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Overall
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While in-store shopping resurged this holiday, online was
bolstered by key advancements in social media & Al

In-store shopping
made a comeback

On key shopping days,
customers showed a slight
preference for brick-and-

mortar shopping

experiences

.

Al reached new
heights this holiday

Customers primarily used
Al for bargain hunting,
finding the optimal price
across online retail sites,
and for providing
recommendations

Social media lit up
the season
Consumers relied on
social media to inspire

gifting, but most notably
to drive in-app purchases
through retailers

Seasonal workers
spiked in December

A record number of retail
seasonal jobs were added
in December in response
to the late-season demand
surge



Moderate growth was predicted this holiday season amid
declining inflation and increased consumer optimism

ECONOMICALLY OPTIMISTIC CONSUMER SENTIMENT

of consumers expected higher prices in the 2024
holiday shopping season, pushing consumers to
shop more deals this year’

of shoppers planned to take
advantage of holiday sales in
October and November’

YoY* growth in average expected holiday spend, up to
$1,778, which was likely driven by improved optimism and
a focus on experiences (+16% YoY*)'

*The year-over-year (YoY) increases and growth rates stated in this document are based on nominal dollars and do not account for inflation

1) Deloitte Holiday Survey, 2) Deloitte

DELOITTE ECONOMIC

HOLIDAY FORECAST -

2.3 -3.3%

YoY* growth
in total retail sales, the lowest
projection in recent years?
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YoY* growth in
ecommerce sales?

*



https://www2.deloitte.com/content/dam/insights/articles/us187581_cic-holiday-retail/2024-Deloitte-holiday-retail-survey_Protected.pdf
https://www2.deloitte.com/us/en/pages/about-deloitte/articles/press-releases/Deloitte-Holiday-Retail-Sales-2024-2025.html

Observed year-over-year growth surpassed projections while

online growth met expectations

YEAR-OVER-YEAR

GROWTH3.4
2 O 2 4 ‘% 2023 vs. 2024
HOLIDAY | (Nov 1 - Dec 24;
RESULTS unadjusted for inflation and
excluding automotive)
Total Retail 0
Overall retail spending during the (ex. Auto) 3 . 8 /0
ho“dayseason(Nov1_Dec31), 00 0000OCGOGOONONOGNOSGNOSNOOPS 0000 0000OCFOGCEOGINOGEOGOONONONONEOSOEOSIEOSNOIONIDPOS
representing a 4.0% YoY increase’# In-Store 0
$ (ex. Auto) 2 o 9 /0
. Online 0
Online retail spending (ex. Auto) 6-7 /0

during the holiday season
(Nov 1-Dec 31)24

Consumers leveraged their mobile devices
more than ever this year, accounting for ~55%
of online spend (vs. 51% in '23)?
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1) NREF, 2) Adobe, 3) Mastercard, 4) The reported YoY growth rates in total sales varied between NRF (4.0%) and Mastercard (3.8%) and the reported YoY growth rates in online sales varied between NRF (8.6%), Adobe (8.7%),
and Mastercard (6.7%) due to differing methodologies and data sets 5) Projected Growth: Low end of ranges from Deloitte Pre-Holiday Survey 2016-2024; Actual Growth: NRF for 2016 and 2017 and Mastercard for 2018-2024



https://nrf.com/media-center/press-releases/nrf-says-holiday-season-was-a-notable-success-as-consumers-came-out-to-spend-
https://news.adobe.com/news/2025/1/adi-pr-full-season-recap
https://newsroom.mastercard.com/news/press/2024/december/mastercard-spendingpulse-total-u-s-retail-sales-grew-3-8-this-holiday-season-online-remained-choice-for-consumers-increasing-6-7-yoy/
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With a shorter Cyber Monday-to-Christmas window, many
consumers did their holiday shopping in December

2024 HOLIDAY SHOPPING TIMELINE KEY DECEMBER SHOPPING TRENDS

November December

S M T W Th Fr Sa T

s M T W
121245

3 4 5 6 7 8 9 8 9 10 11 12
Pre-Black Friday Deals

Increased shopper demand was seen late in the
season, with 7 of the top 10 highest-spend days
occurring in December’

surge in the amount of foot traffic on

10 1 12 13 14 15 16 15 16 17 18 19 58% Super Saturday (i.e., the Saturday
0 ahead of Christmas) when compared to
17 18 19 20 21 2 23 22 ﬁ) 24 25§ 26 the daily YTD* average?

24 25 26 29 30 31

of customers’ purchases were
50% completed by early December on
0 average while only 10% of customers
Top 10 Spending Days during November and December 2024' - were finished shopping“

‘Cyber Week? & Christmas Day

*Year-to-date

1) Affinity Solutions, Inc. - Deloitte ConvergeCONSUMER Analysis, 2) ‘Cyber Week' includes the 5 days between Thanksgiving Thursday and Cyber Monday, 3) Placer.ai, 4) NRF



https://www.placer.ai/blog/super-saturday-2024-recap#:%7E:text=Super%20Saturday%202024%20saw%20a,a%2038.2%25%20foot%20traffic%20increase.
https://nrf.com/media-center/press-releases/157-million-consumers-to-shop-on-super-saturday

CONSUMER

The total number of Cyber Week shoppers declined as
traffic was more evenly split between in store and online

s , According to consumers, in-store shopping traffic exceeded online
Reported ‘Cyber Week’ Shoppers (M)’ over 'Cyber Week', reversing last year's trend'

200.4M

= ' 'm 126.0 M x| 124.3M

Brick-And-Mortar Shoppers Online Shoppers

1
179.8M (+3.7% YoY)' (-7.3% YoY)

. Most Popular In-Store Shopping Days' Most Popular Online Shopping Days'

‘ + Black Friday - Black Friday
2021 2022 7. oY (81.7M Shoppers) 3. Y (87.3M Shoppers)

The number of 'Cyber Week' shoppers was down Last year, there were 10.5% more
slightly (~2%) YoY', with some attributing this to the online shoppers than brick-and-mortar

. ' ' thi 2 shoppers3, but this year the distribution h
later timing of ‘Cyber Week' this year of shoppers was almost evenly split’

1) NRF Consumer Survey, 2) MSN, 3) NRF

Copyright © 2025 Deloitte Development LLC. All rights reserved.


https://nrf.com/media-center/press-releases/197-million-consumers-shop-over-thanksgiving-holiday-weekend
https://www.msn.com/en-us/money/other/black-friday-cyber-monday-shoppers-exceed-expectations-both-in-stores-and-online/ar-AA1vdlxA?ocid=BingNewsSerp
https://nrf.com/media-center/press-releases/thanksgiving-holiday-weekend-sees-record-number-shoppers

Consumers used social media this year not only to influence
shopping decisions but also to make direct purchases

Heading into the holiday season, shoppers X ..and shoppers capitalized on what Social Media ¥
,X planned to use social media for... X platforms had to offer this holiday season x X
INSPIRATION INFLUENCERS INSPIRED CUSTOMERS’ PURCHASES
89% of customers surveyed affirmed that social media would Paid search captured 29.7% (only up 1% YoY) in holiday season marketing
influence what they chose to purchase during the season’ revenue, while affiliates and partners (including influencers) took

17.6%, a more significant YoY growth of 6%3

Influencers also were 9x more likely to motivate consumers to buy
' something, in comparison to social media in general®

PURCHASES SOCIAL MEDIA PLATFORMS WERE USED TO BUY PRODUCTS
13% of customers anticipated that they would conduct their 165% more shoppers went to TikTok Shop this year between Black
shopping via social media channels? Friday and Cyber Monday when compared to the same time last year; in
) addition, TikTok Shop surpassed previous years' sales by achieving
r : By Generation? $100M+ in sales on Black Friday, up 300% YoY#

Overall, TikTok Shop saw Sales grow ~220% YoY
between November 1stand December 31st5

20% 12%

18% 37 @Baby Boomers

E
!

& &

1) Sprout Social, 2) 2024 Deloitte Holiday Retail Survey, 3) Adobe, 4) TikTok, 5) Earnest



https://sproutsocial.com/insights/holiday-shopping-trends/
https://www2.deloitte.com/content/dam/insights/articles/us187581_cic-holiday-retail/2024-Deloitte-holiday-retail-survey_Protected.pdf
https://news.adobe.com/news/2025/1/adi-pr-full-season-recap
https://newsroom.tiktok.com/en-us/tiktok-shop-a-home-for-product-inspiration-this-holiday-season
https://www.earnestanalytics.com/insights/all-posts/tiktok-shop-shein-and-temu-won-the-holidays-in-2024#:%7E:text=TikTok%20Shop%20wins%202024%20holiday,an%20already%20strong%20early%20holiday.

CONSUMER

Consumers also turned to Al to seek gifting inspiration
and help them find optimal deals

N

More consumers leveraged Al ... using it to find discounts and product
for their holiday shopping’... recommendations?

1) Salesforce, 2) Adobe, 3) Cnet, 4) Company Website

Copyright © 2025 Deloitte Development LLC. All rights reserved.


https://www.salesforce.com/news/press-releases/2025/01/06/2024-holiday-shopping-data/
https://news.adobe.com/news/2025/1/adi-pr-full-season-recap
https://www.cnet.com/tech/services-and-software/how-to-find-the-best-deals-and-coupons-using-ai/
https://corporate.walmart.com/news/2024/10/30/transforming-holiday-shopping-with-ai-at-walmart

CONSUMER

Significant discounts motivated shoppers to buy this
holiday, especially for more expensive items

Steep discounts were offered on Black Friday this year...

Average Black

Friday Discounts’

Average discount 2024
offered by 13 :

retailers on %
Black Friday mp 38%

2023

35%

2022

37%

Note: Average Black Friday discounts
increased ~3 basis points in 2024
compared to the previous year

1) Wallet Hub, 2) Adobe

Copyright © 2025 Deloitte Development LLC. All rights reserved.

....as retailers used discounts to encourage customers to
shop during the shorter holiday season?

WHERE DISCOUNTS
WERE CONCENTRATED ON
BLACK FRIDAY (TOP 5)"

Impact of Discounts on Demand
During Holiday Season (vs. 2023)?

ooooooooooooooooooooooooooooooooooooo _1% +1%
@ 29.3% Computers dropina — increase in the

& Phones product’s price product’s demand

Discounts contributed to an additional
13.6% Jewelry

$2.25B in purchases made online?
@ 12.3% Apparel &
Accessories

ELECTRONICS | 30.1% off

8.1% Consumer
Electronics

@ 8.0% Appliances

TOYS | 28.0% off

APPAREL | 23.2% off

COMPUTERS | 22.8% off

Discounts motivated shoppers to purchase high-
priced items - this year, the share-of-units-sold for
high priced items increased by 21%?

*Excludes all other product categories


https://wallethub.com/edu/best-worst-retailers-for-black-friday/8385
https://news.adobe.com/news/2025/1/adi-pr-full-season-recap

Converge™
CONSUMER by Deloitte

Buy Now Pay Later hit a record high this Cyber Monday, as many
deferred to this payment method while shopping on mobile devices

BUY NOW PAY LATER (BNPL) SPEND YoY Growth of Total Web Visits to Top BNPL Sites*>
October - December, 2022 to 2024
BNPL estimates fell short of the expected $18.5B spend 25%
for the holiday season, but grew 9.6% YoY and comprised 19.3%
7.5% of total online spend".2 20%
15%

-_ spent via BNPL purchases, e
a $1 8.2B Nov 1t - Dec 315, 2024! 10%

5%

Highest BNPL Spend Favored Spending Method 0%
m2022-2023 m2023-2024

Cyber D 79.1% Visits to BNPL sites continued to grow YoY, but at a

Monday BNPL purchases made slower pace than the growth from 2022 to 2023

via smartphones3
%
3 8

$991.2M"

$14.4B

1) Adobe, 2) Adobe, 3) Adobe, 4) SimilarWeb Internet Traffic Analytics Data, Deloitte Analysis, 5) Finbold

Copyright © 2025 Deloitte Development LLC. All rights reserved.


https://news.adobe.com/news/2025/1/adi-pr-full-season-recap
https://news.adobe.com/news/2024/09/092524-adi-holiday-forecast
https://business.adobe.com/resources/holiday-shopping-report.html
https://finbold.com/guide/buy-now-pay-later-apps-for-secure-shopping/

Categories &
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Club and Discount saw the greatest positive gain in consumer

spend, building off last year's trend

Jewelry & Watches -6%
-1% 1
-1%g
-1% .
-1%
1% o
_2?)/0
. -1% m
-1% m
-3% —
-6%
4% —
-3%
8% -40,
-69 |
6% o/

-69 L]
YoY 24v. 23 6% 304
YoY 23 v. 22 8% —

S9%  —
-15%

5 0,
12@_11%_

-21% —— ——————
6% 21%

Average YoY % Change of Retail Spend by Subsector’
(October - December, 2022 - 2024)

5%

c|ub | ] 50
0,
Discount m— % 30%
mm 3%

3% Pet

2% Grocery
Beauty & Personal Care
Electronics
Grocery Delivery

4% Mass

Home Improvement
Off-Price
Department
Sporting Goods
Footwear & Apparel
Drug & Convenience
Home
Office

Toys & Games

1) Affinity Solutions, Inc. - Deloitte ConvergeCONSUMER Analysis

000000000000 0000000

Club outpaced other retailers in growth,
at 5% YoY, relatively consistent with its
growth between 2023 and 2024'

Club, Discount, and Jewelry & Watches
were the only subsectors that saw
increased spend YoY'

Price conscious subsectors grew or
stayed flat while specialty subsectors
continued to decline’




Major subsectors like Club and Mass continued to take away
additional wallet share from the smaller players

Difference in Share of Retail Spend by Subsector’
October - December, 2024 vs. 2023 vs. 2022

Club

Mass

Grocery

Discount

Electronics

Jewelry & Watches

Pet

Beauty & Personal Care
Grocery Delivery

YoY ‘24 v.'23
YoY ‘23 v. 22

-1%

i

_..,“

Off-Price
Office
Toys & Games

Department
Sporting Goods
Home Improvement
Home

Footwear & Apparel
Drug & Convenience

0% 1%

1) Affinity Solutions, Inc. - Deloitte ConvergeCONSUMER Analysis, 2) Adobe

Converge™

by Deloitte

*0

N

Consumers spent
relatively more on
bulk essentials

(Club, Mass) - while
decreasing spend
share on specialty

Fitness
Trackers

th

_—
Share of Spend
increased YoY on
Mass, but at a
slower pace than its
increase in 20231

Popular
Electronics

is Season?

Bluetooth
Head-
phones /
Speakers

VAAAAAAAAAAANAAAL



https://news.adobe.com/news/2025/1/adi-pr-full-season-recap

To incentivize holiday purchases, many retailers rewarded their
loyalty members with additional door-busting deals

Strong brand loyalty had a mutually beneficial

relationship for both retailers and consumers Some retailers with strong loyalty programs turned to |
members-only holiday shopping events this year

HOW LOYALTY IMPROVED THE CUSTOMER AND RETAILER
RELATIONSHIP DURING THE HOLIDAYS

Mass Retailer : Beauty Retailer : Specialty Retailer
Retailer's discount : Retailer offered : Retailer offered
oui e MAX'M_'ZED cubunlile HOLFDAY Sy i week kicked holiday i members-only savings : discounts to all shoppers
68% of shoppers said they would pay a premium to buy 2N . . . : . Car
. shopping off Oct 6t i in November with : during their Winter Sale,
something from a brand they are loyal to' ) : : ]
exclusive for the free : early accessfortop  : but members benefited
............................................................................................... program's members? : tier members? | from additional savings®

SHOPPERS RESPONDED WELL TO PERSONALIZED LISTS
80% of shoppers said they were likely to interact with a 2T
personalized email focused on their preferences’

RETAILERS CAPTURED LEARNINGS FOR NEXT SEASON

Retailer’s loyalty programs provided a way for retailers to gain 14

further detail on their customers, potentially inspiring ways to = dw A{M
better market their products in the future’

1) Retail Dive, 2) Company Website #1, 3) Company Website #2, 4) USA Today



https://www.retaildive.com/spons/the-critical-role-of-loyalty-programs-during-the-holiday-shopping-season/734221/
https://corporate.target.com/press/release/2024/09/target-circle-week-returns-oct-6-12-with-seven-days-of-deals-up-to-50-off
https://www.nbcnews.com/select/shopping/sephora-sale-explained-rcna177250
https://www.usatoday.com/story/shopping/2024/11/15/rei-co-op-winter-sale/76330432007/

Y.
RETAILERS %f

While retailers saw strong sales in 2024, post-holiday returns also
spiked this year, potentially fueled by social media trends

J A NILTARMREOLNS E 1D ’ ) . Major retailers tightened return policies this
RETURNUARY y &~ " holiday season to protect their performance?
@ 4 28% YoY

increase in holiday returns across the entire season globally,
equating to more than $122B in returned goods?

As the influence of social media on consumer spending continued\
to grow this season, popular social media trends may have
contributed to the rise in post-holiday return rates:

@ “Try-on haul” Culture @ “Bracketing” Trend
Consumers ordered Consumers purchased
several items to try on, different sizes of the

and sent back items they same product to find the

did not want3 correct fit and returned
what did not work3

75% of US customers said they were interested (with ~33% being highly interested)
in using an Al agent for handling returns and exchanges?

1) CNBC, 2) Chain Store Age, 3) NBC News, 4) Consumer World, 5) Beauty Independent

Copyright © 2025 Deloitte Development LLC. All rights reserved.


https://www.cnbc.com/2024/12/24/returnuary-the-busiest-return-season-of-the-year-is-about-to-begin.html?msockid=1c98a1b67efb67ac0a74b5097fb76616
https://chainstoreage.com/salesforce-global-online-holiday-sales-set-12t-record-returns-boom
https://www.nbcpalmsprings.com/2024/12/27/returns-postchristmas-fueled-by-social-media-trends
https://consumerworld.org/pages/returns.htm
https://www.beautyindependent.com/ulta-beauty-introduces-stricter-return-policy-ahead-holiday-shopping-season/

Holiday scams were also greater in volume this past season compared
to prior seasons, as fraudsters leveraged Al to target consumers

THE “GOLDEN AGE FOR
FRAUD AND FRAUDSTERS"

network during Cyber Weekend; many
“fraudsters” used Al to conduct this fraud'

Charges on 3 malor credit cord companys “Fraudsters” used Al this holiday season to
200% charges on a major credit card company’s

Develop computer programs that can examine
stolen credit card details’

Number of fraudulent attempts stopped by a
major credit card company from Thanksgiving
through Cyber Monday when compared to ‘23’

though not real, encourage users to share their
credit card details’

Make counterfeit identification documents and
videos to impersonate individuals and deceptively

e Create advertisements and websites that even

Global increase in phishing occurrences related to prove their identity and break into their accounts'

s || 327% Grimatoneeniebemingonoemooiovenvers | PRI
: Global increase in phishing events related to Black Friday | :  Although businesses have invested in technology to identify
692% and Cyber Monday between the beginning and end of i fraud, many have reported that it is not enough to keep up
November? : with that of “fraudsters”™

The U.S. retail sector saw the highest increase in scammers posing as brands and sending fake

1) WsL. 2) Darkirace, 3) TransUnion promotional emails to consumers?, with Thanksgiving being the most popular day for fraud?



https://www.wsj.com/tech/ai/scammers-ai-credit-card-fraud-fbd6f81d
https://darktrace.com/blog/phishing-attacks-surge-in-buildup-to-black-friday
https://newsroom.transunion.com/2024-holiday-shopping-fraud/#:%7E:text=For%20attempted%20ecommerce%20transactions%20where,the%202024%20holiday%20shopping%20period.




INFRASTRUCTURE

Retailers hired fewer seasonal workers in November, but added a
record-breaking number late in the shopping season

YTD Seasonal Hiring (October - December)34

800 r1n
o 700
g
= 600
g3 s00
g F 34
280,500 o s
E 2
w -
NOV. WORKERS HIRED zE O
o 200
280K retail seasonal jobs were ﬁ 100
added in November, compared “
0

to last year’s 290K, a 5%
decrease YoY'2

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

—o—Retail —@=Transportation & Warehousing

1 Employers had trouble hiring workers for in-person jobs, even
Why: Retailers were initially cautious to hire amid economic uncertainty?, with increased pay, leading to a decline in hiring®

but quickly added workers when demand surged

Pandemic-driven pattern of greater online spending increased
the need for transportation and warehousing employees®

1) Chain Store Age, 2) Re'gail Dive, 3) Challener Gray & Christmas, 4) Chain Store Age 3 YoY rEta" hlring remained on par With 2023 despite the initial
5) Challenger. Gray & Christmas, 6) Equitable Growth economic uncertainty heading into the holiday season*


https://chainstoreage.com/news-briefs/2024-12-18?article=challenger-gray-christmas-seasonal-retail-hiring-falls-behind-2023
https://www.retaildive.com/news/retail-hiring-down-november-challenger-gray-christmas/736139/
https://www.challengergray.com/blog/hiring-explodes-in-november-2024-but-falls-behind-last-season/
https://chainstoreage.com/seasonal-hiring-surged-december-amid-late-demand-total-hires-par-2023
https://www.challengergray.com/blog/nov-2021-seasonal-retail-hiring-update-seasonal-hiring-down-in-2021-compared-to-2020/
https://equitablegrowth.org/jobs-report-u-s-employment-data-shows-continuing-strong-job-gains-with-employment-in-the-warehousing-and-transportation-industry-well-above-pre-pandemic-levels/

In contrast, carrier performance improved as delivery tailwinds
strengthened

.?é During the holiday season... What happened? A

YoY improvement in the amount of
time it took to deliver a package in
November driven by operational
investments, including in AlI34

...several retailers leveraged alternative
delivery mechanisms to standard

Delivery carriers:

AAAAYA A An online retailer leveraged & (((’\/
1 contracted drivers to fulfill average days needed to receive a y
most orders’ package once the order was placed '

in November, down 0.4 days from

A big box retailer used freelance :
the prior year3

J1 delivery drivers to facilitate
deliveries for online purchases? \é

average on-time delivery rate for

the top national carriers between
Estimated parcels per day that were 12/1 & 12/7 (Cyber week),
shipped during peak holiday

. compared to 97% last year!’
delivery season’ P ’ y

6"
W

O

1) Ship Matrix, 2) Reuters, 3) Supply Chain Dive, 4) Supply Chain Dive



https://shipmatrix.com/wp-content/uploads/2024/12/SM-press-release-for-2024-Cyber-Week_Dec-13_2024.pdf
https://www.reuters.com/business/retail-consumer/walmart-offer-independent-drivers-new-holiday-bonuses-battle-with-amazon-2024-11-08/
https://www.supplychaindive.com/news/peak-season-2024-parcel-delivery-speeds-project44/734572/
https://www.supplychaindive.com/news/holiday-shopping-peak-season-retail-supply-chains-black-friday/733975/

That's a wrap on the 2024 Holiday Season

Consumers

Consumers were inspired by Gen Al and
social media for gifting this holiday and
made direct purchases via social media
platforms more than previous years

Categories & Retailers

Retailers focused on driving engagement
through their customer loyalty programs while
the Club and Discount sub-sectors saw the
largest YoY growth as consumers decreased
spend on specialty items

INnfrastructure

Infrastructure providers offered stability
this holiday season with increased on-
time delivery rates and record-high
seasonal workers hired in December
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