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HOLIDAY RETAIL 
OUTLOOK

by Marshal Cohen

Chief Industry Advisor, Retail
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bt5Ωǎ IƻƭƛŘŀȅ wŜǘŀƛƭ hǳǘƭƻƻƪΣ ōȅ aŀǊǎƘŀƭ /ƻƘŜƴ
Holiday 2021 will be a unique journey, blending a complex range of behaviors.
Pandemic Lifestyles Remain A Celebratory Feeling Returns

Holiday 2021 shopping will have an earlier start for more consumers. 
More than half plan to start before Thanksgiving Day.

More shopping continues to move online, with 85% of consumers planning 
to shop online this holiday season, up from 80% last year, and those who 
were store-only shoppers shifting to shopping both in stores and online.

Free shipping beatsvalue and price as the top influencer of where 
consumers will shop during the holiday season, for the second year in a row.

Financial perceptions are unchanged from last yearas related to both the 
ŎƻƴǎǳƳŜǊΩǎ ƻǿƴ ǇŜǊǎƻƴŀƭ ŦƛƴŀƴŎƛŀƭ ǎƛǘǳŀǘƛƻƴ ŀƴŘ ǘƘŜ ǎǘŀǘŜ ƻŦ ǘƘŜ ŜŎƻƴƻƳȅΦ

Popular sales categories through the pandemic, like consumer technology, 
home, and toys, can expect sustained focus as the COVID-19 delta variant 
evolves and consumers continue to concentrate on enhancing time at home.

Holiday purchases pulled to earlier in the year ŘƻƴΩǘ ǎŜŜƳ ǘƻ ŘŀƳǇŜƴ 
ŎƻƴǎǳƳŜǊǎΩ Ǉƭŀƴǎ ŦƻǊ ƘƻƭƛŘŀȅ ǎǇŜƴŘƛƴƎΦ

Consumers plan to spend an average of $785during the 2021 holiday 
shopping season. That ismore than in either of the last two years. And 
29%plan to spend more than they did last year, up from 22%.

Consumers plan to see more family and friends this year, whether hosting 
or visiting, and more than a third plan to buy more gifts because they will be 
celebrating with friends/family.

Experiences are back on the gift list,with 57% of consumers planning to 
purchase an experience/intangible gift, up from 50% last year.

All categories can expect some increased spending, including products that 
ǎǳǇǇƻǊǘ ǘƘŜ ŎƻƴǎǳƳŜǊΩǎ ƛƴǘŜǊŜǎǘ ƛƴ ƎŜǘǘƛƴƎ ƻǳǘ ŀƴŘ ŀōƻǳǘ ŀƴŘ ǘƘŜincreased 
ability to do so, like apparel, footwear, accessories, and beauty.

+3%
Traditional holiday
Results for discretionary general merchandise 
categories occurring inNovember and December. +5%

Expanded holiday
Results starting in mid-October with early-season 
promotions and running through early January.

Two holiday 
projections



The NPD Group, Inc.  |  Proprietary and confidential 5

*Source: The NPD Group/Checkout Omnichannel Tracking

bt5Ωǎ IƻƭƛŘŀȅ wŜǘŀƛƭ hǳǘƭƻƻƪΣ ōȅ 
Marshal Cohen
The U.S. retail landscape and the way consumers shop are 
fundamentally different.
¢ƘŜ ŎƻƴǎǳƳŜǊ ƛǎ ǿƛƭƭƛƴƎ ǘƻ ǎǇŜƴŘ Χ
The U.S. consumer has continued to demonstrate a propensity to buy and a willingness to spend 
over the past year. The expiration of the stimulus payments has had some recent impact on 
spending, resulting in a steadying of year-over-year sales growth rates at the single-digit level 
from mid-August through the end of September. However, retail sales continue to outpace 2019 
results at a higher level than even 2020 comparisons.

Χ ōǳǘ ǘƘŜ ǿŀȅ ǘƘŜ ŎƻƴǎǳƳŜǊ ǎƘƻǇǎ Ƙŀǎ ŎƘŀƴƎŜŘΦ
Average shopping occasion spending has remained elevated since the start of the pandemic.* 
This is the result of multiple shifting consumer behaviors:

Navigating this new landscape 
will be a unique journey.

The keys to a successful Holiday 2021 
are flexibility and patience as 

consumers and marketers both 
continue to deal with uncertainty 

and change.
Increased online 
purchasing, where average 
selling prices (ASPs) and 
the amount spent on each 
transaction already tended 
to be higher

Fewer shopping visits to 
stores or online sites per 
week, leading to stock-up 
behavior

Inventory concerns, 
combined with constantly 
changing needs, have the 
consumer shopping in the 
"here and now" mode 
more than ever before
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WHAT CONSUMER 
SPENDING WILL 
LOOK LIKE

How much will they spend?

What will they buy?

Will early purchases put adamper 
on holiday plans?


