

A high proportion of U.S. shoppers have started thinking about the holiday season, with gift browsing and list making. Boomers less
likely to be doing all of these in preparation for the holidays.

This is higher than we observed in 2021, but it should be noted that in 2021, we fielded the survey in June.

NET: Any 70%
Browsing for gifts ||| G 46%
Making list of gifts | want to get for friends and family _ 33%

Saving for the Christmas season _ 30%

Purchasing gifts _ 29%
Updating our home décor - 12%
Making travel reservations for an end of year vacation - 12%
Pre-ordering gifts so it doesn't go out of stock - 11%

Making a list of gifts I'd like others to buy for me - 11%

Stockpiling items that may be in short supply near the
0,
Christmas season - 10%

Buying food for the Christmas season - 9%

None of the above _ 30%



Holiday Shopping Timing O sITECORE \) \

Justunder 1 in 3 U.S. consumers, particularly those in Gen Z and Millennial age groups, have already started holiday shopping this year.
For most, October and November are the most popular times to start shopping, though a significant number of Boomers will wait until
December to start shopping. This is not a divergence from the time they shopped last year, though 1 in 4 say they are starting earlier.

NET: Already started 29%

By October - 21%

By November - 22%
By Black Friday / Thanksgiving . 12%

By Early December I 9%
Later 7%

| will wait until the last minute I 8%

Earlier 25%

67%
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Demographics

Generations

Annual Income

20K - 29,999

Millennials | v
30K - 49,999
Generation X - 27% 50K - 74,999
75K - 99,999

Baby Boomers (o

Gender Children at Home
d 18 to 29
; 30 to 49
39% 61%
50to 64
Male Female

65+

with at least one
child at home.

@ SITECORE'

Neighbourhood

Urban - 28%
Suburban - 50%

Ex-urban I 3%

. 20%

Rural g

Region

South 41%
Midwest 23%
Northeast 20%
West 16%
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Thank you
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