Black Friday: We’re kind of over you!

Traditional start to holiday season now more symbolic than significant as
consumers extend their shopping into a multichannel seasonal experience
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Q5. Please select the day of ‘Black Friday’ week that you
plan to do the majority of your holiday shopping
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remain Pavlovian triggers for many consumers,
shoppers don’t feel too pressured to “wrap”

things up just yet. Especially in this age of dueling After Black Frlday Week,
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Q4. When do you plan to finish your 2019 holiday shopping this year?
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Thanksgiving rebels

Of course, we have the shoppers who
won’t wait until Black Friday to begin
shopping. Once the turkey’s eaten,
they’re ready to prime the retail pump.

Online shopping popular on
Thanksgiving Day

Online In-store

32%  37% Genx 17%
These Thanksgiving rebels include
millennials (age 24-37), who will shop
every which way they can: online, in stores
or both. Gen X meanwhile is most likely

to shop online. Perhaps this generational
cohort (age 38-52) feels the pressure

to rustle up an array of gifts to appease
everyone from adolescent children

to aging parents but doesn’t always

have the time or inclination to shop in
stores on Thanksgiving Day. Meanwhile,
almost 60% of shoppers 73 and older

will not shop on Thanksgiving Day.
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Q6. How do you plan to do the majority of your holiday purchasing on Thanksgiving Day?
Source: PwC, Holiday Outlook 2019

The muting of Black Friday

Several trends have converged to diminish Black
Friday’s importance as a retail holiday:

More online shoppers

Once a day marked by hordes
of shoppers descending on
physical stores, Black Friday
has fallen prey to the always-
on retail economy. In fact,

for the first time this year,
consumers told us they’ll do
more of their holiday shopping
online (54%) than in stores.
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The Amazon effect

Amazon’s dominance and the
success of Prime Day have
changed consumer behavior.
Shoppers realize there are
opportunities for deep discounts
beyond Black Friday and

Cyber Monday, essentially
causing buying patterns to
become more dispersed.

The emergence of
Black November

Retailers begin teasing Black
Friday deals ever earlier to
extend the holiday shopping
window. Some announce
deeper discounting starting
in early November to prime
shoppers for what’s ahead.
By the time Black Friday rolls
around, many shoppers have
already taken advantage

of discounted prices.
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Flash the cash

Consumers will spend $1,284 on average
this holiday: $720 on family, $344 on
themselves and $123 on friends. Pet
owners meanwhile, will spend an average
of $76 on their furry friends. Among our
biggest spenders: holiday travelers,
college graduates and telecommuters.
Meanwhile, almost half of young
millennials (age 24-27) will spend more
this holiday season than they did last year,
compared to 33% of consumers overall.

Who's driving spending
this holiday season?

Men Women
$1,458 $1,131
=$65k <$65k
$1,891 $872
Non-

Parents parents
$1,528 $950

Metropolitan
$1,485

* bachelor’s degree or higher
** about the economy

>37 years

$1,433

Optimists™*

$1,561

Tele-
commuters

$1,638

Suburban

$1,323

College
grads*

$1,798

Q: Thinking about the forthcoming holiday season, how much in total do you plan to
spend on others and yourself in the following categories? This includes gifts, travel

and entertainment. Note: please exclude anv charitable contributions

=37 years

$1,076

Pessimists**

$1,152

All others

$1,222

Small town,
rural

$1,041

All others

$1,042

© 2019 PwC. All rights reserved. PwC refers to the PwC network and/or one or more of its member firms, each of which
is a separate legal entity. Please see www.pwc.com/structure for further details. This content is for general information
purposes only, and should not be used as a substitute for consultation with professional advisors. 527063-2019.RM

pwc

3| 2019 Holiday Outlook



