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Holiday 2023
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Essentials:

Essential categories of spend — like back-to-school —
are spiking

Experiences:

Consumers are priOritizing The share of discretionary spending going to
s - services vs goods is back to pre-pandemic levels
what’s important to them

Events:

Total spending on nearly every holiday and
celebration this year has exceeded previous
records
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Expected average spending on gifts and other holiday

essentials
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Source: NRF and Prosper Insights & Analytics, October 2023 Holiday Survey
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Consumer holiday spending by category
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A value-minded shopper

Percent of who say the state of the U.S. economy will affect their
holiday spending plans

62% say sales are more
important to them this year

70%
compared to last year
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40% 46% are shopping for sales
more often
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10% 34% doing more comparative
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Source: NRF and Prosper Insights & Analytics, October 2023 Holiday Survey
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Steps shoppers are taking to cover the cost of holiday items

mAIlUS. adults m18-24yrolds ™ 25-34yrolds

Cutting back in other areas

Buying gifts for fewer people

Purchasing fewer items for myself

Working overtime or taking on additional hours
Waiting until Thanksgiving sales

Using buy now, pay later

Borrowing money or going into debt

Taking out additional credit cards
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Source: NRF and Prosper Insights & Analytics, October 2023 Holiday Survey
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Top five gifts shoppers would like to receive

56%

54% 55%
47% 49% 49%
32%
; 30% 2806
25% 26% 4% 2304
I I | 20%I I I I
Gift cards Clothing and Books, video games  Personal care and Electronics

accessories and other media beauty items

m2021 =2022 m2023

National
Retail 7
+ Federation




Top five holiday shopping Percent of holiday shopping
destinations planned online

Percent of holiday shopping consumers plan to conduct
online on average

* Online 0%
 Department stores 60%
« Discount stores o0% /J\’
« Grocery stores igj

» Clothing or accessories 20%
stores 10%

0%

Source: NRF and Prosper Insights & Analytics, October 2023 Holiday Survey
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@) Back-to-school starts in June: And early sales may move holiday
H 55% of started shopping for back-to-class h . l
L by early July, up from 44% in 2019 shopping up even eariier
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Halloween is underway in September:
@ 47% of started shopping for Halloween

before October, up from 36% in 2017
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Holiday shopping has shifted to
October: 43% of holiday shoppers
generally start before November up from
39% in 2019.
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Of consumers considered taking advantage
of early October sales to pick up gifts and
other holiday items

Source: NRF and Prosper Insights & Analytics
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Thank you!
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