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Methodology @SITECORE”\ |

Sitecore conducted survey research among consumers ahead of the 2022 holiday
season.

About the survey

« 1,034 German residents completed a 10-minute survey

« Survey was conducted Aug 30-31st, 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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. T Advanis is a member of the Canadian Research Insights Council (CRIC) and confirms that this research fully complies with all CRIC Standards including the CRIC
A D v A N I s Public Opinion Research Standards and Disclosure Requirements. This research was sponsored by Sitecore and conducted by Advanis.
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Key Findings
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German Shoppers are Budgeting for the Holiday Season
Affordability is a concern for a lot of Germans approaching the
holiday season - 1 in 4 plan to cut back on personal expenses to
afford the holidays, and 1 in 3 parents plan to only buy gifts for
children. 32 % of Germans also stated that the end of the 9€
ticket will negatively affect their holiday budgets.

Omnichannel Christmas shopping with more online

The top 3 reasons for choosing online shopping: shopping online
is quick and easy (65%), the online experience is convenient
(60%), they want to avoid crowds (45%).

More plan to shop Black Friday compared to 2021

48% of Germans are planning to shop on Black Friday this year -
11% more than last year. Most German consumers are attracted
by the possibility of better deals and prices for gifts (76%).

Black Friday will be predominately an online shopping occasion,
with 92% shopping online, and 20% shopping in person (12% of
these doing both).

The pull to shop is strong - even when working

50% of workers have done holiday shopping during the workday,
while 43% that have shopped at work have done so in a secret
browser. And while gifts still play a big role in the celebrations,
half of German consumers also say that spending more time with
family is more important than money on gifts.




Fast Facts Stats

50% 439

of workers have done
Christmas shopping
during the workday with

of those opening a
secret browser to do so

dih

Despite eased restrictions on in-

) person shopping, online shopping
continues to dominate with only
21% planning to shop in store
more than online

38%

of parents: very likely
to buy gifts for kids
only
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35%

of Gen Z will regift a
present to save on
costs

/5%

Weihnachtsplatzen and gifts,

particularly for kids, are considered
‘must have’' Christmas experiences.
Spending time with family is also very
important to half of Germans.

|



@ SITECORE

Budgeting

© 2022 Sitecore Corporation A/S.




Planned Spending & Number of Gifts Q) sITECORE \) \

1in 4 German shoppers expect to spend more this year and for those with a higher income (over €75k) this increased to 38%.
While German shoppers expected to spend more money this is not reflected in an increase in the number of gifts they plan to purchase.

€ Gifts

0
22% H Significantly less (at 22%

least 50% less)

8% Those with €75k or
m Fewer higher income are
Somewhat less planning to spend more
(around 20% less) this year:
*  38% will spend
50% About the same more

69% Same 15% will buy more
gifts

Somewhat more
(around 20% more)

29% ] 20% m More

| Significantly more (at

least 50% more)




Why change spending this Holiday season?

Q) sITECORE \\ \

Those who plan on purchasing more gifts want to invest in higher quality gifts and make this a bigger celebration than last year, while

saving money is the most common reason to purchase fewer gifts.

More Gifts (9%)

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

To make this year a bigger
celebration than last

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

Other

None of the above

I

3%

Fewer Gifts (22%)

To save money

To make Christmas a celebration
that is not centered around gifts

To focus less on material goods

To be more sustainably minded

None of the above

. 11%



Ways to Afford the Holidays Q) sITECORE \\ \

1in 4 plan to cut back on personal expenses to afford the holidays.
In fact, 38% of parents say they

are very likely to only buy gifts
for the kids this year.

Gifts just for the kids

Gen Z and Millennials are more likely to be looking for ways to make
this season more affordable compared to Boomers.

Cutting back on personal expenditures, like H Very likely
® eating ot g I 2%

eating out or going out with friends

Using points or rewards I've accumulated
0
with brands - 21%

Somewhat likely
Unlikely

Forgoing travel or vacation - 17% m Very unlikely

Selling some of my personal possessions - 16%
on online marketplaces, such as eBay,... 0

Taking a side job or working more hours to
0
earn more cash - 13%
Using a buy now pay later service such as
0
Klarna and AfterPay - 11%
Cutting subscription-based services, such . 9
as Netflix, Amazon Prime, etc. 0

Re-gifting

Skipping loan payments or bill payments I 4%
Opening an additional credit card I 3%

Other | 1%

None of the above 40% 1in 5 will regift a present this year to
save on costs (35% of Gen Z and 29%
of Millennials).
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There is a modest likelihood that 2022 will be the year of cheaper, fewer, functional gifts.

Type of Gift

Cheaper gifts 19% 53%
Fewer gifts
Functional gifts (e.g., kitchen tools)

Experiential gifts 35%

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

0,
friends/family) 1% 32%

Luxury gifts KK 24%

H Very likely mSomewhat likely m Not at all likely
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Priorities for the Christmas Season Q) sITECORE \ '\. \

Having Christmas cookies (Weihnachtsplatzchen)
and gifts, particularly for kids, are must haves for
most families this Christmas.

Weihnachtsplatzchen 56% 38% 6%

Gifts for my own kids 26%  19%
Spending more time with family as 38% 89
. (] (o]
Over half of German consumers also say that opposed to money on gifts W Must have
Spendlng more tlme with famlly IS more |mp0rtant Gifts for kids (of relatives/ friends) 39% 18%
than money on gifts.
Buying chocolate for the kids 45% 13%
Travelling to see family 42% 21%
. N Nice to have
Weihnachtsmarkte besuchen such
as Winter Wonderland S 290
Gifts for adult relatives/ friends 51% 23%
Alcohol L7 43% 38%
Weihnachtsgans REEZ) 53% 31% Will not do

Secret Santa A% 39% 49%

City breaks to explore foreign

Christmas markets 1 31% 57%

Ice skating EFM  32% 58%
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Online vs. In Person O siTEcore | \

Despite eased restrictions on in-person shopping, online shopping continues to be a popular channel, with nearly half saying that they
will do more shopping online vs. in-person.

Younger generations are the most likely to say that most of their shopping will be online compared to the older generations.

Where Planning to Shop Categories of Holiday Shopping
Travel 22% 23% 34% 1% 10%
31% Both m All online
equally
Entertainment 16% 26% 39% 12% 7%
. B Mostly online
m More in-
Sto re ToyS 1 6% 27% 36% 1 1 % 10%
H About equal
m More Apparel 15% 25% 35% 15% 10%
online Mostly in-person
Beauty MPAZ 17% 36% 21% 14%

_ All in-person
Food & drink  [LZIKRZS 21% 25% 40%
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Quick, easy, and convenient shopping are reasons that all ages prefer to shop online, with convenient shopping being the top reason for
Boomers (73%). The expense of driving is particularly important for Gen Z with 44% indicating its importance.

Shopping online is quick and easy _ 65%
The online experience is more convenient _ 60%
| want to avoid the crowds _ 45%

It is expensive to drive to shop (e.g., gas, paying for 0
parking) - 27%

| don't want to catch Covid or any other illness
y B 5%

before the holiday season

| can opt for a buy now pay later service when 0
shopping online to spread the cost - 19%

| end up spending more when shopping in-person 0
so I'll be buying the majority of gifts online - 16%

The online experience is more personalised - 13%

Other I 2%



Online vs. In Person
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Even more than in 2021, early discounts and deals are highly valued by German shoppers (77% who say this is a top priority, compared
to 62% in 2021), whereas reminders and suggestion to plan ahead, as well as exclusive, limited edition products are less important than

in 2021.

Priorities for Purchases

Early discounts and deals
Suggestions that suit your
lifestyle and tastes

Exclusive pre-sale deals for loyal
customers

Reminders and suggestions to
help you plan ahead

'Pop-up' stores with limited
products

An exclusive, limited edition
product

VR experiences to enjoy as a
family

Interactive shopping with a
personal shopper via online chat
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In our €300 spending scenario, gifts and food represent the highest amount of the spend, while entertainment is the lowest spend.

Boomers are more likely to spend more on food and less on entertainment compared to the younger generations.

How would you spend a €300 holiday budget

Gifts €136

Entertainment - €41
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Black Friday Q) sITECORE \ "'ﬁ \

Just under 4 in 10 said that they shopped on Black Friday last year. Nearly half plan to do so this year. Both last year and this year Black
Friday shopping is dominated by the younger generations. Nearly all the Black Friday shopping is expected to be online.

The top reason for shopping on Black Friday relates to getting good deals (where 84% of Gen Z think Black Friday offers better deals but
only 68% of Gen X). Along with perceptions of poor deals, out of stocks are a reason to avoid Black Friday shopping.

Shopped on Black Friday 2021 Planning to Shop on Black Friday 2022
Black Friday offers better deals and prices
No for buying gifts (76%)
No 5204 It will help me avoid the rush around last-
63% minute holiday shopping (34%)
Black Friday shopping is fun (31%)
Shopping Where?

Black Friday no longer offers

| prefer shopping for gifts closer
to Christmas (13%)
In-store I 8%

Items sell out too quickly on

Black Friday/ aren't accessible for
Both . 12% me to purchase (12%)
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Willing to spend for last minute gift shipment Q) sITECORE \) A

Less than half would pay additional fees to ensure gifts are delivered on-time and for most, this will be limited to last-minute gifts.

Being unwilling to pay an additional fee for delivery increases with generation, where 22% of Gen Z will not pay an additional fee, this
increases to 47% of Millennials, 61% of Gen X, and 82% of Boomers.

Additional fee for fuel/ express delivery

Yes, but only for last minute gifts - 23%

Yes, but only for more expensive/ luxury gifts I 5%

—_

__ 44%

Yes, but only if that charge is communicated to me l 8%

Yes, for the majority of my online purchases . 12%

No 56%
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For 6 in 10 Germans, €9 represents a firm maximum shipping cost, with many willing to add additional items to qualify for free shipping.

Paying more for guaranteed delivery is divided across the generations with 64% of Gen Z strongly or somewhat agreeing that they
would pay extra for guaranteed delivery compared to 52% of Millennials, 30% of Gen X, and only 18% of Boomers.

8%
17% 18% 21%
Strongly
disagree 250
0

22%
Somewhat 37% °

disagree 40%

Somewhat
agree

H Strongly

agree
wontypicaly

purchase an item if it If I have to meet a For most gifts | purchase, | b ded orice. if
doesn't offer free minimum for free shipping, won't pay more than €9 for ayan ex.ten ed price, |
I'll add items to meet that shipping delivery is guaranteed

shipping
minimum when shopping



Shipping Q) sITECORE \\ \

Free shipping, in consumers' minds, is as powerful as a significant cash discount on sale items.

“On Sale” Deals

Free shipping - 48%

Buy one, get one free I 8%

At least 25% off or more - 43%

Other 1%
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Clandestine Shopping Q) sITECORE \) A

Half of German workers have done holiday shopping during the work day, while 4 in 10 of those that have shopped have done soin a
secret browser. Younger generations 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.



Mindful Shopping

As long as prices are competitive, consumers in Germany
will prioritize German made products, small, and minority-
owned businesses. Unlike other countries, this doesn't rise
significantly among higher income individuals.

Gen Z is more likely than other ages to do any of the above
even if they have to pay more.

Prioritise shopping with
minority-owned businesses

Yes, even if | have to pay more I 10%

Yes, if prices are similar 46%

No 44%

N
Q) sITECORE \ \

Prioritize
Local or Small Businesses

Income over 75k

Yes, even if | have to pay more . 15%

Yes, if prices are similar 59%

21%

No 26%

Prioritize
German Made Products
Income over 75k

Yes, even if | have to pay more . 18% ~~~~""~--°-- >

Yes, if prices are similar 57%

No 25%



Sources of Inspiration for Gifts Q) sITECORE \ '\. \

While less than an hour is the most popular length of time to spend researching gifts, this is dominated by Boomers while Gen Z and
Millennials are more likely to spend 1-2 hours. Women are more likely then men to spend more than a half a day researching gifts.

Browsing online is the most popular way to get gift inspirations this holiday season, including Amazon.

Gift Researching Sources of Inspiration
(% rated in top 3)
Less than an hour - 30% By browsing online _ 63%
Friends & family - 44%
1-2 hours - 34% By browsing in-store - 42%
Amazon - 42%
2-4 hours 20%
. 0 Social Media . 12% Instagram, Facebook, TikTok are top 3
Up to half a day (about 4-5 I o Adverts [l 9%
0
hours) Newspaper/ magazine gift guide I 8%
Almost a full day (more than 6% Influencers I 6%
5 hours) 0

Other | 1%



How Retailers can make Christmas memorable Q) sITECORE \\"! \

Extended opening hours is an important way that retails can help to make Christmas memorable this year. Surprise tailored gifts are more
important to older generations then younger generations, while the option to reserve items is more important to women than men.

Extend opening hours so that | can have more time to - 19%
shop/ can shop when there are no crowds 0

Having the option to reserve items online or via 17%
WhatsApp and pick them up in-store 0

Surprise customers with tailored gifts . 16%

Extend the online delivery slots for better convenience . 13%

Providing personalised customer experiences online and 139%
in-store 0

Providing regular communication with customers . 12%

Provide entertainment service to keep children busy l 10%
while parents are shopping 0



Gifting Wishlist Q) sITECORE

NET
Agree
| prefer gifts that | ask for more than surprise presents 1%
| don't need any more stuff and would prefer experience-based gifts o
42% 33% 1% 6%
We are looking at plans for financing gifts so we can manage the costs .
27% 31% 32% 37%
| plan to buy less but make bigger and more considerate holiday purchases for loved
ones this year 41% 39% 1% 20%
| have more savings set aside for the holiday season (than last year) as a result of
decreased spending on social activities, new clothing, events, etc. 29% 43% 18% 39%
| plan to "go in together" to get a big gift for a single family member instead of lots of
Our family will celebrate the holiday season with a Secret Santa gift exchange to save
money 19% 44% 29% 26%
Online influencers are the best source of inspiration for seasonal gifts and trends
16% 27% 51% 22%
We will not buy gifts and are choosing to donate to charities instead
15% 41% 38% 21%

B Strongly agree Somewhat agree Somewhat disagree Strongly disagree
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Holiday Shopping Timing Q) sITECORE \\ \

A high proportion of German shoppers have started thinking about the holiday season, with gift browsing and saving the most common
activities being undertaken. The younger generations are more likely than the older to have started doing any of the activities, with over
half of Boomers undertaking none of the activities surveyed.

NET: Any 65%

srowsing for gifts | 33%
Saving for the holiday season _ 27%

Making list of gifts | want to get for friends and family _ 21%

Purchasing gifts _ 20%

Making a list of gifts I'd like others to buy for me - 9%

Stockpiling items that may be in short supply near the holiday season - 9%
Pre-ordering gifts so it doesn't go out of stock - 8%
Making travel reservations for an end of year vacation - 7%
Buying food for the holiday season - 7%

Updating our home décor - 7%

None of the above | NN 35%



Holiday Shopping Timing Q) sITECORE \\ \

1in 4 German consumers have already started holiday shopping this year, with November also being a is a popular time to begin
shopping.

This is not a divergence from the time they shopped last year, though just under 1 in 4 say they will start shopping earlier this year.

NET: Already started 25%

By October . 13% Earlier . 23%

By November - 24%

By December . 16%

Later 7%
Zum Nikolaus | 2% I

| will wait until the last minute I 9%
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Holiday Travel Q) sITECORE \\ \

Half of Germans travel by car for holiday visits to family. One in four do not travel at all.

And it can be expected that less will now use public transport to travel, with almost a third of Germans (32%) being affected by the end
of the €9 ticket.

Impact of End of the €9 ticket

Mode of Travel

Car Mit dem Auto _ 53%
53%

Ich habe keine Anrei - 0
ch habe keine Anreise 24% ®m Unsicher

Mit dem offentlichen Nahverkehr . 10%

Nein, wird es nicht

Mit dem offentlichen Fernverkehr I 7% W Ja, ein wenig
Mit dem Bus I 4%

H a3, deutlich
Mit dem Flugzeug I 3%
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Generations

Annual Income Neighbourhood

o [l
Suburban - 34%

Ex-urban

30K - 49,

50K - 74,

75K - 99 999 . 10%

100+ K I 6%

Gender Age Children at Home Region
North Rhine-Westphalia 18% Schleswig-Holstein 5%
d Bavaria 13% Brandenburg 4%
Baden-Wurttemberg 11% Hamburg 3%
44% 56% Lower Saxony 10% Saxony-Anhalt 3%
Berlin 7% Thuringia 3%

Male Female

Hesse 7% Mecklenburg-Vorpommern 3%
65+ I 3% ‘ Saxony 6% Bremen 2%
with at least one Rhineland-Palatinate 5% Saarland 1%

child at home.
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Appendix

The holiday season will be
the highlight of my year...
NET: Agree
Strongly agree
Somewhat agree
Somewhat disagree
Strongly disagree

How are you hoping to celebrate the holiday season?

A simple celebration with my close family

2021
49%
16%
33%
34%
17%

Multiple gatherings with friends and family throughout the

holiday season
A special New Year's eve celebration

A larger than normal celebration with extended family
A big party with friends

Going to get in the festive spirit early this year

Day trips / short stay vacations within my country
Longer vacations within my country

A lavish vacation abroad

Other
Nothing, | don’t plan to celebrate

2022
61%
19%
42%
27%
12%

2021
55%

25%

12%
8%
8%
10%
15%
8%
6%

1%
14%

2022
62%

16%

13%
9%
9%
9%
8%
5%
5%
1%
11%
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Appendix

Where did you buy your Christmas turkey
(or main food item) in ....
Kaufland

Rewe
Edeka
Lidl
Aldi
Netto
Penny
Real
Norma
Tegut
Alnatura

Other

2021
17%

15%
16%
8%
9%
5%
4%
3%
1%
1%
1%
19%

2022
18%

17%
16%
10%
8%
4%
3%
3%
1%
1%
1%
17%
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Appendix

How do you feel when you think about the 2022
holiday season?
| am feeling excited to spend time with family and
friends

| look forward to eating Christmas lunch/dinner with
my family

| haven't started thinking about it yet

| look forward to all the festive celebrations

| look forward to choosing gifts for friends and family
| am dreading that | won’t be able to afford it

| look forward to cooking Christmas lunch/ dinner

I am not looking forward to it as | don’t enjoy this
season

| can’t wait to binge all my favourite Christmas films
| am indifferent

Unsure

Other

Unweighted %
20%

16%

13%
12%
9%
7%
6%
5%

4%
4%
4%
0%
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Impact of Influencers Q) sITECORE

NET
Agree
2021 results Influencers don’t interest me at all 55% 6% 76%
q6_net_agree - [Summary table, NET Agree] To what extent do you
agree with the following attitudes about online 'influencers'?
| don't relate to the influencers out there 9 Y 79%
Total age - In what year were you 53% 6%
born? (Recoded, Buckets)
NET 18-44 NET 45+
I'll have a “fear of missing out” (FOMO) if I am not 19% 39% 6% I find influencers vain and annoVing 41% 5% 74%
able to obtain a product or service a favorite st sl
influencer presents for the holiday season
T'll be looking to influencers I follow to inspire my 22% 42% 9% | don't trust online influencers and their
; ; : 2 g ; 0 0 0
holiday preparations, including decoratlzlr[l)stha::z 5]’ Sl recommendations 39% 12 A) 70/)
1 don’t trust online influencers and their 78% 72% 82%
recommendations sl st
, . 0 0
I don't relate to the influencers out there 81% 73% 86% I'd love to be an influencer 58% 19%
s} st
I'd love to be an influencer 21% 43% 7%
st sl I'll be looking to influencers | follow to inspire my holiday 529 249%
1 find influencers vain and annoying 75% 68% 79%, season preparations, including decorations and clothing ° 0
s} st
I inspired by their lifestyles - infl h 24% 46% 9% . . L .
am inspired by their Ime: r:'oe: tolzvzen:f,egsesst lciafu; g S"’ 5; | am inspired by their lifestyles - influencers show me 549 20%
: how to live my best life ¢ 0
I am already an influencer 16% 33% 5%
st s} o .
Influencers don't interest me at all 82% 72% 88% I'll have a “fear of missing out '(FOMO) if l am not able
s} st to buy a product or service a favourite influencer ) 61% 15%
: ) promotes for the festival season
Weight: Unweighted
Filters: None
Upper case letters indicate significance at the 95% level. . 0
Arrows indicate the direction of a statistically significant change. I'am already an influencer 68 AJ 1 2%

Each column is compared to the sum of all other columns, excluding itself.

HStrongly agree B Somewhat agree  m Somewhat disagree Strongly disagree
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