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2Plan to shop in stores, proving 

that physical commerce isn’t 
going anywhere.

THE 
CAUTIOUS 
CONSCIOUS 
CONSUMER.

While 2020 has been a year �lled with 
disruption and change, there is cause for 
optimism this holiday season as consumers 
retain a strong desire to keep things as 
‘normal as possible.’

HOLIDAY
2020:

    SEEKING & MAXIMIZING JOY
       

       Consumers are hungry for 
       excitement this holiday season   
       and beyond. COVID hasn’t 
       reduced consumer desire for 
       wonder, but it has inserted 
       ecommerce as a still-struggling   
             source to fill that gap with 
       sensory-rich buying experiences.   
       It is essential that brands and 
       retailers continually innovate, 
       partner and imagine CX 
       improvements to deepen 
       engagement online and offline.

What This All Means 
for the Future 
of Commerce

Respondents have already 
experienced shipping 
delays for online holiday 
purchases this season.

76% 

Santa Leaning on Shipping 
This Holiday

FedEx, UPS, DHL — will 
exceed capacity by 5% 
globally the week 
before the holidays; 
700 million gifts 
will not arrive 
in time 1
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Still Counting on Holiday 
Gift Giving
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Online is Booming, 
But Don’t Count Out In-Store Yet

Of those going to stores, 40% 
of shoppers plan to visit malls 
for holiday purchases.

Of the households surveyed have 
Amazon Prime memberships and 
will be leaning heavily on the 
service for gift buying this year. 

74% 

Two-thirds of respondents said 
they will be shopping online for 
almost all their holiday gifts.  

 1  Digital commerce 360, Sept 2020

Over half will not be 
traveling away from 
their home this 
holiday at all.

A New Paradigm for Celebrating

40%
Of respondents will 
celebrate holidays only 
with immediate family 
this season.

Seventy-two percent are going to modify holiday get togethers.

72%

Only one-quarter of consumers plan to celebrate the holidays with family 
and friends, just as they normally would. 

25%

            VALUE IN VALUES

      
      Commerce today has morphed into  
              a duality of purpose – keeping 
      consumers safe and satisfying 
      consumers’ needs and expectations.  
      With the new risk/reward factor, it’s  
      time to take a fresh look at how we  
      execute our holidays and moments  
      of buying excitement. 

      With consumers’ willingness to   
               spend time and money on what they 
      value most, successful brands will   
           need to design creative commerce  
      experiences that provide for 
      both, simultaneously.

1The Holiday Mindset:

62%

Of consumers 
started holiday 
shopping in 
September.

31%

Are extremely 
concerned about 
COVID while in-store.

One third of US 
consumers are 
worried about 
their income.

Won’t be 
traveling this 
year.51%

Of consumers are 
still looking forward 
to the holidays.

45%

or more on gifts 
this year.

Can’t Stop the Shop

    EASE THE SHIPPING LOAD

       Delivery is a key part of the 
       ecommerce experience and the   
             stress of the pandemic is showing  
       the cracks in the systems, 
       infrastructure and logistics that 
       we increasingly rely upon. It is up   
       to marketers, retailers and brands  
       to reduce the friction and make 
       delivery a bigger part of 
       successful commerce strategies.


