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Appendix

Methodology

Quantcast analysed thousands of purchases across key retail
categories in the UK to identify 2019 shopping trends, as well as
shifts in shopper audience profiles in the time of COVID-19.

Utilising our first party data, we also identified trends in search
behavior and the demographic makeup of internet users who
have shown interest in topics related to Christmas.

In order to get a broader view of consumers’ plans for and
attitudes towards the 2020 festive season, Quantcast partnered
with research specialist Dynata and conducted a survey among
over 1000 UK consumers.

The data was collected between 26 August and 5 September
and analysed by Dynata.

Quantcast * %% dynata

Sample: 1004 UK residents

Demographics:
@ Area

cry I 27%

Qj" Gender

vac I 52

cemac [ <
oo D 2%

£ Age

1824 [l 10%

Occupation
Full-time employment D

25.34 - 18% Part-time employment [l 11%
Self-employed [l 6%
3544 [ 19% Retired [N 20%
45-54 - 19% Full-time homemaker/housewife il 5%
. In full-time education l 4%
ss-c4 [l 16% Unemployed since CV19 § 2%
65+ - 19% Longer term unemployed I 6%

Furloughed § 2%
Other B 2%

suvur> I 0%

42%
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Understanding the festive
season 2020

2020 is a year of unprecedented change and unpredictability, which
presents major challenges for advertisers trying to plan their activity.
With one of the biggest spending events of the year coming up,
Quantcast set out to understand how the changes are affecting
consumer attitudes towards the festive season, and what is most
important to consumers this year.

Quantcast partnered with research specialist Dynata to conduct a
study among over 1000 UK consumers, as well as diving into our own
first party data, to uncover key trends regarding:

What relevance Christmas holds for consumers this year
How their spending will differ from previous years
What impact government-imposed restrictions have on
consumers’ plans and

+ Which messaging resonates most this year

Quantcast
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Attitudes towards the holidays

2020 Christmas is important.

With everything that happened this year, it would be
unsurprising if people weren’t in the mood for a big celebration.

However, quite to the contrary, when asked about their attitude
towards and plans for Christmas this year, the vast majority of
UK consumers indicated that they will be celebrating it, and
placing great importance in it.

6%

94°/ﬂ

@® Will celebrate Christmas
Will not celebrate Christmas

® Very Important @ Important
Unimportant No opinion

)

6%

of consumers who
generally celebrate

Christmas will skip it
in 2020.

75%

of respondents said
Christmas is important
this year

Source: Quantcast & Dynata survey September 2020



UK Holiday Insights 2020

Attitudes towards the holidays
Audience profiles

With the majority of UK consumers agreeing that
the festive season is important this year, we can
expect a high level of interest in
Christmas-related content in 2020.

So who are the biggest champions and least
interested in Christmas this year?

We identified some common attributes among
both groups and found that christmas is most
important to very young people this year, as well
as to families with children.

Among the few who aren’t excited about
Christmas this year, the majority are 24-29 year
olds and/or living in suburbs.

Quantcast

2020 Christmas Champions (40%) 2020 Grinches (7%)

Find Christmas “very important”

Find Christmas “unimportant”

Household Income
£50-70k

Age
18-24

Age
35-39

Children
Yes

44%

51%

55%

51%

Age
é 25-29 1 O%
= Area 0
@. Y Suburb 9 / o

. . Household Income
£ 30-50k 9%

Source: Quantcast & Dynata survey September 2020



The majority of UK consumers will not reduce their Christmas spending

While the financial impact of the pandemic in conjunction with political changes might have had an impact of consumers’ disposable income,
two thirds state their financial situation hasn’t worsened, and that they are planning to spend the same amount as the previous Christmas.

How has your financial situation
changed this year?

63%

of consumers say their
financial position is not
9% compromised by
COVID-19

® Same as before ® Improved

Quantcast

Are you planning to spend a different
amount on Christmas this year?

16%

® Spend the same @ Spend more

67%

of consumers say

they will spend the
same or more this

Christmas

Source: Quantcast & Dynata survey September 2020



Understanding different spending behaviours for Christmas 2020

4d4

é Age
Qj' Gender
e
ﬁ Children
Area

2 Occupation
X,

The splurgers

Most likely to spend more
this year

18+ <35

Female

£0

Yes

Rural

Part time employment

The unfazed

Most likely to spend the
same amount

45-54

£50-70k

Suburb

Full time employment

The cautious

Most likely to spend

less this year

55+

Male

£0-70k £70k+

No

City

Retired

*of total respondents
Source: Quantcast & Dynata survey September 2020



Timelines for Christmas 2020 resemble previous years

Over half of UK consumers state their planning timeframe won’t differ from last year’s,

There is a tendency towards getting the shopping done early, especially online (19%), perhaps to accommodate sending gifts per mail.
7% state that plans dependent on government regulation (e.g. travel, social gatherings) will be made a little later this year.

- N R 3o

o O A
Gift shopping Groceries, Travel Parties/social
online Gift shopping in store plans activities

o

V o ) V a A\
A\~ 4 \ ¥ 4 A\~ 4
Quantcast

Percentages: consumers indicating their planning in this regard will be different this year.
Source: Quantcast & Dynata survey September 2020



The online
shopping trend




The online purchasing trend as an opportunity in 2020

As in previous years, 2019 online purchases saw a
major increase from September as people were getting 400
ready for Christmas.

Xmas shopping

The increase we recorded over the lockdown period, 300 QL2
however, was almost twice as high.

Lockdown
+S
+

B

200

Index

QP 2X

As many online purchases were recorded 100
during the 2019 festive season compared

to the August baseline

Sep 19 Nov "19 Jan '20 Mar ‘20 May ‘20 Jul '20

+S  4X
*  As many online purchases were recorded
* Outlook:
at the peak of lockdown 2020 .
If the trend we saw under lockdown in H1 is any indication, online
shopping stands to be bigger than ever this Christmas.

Quantcast

Source: Quantcast, GB, Purchase Confirmations across all categories *vs. Aug 2019 baseline
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Online shopping
Online purchase trends vary by vertical

The health and beauty sector has seen the biggest impact of the online shopping trend under lockdown.

s 8

Lockdown

Xmas shopping

600
400
x
[}
e
£
200
0
Sep '19 Nov '19 Jan '20 Mar '20 May '20 Jul'20
== Health & Beauty == Home & Garden == Tech & Gaming == Apparel & Jewellery
Quantcast
Online Purchases over the last 13 months by vertical

Source: Quantcast, GB, Purchase Confirmations *vs. Aug 2019 baseline
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Online shopping
Unlocking new age groups for ecommerce

Since lockdown, a skew towards the 65+ age group has emerged among
online shoppers, as well as towards households without children.

Xmas ‘19 shoppers Lockdown shoppers

Qj Gender Female | Index 115 Gender Female | Index 114

45-54 | Index 110

Age G54 | Index 109

g Age  25-34]|Index 106
9¢ 4554 | Index 106

_ Yes/No |
Children  Neutral Index

5 g Household
oo £50-70K | Index 107

Children No | Index 106

Household ¢54 70k | Index 107
Income

Quant St Source: Quantcast, GB, Purchase Confirmations across all categories vs. GB baseline.
Christmas 2019 shopper period: Oct-Dec ‘19
Covid Shopper period: Apr-Jun ‘20
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Online shopping
General shift towards shopping online

39% of consumers say they will spend more on online retailers
over the festive period this year.

Online Shoppers

200 Age Job: Homemaker /
é 25-29 430/0* \ © | FT employed 47%
(XX Age 520/ Children 0
é 35-39 ¢ Yes 50%

58%

S 46% prea 41% Of those consumers who plan to
> spend more this Christmas than

Household Income 4 o S— . 201_9 intend to purchase more
£ 50k+ ° “more” 58% online

G

*Percentage of consumers in this demographic group who indicated they are looking to spend more online in 2020
Source: Quantcast & Dynata survey September 2020



A

\!

e Spending
L/

@ trends



Spending trends
Staying at home continues to dominate

purchasing trends

When asked what they’re planning on spending money on in the months
leading up to Christmas, home improvement/DIY (41%*) and giving to charity
(40%*) were mentioned most.

B Holidays [l Homecomfort [l Other

*Percentage of consumers indicating they are likely to purchase the specified items
Source: Quantcast & Dynata survey September 2020
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Spending trends

Food and drink

Christmas will largely be celebrated at home this year. As such, people are going
to make it an occasion - and are willing to spend accordingly:

Three thirds of UK consumers said they plan on spending the same or more on
Christmas food and drink this year compared to the year before.

Food 77%
Drink 72%

57%

Of those consumers who plan to
spend more this Christmas than
2019 will spend more on food.

32%

Of males aged 18-34 plan to spend
more on food than last year

Quantcast

Source: Quantcast & Dynata survey September 2020
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Spending trends
Charity donation learnings from 2019

40% of UK consumers state that they’re planning on giving
to charity leading up to Christmas.

From last year’s donation behaviour, we can glean that
customers are most likely to donate from the end of
November, and that higher age is a good indicator for the
likeliness to donate.

%ZX

Increase in donations in December
vs October baseline

Y 45+
Age group is significantly more likely to
give to charity
Quantcast

Age

Index

250
200
150
100

50

o

Nov 19 Dec 19

average

Overall

g

150

250
Index

Source: Quantcast, GB, Dec 2019 vs. start of Oct 2019 baseline



Lockdown won’t impact what’s
under the Christmas tree

The vast majority of consumers in the UK plan on spending the
same or more on presents this year compared to last, with
lockdown only showing minimal impact on their plans:

No lockdown 73%
Lockdown 69%

Y2

iz

30%

Of parents plan on spending more
than last year on presents in case
of a lockdown.

Quantcast

Source: Quantcast & Dynata survey September 2020
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Shopper behaviour
In-store shopping decreased

drastically in 2020

Readiness to shop in-store seems driven by necessity: supermarkets
remain relatively unaffected, with only 13% stating they haven’t been
shopping in store since lockdown, whereas more people have been
avoiding stores in the fashion sector (28%), likely shifting to online.

Supermarkets %

Restaurants

DIY/ Homeware
stores

Fashion retailers

Health, Beauty and
cosmetics retailers

B Visited stores since lockdown [ Did not visit stores since lockdown

Quantcast

14%
Are not worried about

being around strangers
since COVID19

44%

Are extremely
worried

Source: Quantcast & Dynata survey September 2020
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Shopper behaviour

Shoppers are seeking value for money

While two thirds of consumers are planning on spending the same
amount on Christmas as last year, there is a distinct trend towards

looking for offers:

Bargain hunters

g i e (& fome 8% o o
29% 210%

L A 47% ﬂ Yoo 42% of consumers say they YQY increase in web
will be looking for traffic on price

% e 36% /é;f; 36% deals over the festive ~ comparison sites in
period this year.* 2020**

Ec;:iihdd Income 34%, $ E;.r,]:;:,n:ti ?,Etitude 35%

*P f in thi hi ho indi h lookil le in 202
ercentage of consumers in this demographic group who indicated they are looking to spend more on Sale in 2020 *Source: Quantcast and dynata research 2020

**Source: Quantcast, GB, 07/08/20-07/09/20 vs. 07/08/19-07/09/19
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Shopper behaviour
Buying from different brands

9
Of consumers who are planning on spending

& more this Christmas say they are likely to buy
from different brands

+ 27%
g : Of males between 18-24 say they are likely
]

_E to buy from different brands

Quantcast

Source: Quantcast & Dynata survey September 2020
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Search trends - 2019

Out and away

Popular

Travel
Parties
Fashion/ apparel

Quantcast

I
cruises
ays

xmas market 2019 cheap holidays

‘pantomimes

party invitation _european christmas markets 2019
reunion

pamesholldayt restaurantsl

all inclusive xmas holidays 2019 holiday deals

best all mclusnve

cruise for christmas and new year 2019
new york office party ideas romantic eve

Preparty flyer
city breaks 2019

budapest christm christmas market breaks

carnival

chester zoo

Source: Quantcast, GB, Christmas related search terms 7/08/19-7/09/19 vs. 13 month christmas baseline

I
baby outfit
baby sleepsuit
glass baubles food

hamper corpc;}véte gift guide
deals boys pyjamas lunch

charity cards boys pyjamas jobs
childrens clothes shop iphone

antique tree candle holders
outfitspresent ideasbauble|ego

s best gift offers aldi jymper
i gpersonallsed baublejs B

gift  plaid dress  iphone

gift sets food guide PabY

famllyjammlesturkey

baby clothes



Search trends - 2020

Home and family

Popular

DIY presents
Baby gifts
Things for the home

Quantcast

films
enchanted
knitting patterns

arthur christma

cardsfomantic joy
charity 2020 gift guide
animals ~ disney museum

a dog fof chyistmas
movies n
loynewborn girl uXury
newborn cards traditions
pumpkin diy gifts

royal mail nge|

baby onesie®

gingerbread
special

vacation .
museum royal mail

babys first baby onesie
small trees cake decorations
argos trees cards
_mince pieShapkin holders
gift guide aluminium trees
christmas magazine story
bath christmas market hotel deals

pumpkin collectible bodysuit

pajamas product catalog
edinburgh xmas market 2020
artifi e lights 5“°§:‘"9
cake stand ¢3dbury
ornamentnhewborn
menu

Source: Quantcast, GB, Christmas related search terms 7/08/19-7/09/19 vs. 13 month christmas baseline
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Impactful messaging

Themes that resonate:

The special importance that is placed on family this Christmas is
mirrored in the preferred themes in advertising, alongside other topics
people value more than ever now:

Family values

The festive season as a celebration
Thinking about those less fortunate
Health & wellbeing

Being with friends

A classic nostalgic Christmas
Father Christmas/Santa Claus
Adjusting to COVID19

The religious aspects of Christmas

B Consumers stating this message resonates with them

Source: Quantcast & Dynata survey September 2020



Christmas values - most passionate audiences

Family (57%) Health & Wellbeing (47%) Charity (49%) Celebration (51%)
'YX Age YY) A 'YX Age 'YX Age
ge
é 25-29 é 45-64 é 35-39 é 35-39
449 Age Gender i Age YY) Age
é 60-64 Qj Female é 55-59 é 45-49
Gender - Household Income £ Area =1 Household Income
Q Female — E0-70k El §  city £ 50k-70K
2 Occupation Occupation 2 Occupation Kids
| ° ] homemakers 5] Self-employed \°/  homemakers yes
A Area @ Christmas attitude Children A2 Xmas spending plans
@. ) Suburb/ rural “important” yes ﬁ “more”
Quantcast

Source: Quantcast & Dynata survey September 2020
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Impactful messaging

Christmas adverts should focus
on family- and tread lightly around
COVID19

It is important to get the tone right when advertising during a
pandemic: Consumers prompted to remember what topics they
particularly like or dislike in advertising since the beginning of the
pandemic brought up some key preferences.

@ Popular @ Unpopular

Family themes e  COVID19 advice or abundant mention

Giving to charity e  “New normal” featured in creative

Distraction (humour or escapism) ° Too brand-focused (as opposed to consumer centric)
messaging

Quantcast
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Holiday 2020 Highlights
5 Key Takeaways

1 . The festive season 2020 presents a big opportunity for advertisers with
most consumers planning to spend as much or more than last year.

2. The trend towards online shopping will further increase during the
Christmas period, and new, older audiences are taking to buying online.

3. Whether or not a lockdown will be in place over Christmas will have

little impact on spending, however there is an increased interest in
offers and promotions.

4. Focus will lie on family and connecting with people this Christmas,

resulting in increased interest in purchasing things for the home and
making the celebration a memorable event.

5. Advertisers looking to connect with their audiences should focus their
messaging on family values and a sense of community. Although the
impact of COVID19 remains top of mind for consumers, the topic should
only be featured indirectly.
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Thank you

For more information about this
research, reach out to your sales rep
or email sales-uk@quantcast.com
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