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Executive
perspectives

Consumersare holding steadywith their While inflation has brought BFCM back
initial holiday budgets, with 84% surveyed As consumers ook to stretch their into the spotlight, a larger shift has been
planningtospendthe same or more than budgets, 80% plan to shop duringBlack occurringsince 2019. Of those surveyed,
their September budgets (versus81%in Friday-Cyber Monday (BFCM) and millennials are now the dominant
2022). spendingisset to reach anew high of generation, responsible for 43% of BFCM

$567 (+13% versus 2022). spending(versus30%in 2019).

Copyright © 2023 Deloitte Development LLC. All rights reserved. 2023 Black Friday-Cyber Monday survey.



Cheat sheet

BFCM spendingrises

Spending plans stay the course as
84% plan to spend the same or more
than they had budgeted in September.

Shoppers plan to spend a record $567
(+13% year over year) during the
upcoming BFCM week.

Overall BFCM participation holds
steady YoY, as eight in 10 plan to shop
during the BFCM week.

Participation across event days
returns to prepandemic levels after
experiencing some lows.

Consumers plan to focus on
categories where they expect the
best deals: clothing (70%), electronics
(53%), and toys (53%).

57% of shoppers plan to take
advantage of as many deals as
possible, and four in 10 plan to
complete the entirety of their holiday
shopping during the BFCM week.

Channel and format
preferences

61% of shoppers’ BFCM budget will
be spent online (a marginal increase
from 59% in 2022).

Mass merchants (60%) are the
preferred format for BFCM shopping
according to respondents; 57% plan to
shop at online-only retailers, they are
closing the gap (versus 54% in 2022).

Black Friday spending online
continues to grow as shoppers expect
to spend $169 during this event, versus
$121 in 2019 (+9% CAGR).

The majority of consumers noted
doorbusters are less appealing (58%)
or are hoping to avoid crowds (55%).
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Millennials—the new
face of BFCM shoppers

Millennials will likely drive a
significant share of spending during
the BFCM period (43%).

Millennial shoppers intend to increase
their BFCM spending by 38% YoY.

68% plan to buy gifts for themselves
during this period, as they prioritize
self-gifting more than any other
generation.

Millennials are more likely to embrace
the Black Friday doorbuster
traditions—50% are likely to go to
stores between midnight and 7 a.m.
(versus 31% of other shoppers).

October promotions

Earlier promotional events seem to be
making an impact as 41% of
respondents said they shopped
during October promotional events.

October promotional events may
cannibalize BFCM sales as those who
shopped in October are likely to
spend 25% less than others during
BFCM.



Spending
intentions
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Consumers plan to
stick to their budgets
by spending heavily
during BFCM

84%

are confidentabouttheir original
holiday budgets and plan to spend
the same as or more than their
expectationsin September

versus 81%in 2022, 86% in 2021,
76% in 2020, and 91%in 2019

Top reasons for spending more than budgeted3:
51% buying more gifts

44% updating nongift clothing

40% higher prices

Questions: (1) "Compared toyour planned holiday budget from
amonth or twoago, doyou now planto:” % spend same/more
(N=1,189); (2) "Approximately how much do you expect to
spend on gifts (for others and yourself) during BFCM?" (N = 956);
(3) "Why do you plan tospend more on the holidays?” (N = 266);
(4) % agree/strongly agree (N = 956).

Consumers up their spending during BFCM year over year, reaching new highs

Average expected BFCM week spend?
$567

$500

$448
$415 $401

-3% YoY +12% YoY +12% YoY +13% YoY

2019 2020 2021 2022 2023

4 in 10 expect to complete all their
holiday shopping during the BFCM week*
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BFCM participation
on par with 2019 Participation holds steady across event days

BFCM week participation, by shopping event day3

2019 @2020 (O2021 @2022 2023

80%

planto shop duringthe BFCM week' 57% 58%
versus 80% in 2022, 71%in 2021, 74% in
2020, and 79%in 2019 48%
45% —

o e . 35% 35%
57% °
planto take advantage of as
many retailers’ deals as possible

during the BFCM week?

Thanksgiving Day Black Friday Saturday Sunday Cyber Monday

Questions: (1) “Will you shop online/in-store during the upcoming
Black Friday-Cyber Monday shopping period (which begins on
Thanksgiving Thursday, November 23rd, and ends on Cyber
Monday, November 27th)?"; (2) % agree/strongly agree; (3) “On what
days doyou expect to shop online/in-store?”

Note: N =1,200.
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Shopper
preferences
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Embracingonline
convenience, many
consumers even plan
to shop during BFCM
while at work

63%

could be tempted to make a
BFCM purchase while atwork?

Share of BFCM spend through the online channel,

by generation:!
60% GenZ

59% millennials
64% Gen X

63% baby boomers

Questions: (1) "Approximately, what percentage of your spending
during the BFCM period is expected to be through the following
shopping channels?” (N = 956); (2) % neutral/agree/strongly agree
(N=1,053).

Note: GenZ 18-26 years; millennials 27-42 years; GenX 43-

58 years; baby boomers 59-77 years.

Online spending continues to hold on to the gains observed during the pandemic

Share of BFCM spend, by channel

=o—(nline In-store
62%
61%
60% 59% .
55% -
52%
48%
45%
41%
38% 0% : e
2018 2019 2020 2021 2022 2023
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Black Friday has become an omnichannel event

Online spending continues to inch up, but consumers plan to stick with their in-store shopping traditions

Average expected Black Friday spend, by channel’
2019 @2020 (02021 @2022 2023

$160 $169 Reasons for YoY decline in in-store

i 2
$140 $145 ¢33 spending on

135
$121 $128 $125 ;
$111

say in-store Black Friday doorbuster
deals have lost their appeal

want to avoid Black Friday
crowds in stores

Online In-store
® @ ® @

CAGR 2019-2023

Questions: (1) “What percentage doyou plan to spend shopping online on Black Friday?” (N = 511); “What percentage doyou planto spend shopping in physical stores on Black Friday?” (N = 544); (2) % agree/strongly agree (N =
1,200).

Note: CAGR refers to compounded annual growth rate.
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October promotional
events CO“Id Four in 10 bought holiday gifts during October promotions

cannibalize BFCM sales

41%

respondents shopped for
holiday gifts during the
October promotion events’

Surveyed respondentswho
shopped during the October
promotions are likely to spend
25% less than others
during BFCM

bought something they had said their purchasesduring
beenwaiting to buy, as the October promotion events
price was too good to pass up? checked off severalgiftson

their holiday shopping list?

Questions: (1) “Approximately how much did you spend during the
October promotional events on holiday items (for others or
yourself)?"; (2) % agree/ agree.

Note: N =1,200.

Copyright © 2023 Deloitte Development LLC. All rights reserved. 2023 Black Friday-Cyber Monday survey.



Meet the new face of BFCM: Millennials are now generating 43% of the spending

Retailers that can lean into the preferences and motives of millennials may see an upside this BFCM

Share of BFCM spend, by generation'

Seniors

4%
2019 Gen X Baby boomers

33% 28%
2023 Gen X Baby boomers
23% 20%
Seniors
1%

Get to know millennials
- Likely to start early—68% started before October end (versus 55% of other generations)?

+ Embrace the Black Friday doorbuster traditions more than other generations—
50% are likely to go to stores between midnight and 7 a.m. (versus 31% of other generations)3

Questions: (1)“Approximately how much do you expect to spend ongifts (for others and yourself) during the Black Friday-CKber Mondayshoppln%(perlod”’ (N=956); (2) “How much of your holiday gift budget have you
spent to date?” (N = 349 millennials, 851 other generations); (3)“When do you expect to go to the store on the Friday after Thanksgiving Day (“Black Friday”)?" (N = 205 millennials, 339 othergenerations).

Copyright © 2023 Deloitte Development LLC. All rights reserved. 2023 Black Friday-Cyber Monday survey.



Millennials plan to spend big, especially on themselves

Millennials intend to increase their BFCM spending by 38% and prioritize self-gifting more than other generations

BFCM participation, by generation’

@2022 2023
millennials plan to buy gifts

for themselves during BFCM3

879 91% 91%91% 87% 905 65% Gen Z
68% 66% 46% Gen X
559% 32% baby boomers
47%
GenZ Millennials Gen X Baby boomers Seniors of millennials’ BECM Spend
will be on gifts for themselves*
+38% YoY
A d duri
o 8 468 $528 $536 $460 $362

the BFCM week?

Questions: (1) “Will you shop online/in-store during the upcoming Black Friday-Cyber Monday shopping period (which begins on Thanksgiving Thursday, November 23rd, and ends on Cyber Monday, November 27th)?" (N =171 Gen
Z, 348 millennials, 283 Gen X, 358 baby boomers, 34 seniors); (2) “Approximately how much doyou expect to spend on gifts (for others and yourself) during the Black Friday-Cyber Monday shopping period?”;
(3) % agree(N=171 GenZ 349 millennials, 284 GenX, 361 babyboomers, 35 seniors); (4)"How much doyou planto spend on gifts for yourself?” (N = 237).
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Consumers choose
deal-oriented retailers As in-store purchases lose steam, online-only retailers close the gap with mass merchants

Top five preferred retail formats'

Mass merchants o 63%
0, |
[ 60%
Online-only retailers ¢ ¢ L 57%
54% 54% 54% 54%
35% 35%
32% D
Department stores o__ 30% 29% 33%
Electronics —— 28%
31% 28% 28%
0 I, o 0
Off-price stores 25% 25%

22%

Questions: (1) “Where will you likely shop during this Black Friday-

ﬁ{;gr’z@g@? period?” 2019 2020 2021 2022 2023
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Consumers focus on categories where they expect the best deals

Clothing, electronics, and toys are expected to top BFCM shopping lists

BFCM shoppers plan to buy’...

70% Potentially discounted categories @ Nondiscounted categories
53% 53%
33%
29% 27%
24%
19%
Clothing & Electronics& Toys & hobbies Home & kitchen Gift cards Food & beverage Health & beauty Pet products
accessories accessories

BCFM shoppers aged 50+ years (34%) prefer
gift cards more than younger shoppers (26%)

Questions: (1) “Which of the following do you plan to buy during the Black Friday-Cyber Monday shopping period?”
Note: N = 956.
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About the October 19 to October 25, 2023

The survey polled a national sample of 1,200 consumers aged 18 and older shopping for holiday gifts.
It has a margin of error of plus or minus three percentage points for the entire sample.

The survey was conducted online using an independent research panel.

The authors would like to thank Sanjay Mallik Vadrevu, Michele Stoffel, Kianna Evelyn Sanchez,
and Negina Rood for their contributions to this survey.
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The Deloitte Consumer Industry Center provides premiere insights based on primary researchon the most prevalentissues facing the consumer
industry to help our clients run effectivelyandachieve superior business results. The center is a trusted source for information on leading trends
and researchthatconnect insights, issues, and solutions for Deloitte’s four consumer sectors: automotive; consumer products ; retail, wholesale,
and distribution; and transportation, hospitality, and services.

About the Deloitte Retail practice

The retailindustry is transforming at lightning speed, andretailers are being forced tofind ways to grow profitably while also meeting rising
consumer expectations. Today’s customers don’tjust expect the retail industry to operate efficiently, butempatheticallytoo. They are buying into
better and are demanding that brands share their values around purpose, inclusion, trust, transparency, andinnovation.

Leadersinthis rapidly shifting industryshould have better insight, better innovation, and a better connection to their customers. That's whythey
turn to Deloitte. Driven bya relentless pursuit of innovation and the pulse of the consumer, Deloitte helps many of the world’s leading brandsin the
retail sector align with their customers’ values, create lasting competitive advantages, build enduring customer relationships, and shape the future
of the industry. www.deloitte.com/us/retail

About Deloitte

Deloitte refers to one or more of Deloitte Touche Tohmatsu Limited, a UK private company limited by guarantee (“DTTL”), its network of member
firms, and their related entities. DTTL and each of its memberfirms are legallyseparate and independent entities. DTTL (also referredto as “Deloitte
Global”) does not provide services to clients. In the United States, Deloitte refers to one or more of the US memberfirms of DTTL, theirrelated
entities that operate using the “Deloitte” name in the United States and theirrespective affiliates. Certain services may not be available to attest
clients undertherules and regulations of publicaccounting. Please see www.deloitte.com/about to learn more about our global network of
member firms.

This presentation contains general information only and Deloitte is not, by means of this presentation, rendering accounting, business, financial,
investment, legal, tax, or other professional advice or services. This presentation is not a substitute for such professional advice orservices, nor
should it be used as a basis for any decision oraction that may affect yourbusiness. Before making any decision or taking a ny actionthat mayaffect
your business, you should consulta qualified professional advisor.

Deloitte shall notbe responsible for any loss sustained by any person who relies on this presentation.
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