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Research Method @

= This research was completed online among a random sample of
consumers aged 18+. A total of 2,000 interviews were completed.

= |n addition to a general population sample, two sub-groups — Affluents,
and Young Professionals were targeted and balanced by the general
population.

o n=531: Affluents —defined as having a minimum annual
household income of $100,000

o n=525: Young Professionals — defined as less than 30 years of
age, having a college degree, and a minimum annual household
income of $50,000

= |Interviewing was conducted by Echo Research between November 29 —
December 3, 2011.

= Overall the results have a margin of error of +/- 2.2 percentage points at
the 95% level of confidence.
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The Final Stretch to Holiday Gift Giving

The majority of consumers still haven’t finished their holiday shopping.

While most have already begun shopping (65%), and over half of them started before Thanksgiving (55%),
nine in ten have yet to finish making their purchases (91% vs. 84% this time last year).

Started Holiday Shopping fﬁiﬁﬁ‘.’n;SQE’ﬁi
Thanksgiving

Not Finished Holiday Shopping

65% 55% 919 ¥
Total 24% Total
11%
9% ———>  65% 93%
Affluents 16% Affluents
90%
5%
840y —> 63% 92%
Young Young Professionals
Professionals 94%

B Started holiday shopping

B Have not started holiday shopping 2 120
No holiday shopping plans

Q.1 Did you begin your holiday shopping? BASE: Total respondents

Q.2. Percent of Holiday shoppers who completed any shopping before Thanksgiving Base: Total
Holiday Shoppers

Q.5 Have you completed your holiday shopping? BASE: Total Holiday Shoppers 2§ significantly HIGHER/ LOWER in 2011 versus 2010 e< I IO
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Last Minute Shopping Leads to Smart Spending Lo

Two thirds of holiday shoppers expect to do last minute shopping (66% - up from 55%
this time last year) and the top reason indicates smart consumer spending.

More than one third of holiday shoppers will finish up their shopping at the last minute due to waiting for the
best deals (34% - vs. 25% 2010), while others are still saving/ don’t have the money yet (27% - vs. 18% 2010).

TOTAL AFFLUENTS YOUNG PROFESSIONALS
Last Minute 2011: 66%%* 2011: 63% * 2011: 81% *
Holiday Shopper 2010: 55% 2010: 52% 2010: 73%
| am waiting for the best 34% % | am waiting for the best 36% 1 | am waiting for the best 43% *
deals 25% deals 23% deals 36%
| am still saving/l don't 27% % | am still saving/l don't 15% * | am still saving/l don't 25% %
have the money yet 18% have the money yet have the money yet 16%
I am busy and f_inding 17% I am busy and fjnding 26%‘ I am busy and f_inding 36% 1
time to shop will be 13% time to shop will be 200 time to shop will be 6%
difficult 0 difficult £ difficult 0
| plan on using my last 12% | plan on using my last | plan on using my last 16%
paycheck before the 11% paycheck before the paycheck before the
holidays to shop 0 holidays to shop holidays to shop
| always put off what | | always put off what | | always put off what | 17%
can do now for later can do now for later can do now for later 15%
| am waiting for an end- | am waiting for an end- | am waiting for an end- 15%

of-year bonus of-year bonus of-year bonus

E2011 =2010 E2011 m2010 E2011 ®2010

Q.6 Which of the following are reasons you would go holiday shopping at the last minute this year? L .
BASE: Total Holiday Shoppers 23 Significantly HIGHER/ LOWER in 2011
4 versus 2010

© echo


http://images.google.com/imgres?imgurl=http://www.swindonweb.com/americanexpress/imgs/logo.jpg&imgrefurl=http://www.swindonweb.com/americanexpress/&h=142&w=148&sz=6&tbnid=ieTA2aevsSIJ:&tbnh=86&tbnw=90&prev=/images?q=american+express+logo&hl=en&lr=&oi=imagesr&start=1&ei=Jx60Q7vJNaK-qQLmnqhP&sig2=WPxIewxMbkRXnXq5FnoSWw

Most Difficult Person to Buy for this Holiday Season  giaed

Most holiday shoppers list their spouse or significant other as the most challenging to

buy for this holiday season.

More than one in four holiday shoppers among the general population (27%) and over a third among Affluents
(36%) say the most difficult person to buy a gift for is their spouse/significant other this holiday season.

However, Young Professionals are most challenged in buying for their parents (31%).

TOTAL

Spouse or
significant other

Parents (mother or
father)

Children

In-laws

Friends

Extended family
members

Sibling(s)

E2011 =2010

AFFLUENTS

Spouse or
significant other

Parents (mother or
father)

Children

In-laws

Friends

Extended family
members

Sibling(s)

E2011 =2010

YOUNG PROFESSIONALS

Spouse or 20%
significant other 21%

Parents (mother or 31% ¥
father) 37%
Children
In-laws
Friends

Extended family
members

Sibling(s)

E2011 =2010

Responses less than 5% not shown above
Q.8 Whois the MOST difficult person to shop for? BASE: Total Holiday Shoppers
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Decision to Buy Holiday Gifts for Children

An overwhelming 87% of holiday shoppers will never stop buying holiday gifts for their
children or grandchildren, while two thirds (66%) will continue buying for other children
in their family indefinitely.

Never Stop Buying Holiday Gifts

for Children
87%
Total 87%
88%
Affluents 88%

83%

Young Professionals 91%

B Your own children ®Grandchildren B Other children in your family

Q.11a How old will the children in your family be when you stop buying them holiday gifts? lllustrated
above is the % would never stop buying holiday gifts for their children.

BASE: Total Holiday Shoppers (not applicable responses were filtered out of base) e Cho
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School Age Children Expected to Buy Holiday Gifts
for Immediate Family Members

Fewer than one half (48%) of holiday shoppers expect school age children, 6 to 17, to
buy holiday gifts for their immediate family members, while 52% don’t expect gifting
to commence until adulthood.

On average, holiday shoppers expect school age children to begin buying gifts for
immediate family members at 12 years of age.

At what Age should school age children
buy for immediate family members?

Average
Age
12 Total
52%
12 Affluents
13 Young 56%

Professionals

B Any age 6 to 17 B Not until they are adults / never as children

Q.12 At what age do you expect school age children (age 6 to 17) to begin

buying gifts for immediate family members? BASE: Total Holiday Shoppers
(not applicable responses were filtered out of base) e C O
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School Age Children — Primary Source Expected to
Fund Holiday Gifts

Just under one in five (18%) consumers felt that 15-17 years old was the appropriate age
to begin gifting, and those consumers listed full or part-time jobs as the primary
expected funding for holiday gift giving (29%), followed by allowance (26%).

Where do you expect school age children
to fund Holiday Gifts?

29%
26%
Total 20%
18%

27%

Affluents 27%
28%
Young 29%

Professionals 23%

18%

B Funds earned by the child from an official full-time or part time job
Allowance given to the child

B Funds earned by child from odd jobs/fundraising activity (not official job)

B Holiday budget given to the child by parents or other adult

Not shown: other/ not sure

Q.13 What do you expect the primary source of paying for holiday gifts to be for
a child age *(AGE)*? BASE: Total Holiday Shoppers expect children age e C O
8
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The Pressure of Giving the Perfect Gift this Holiday — asen

EXBRESS

When asked about re-gifting, many consumers who set out to holiday shop this season
say they are unconcerned by the prospect of their gift recipient returning a gift.

More than half of holiday shoppers among the general population and the Affluents say it ‘doesn’t matter, that

the recipient can do what they want with the gift; however most consumers are likely to not reveal if they were
to return a gift.

A notable percentage of Young Professionals, however, said they would be embarrassed (14%) by giving a gift
that was returned, if not offended (12%).

% of consumers NOT likely How does Holiday Shopper feel when

to reveal to loved one they their gift is re-gifted?
returned a gift 56%
S Total
55%
57% Affluents
Young
67% Professionals

B Doesn't matter, once | give a gift they can do what they want with it
Happy they are getting what they want and can use
u Offended
B Embarrassed
Not shown: not applicable

Q.16 If someone were to return a gift you bought for them, how would that most likely
make you feel? BASE: Total Holiday Shoppers

Q.22 If you return an item given to you by a loved one, are you likely to tell them the gift I l
© echo was returned? BASE: Total respondents 9
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Consumer Sentiment on Re-Gifting

While most polled believe re-gifting is acceptable only “sometimes” (58%), the majority
of consumers (79%) deem re-gifting socially acceptable during the holiday season,
versus only 21% who say “never.”

Almost a quarter of consumers—24%—re-gifted at least one item they received last season.

ey _ ?
% say re-gifting is Is Re-Gifting Socially Acceptable®

‘somewhat’ or ‘always’

acceptable
58%
79% Total
0 58%
79% Affluents
62%
81% Young Professionals

B Yes, sometimes acceptable
® Yes, always acceptable
® No, never acceptable

Q.18 Is re-gifting socially acceptable over the holiday gift giving season?

BASE: Total respondents e Ch O
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