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The countdown to Christmas has begun, so 
what can retailers expect from shoppers this 

year By George MacDonald 

Seasonal spending plans 

A s Halloween passes retail­
ers are fully focused on 
the make-or-break Christ­
mas period and the red 

letter days along the way, such as 
Black Friday. 

The fight is on for every penny 
of spend but there is evidence 
that many shoppers aim to maintain 
a t i g h t h o l d on their purse 
strings, despite signs of an improv­
ing economy. 

While 12% of consumers expect 
to spend more this Christmas than 
last, half do not, a survey of 2,000 
consumers by ICM for Retail Week 
revealed. 

However, the poll also showed 
the proportion expecting to spend 
less has been declining year on year, 

ICM associate director Kate 
Bewick said: "The downward trend 
of people expecting to spend less is, 
perhaps, evidence of people feeling 
better again financially.'' 

Consumers planning to spend 
more this Christmas than last are 
also anticipated to do more online 
shopping this year, so that channel is 
likely to play a central role. 

But 45% of people think they wi l l 
buy the same amount online in 2014 
as they did last Christmas. 

Technology such as smartphones 
is likely to attract high spend the 
study showed, but consumers are 
also expected to devote significant 
sums to experiences such as theatre 
outings rather than products. 

Warm weather has got retail's 
golden quarter off to a slow start for 
fashion groups. 

The countdown to Christmas is 
likely, as ever, to be a nail-biter. 

"There is, 
perhaps, 
evidence of 
people 
feeling better 
financially" 
Kate Bewick, ICM 

Spending on Christmas shopping 

Average predicted 
spend on Christmas 

shopping 

°/o planningto spend ineach category 

Children 
in house 

No children 
in house £334 

Toiletries, beauty and perfume 
Clothes, shoes andaccessories 

Entertainment-books,CDs,DVDs 
Food oralcohol gifts 

Toys 
Gift vouchers 

Money 
Homewaresorkitchenware 

Small tech items-e-readers,cameras 
Experiences 

Smartphones, tablets and computers 
Other 

The timing of Christmas shopping 
Significantly higher 
(than both groups] 

Average 
amount olan 

to spend 

£41 
£77 
£40 

62% £58 
i £85 

£58 
£121 
£39 
£90 
£114 
£195 
£93 

Significantly lower 
[than both groups] 

Believe they will do mostof 
their Christmas shopping 
before December 

36%^%37% 

7 % 5 % ™ 
3% 3% 3% 3% 

460/0 580/0 Í 

Alreadydoneit During During First halfof Secondhalfof Willnotdo 
bythestartof October November December December Christmas 

October shopping 

Changes in Christmas spending 

A t 
Spend on Christmas shopping - overtime 

Ofadultsexpectto 
spend the same 

amount on Christmas 
shopping as in 2013 

2014 Spend on Christmas shopping - by age 

54% I 18-34 
35-54 
55+ 

2011 

28% 25% 
Spend less 

12% 
Spendmore 

2012 2013 2014 

w o 
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28% nnm 2 

Spendmore Spend Spend less 
the same 
amount 

Christmas shopping online 

Whoplansto do more shopping online? 

Spend more than 
last Christmas 

Spend same as 
last Christmas 126% I 

Spend less than 133% 
last Christmas 

42% | 
Children 
in house 

26% 
No children 

in house 

Doing more or less Christmas 
shopping onlinethis year? 

46% 
42% 

t 45% 

0—" Buythesameamountonline 

43% 34% •• 
Dilli 

4% 

31% • il» 
Buymore online 

5% 5% 
# • 

2011 
g a ^ 3% 

Buy less online 
2012 2013 2014 
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