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Compared to last year...

What kind of holiday sales season are you
expecting?

Increased sales?

Decreased sales?
Flat?
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2014 Metro Holiday Spending Research

7 Holiday consumer behavior study—when,
where, how

7 Conducted September 15-24, 2014
# 27 major and middle markets

000
Research partner: ? ° o

Research and Analysis of Media
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Insights

" When do people shop?
" Where and how do they shop?

’ What drives shopping behavior?

’ How do Twin Cities shoppers compare to
other markets?
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In general, Star Tribune readers...

e Have NO SET BUDGET for holiday
spending (69%)

 Will spend more or the same as
last year (72%)

e Somewhat less likely to shop on
Black Friday and Cyber Monday
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StarTribune

* More inclined to shop in store, less
likely to shop online
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Which of the following do you use to
make holiday shopping decisions?

59%

Inserts in newspaper
64%

58%

Ads in newspaper
60%

Coupons

58%

Online retalil

Catalogs

Online review websites

Tv/Radio advertising

Other

m Star Tribune
m USA

0% 20% 40% 60%

80% 100%
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When are “the holidays”

NO TRiCKS,
JUST TREATS!

SAVE 31" TODAY ONLY!

PRESIDENTS DAY SALE

Extra 20% OFF ¥

with code: PRESDAY
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50% -

45% -

40% -

35% -

30% -

25% -

20% -

15% -

10% -

5% -

0% -

When do you expect to do the bulk of your
holiday shopping this year?

47%

One-fifth

started in
September

40%

| Star Tribune
m USA

Already started Before Black Friday  First two weeks Within the 10 Other
9/15-9/24 Thanksgiving, but in December days before
not yet started Christmas
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Will Thanksgiving specials have an impact on your
purchase decisions?

71%

50% - 46% say Thanksgiving

. 0, .
45% - W Star Tribune 44% specials matter
m USA

40% -

35% -

30% -

25% -

20% -

15% -

10% -

5% -

0% -

Yes Maybe No
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Where will you look for Thanksgiving specials?

100%
90%
80%

70%

60%
M Star Tribune

>0% m USA

40% -
30% -
20% -

10% -

0% n T 1
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90% -

80%

70%

60%

50%

40%

30%

20%

10%

0%

In what type of stores will you be doing your
holiday shopping?

82984%  gy9B84%

M Star Tribune
68%67% m USA

B

Discount Department Online Only Specialty Warehouse Electronic  High-end Luxury
Retailer Stores Retailer Retailers Clubs Retailers Department Retailer
Store
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What types of holiday gifts will be
on your shopping lists this year?

1. Apparel (67%)
2. Gift cards (60%)

3. Toys (45%)

A AT AT A AT AT AT A AT



How important are discounts, coupons and sales for
items you are likely to purchase this holiday season?

60% -

62% of Star Tribune

readers think that holiday
specials & coupons are
very important

50% -

40% -

33%

30% -

20% -

10% -

0% -
Extremely Important  Very Important Somewhat Important Not Very Important Not at All Important
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Which is your main source (#1 choice) for holiday specials?

37%

Inserts in newspaper
pap 37%

|

18%

Ads in newspaper 17%

o (1) .
Online retail -I;f/A’ 55 A) will use
. newspapers
Coupons 'Wg% to learn about

holiday specials
8%

Catalogs - 8%

m Star Tribune

None of these 8% m USA

Online review websites

TV/Radio advertising
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What proportion of your holiday expenditures will be used

to purchase gift cards?

40% -

35% - 45% 33%

35%

30% - will purchase
gift cards
25% -
20% - m Star Tribune
m USA

15% -

10% -

5% -

0% 1%

0% N

All About three About a half  About a quarter
quarters
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Not
sure/Undecided
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What type of gift card are you most likely to purchase?
(Select all that apply)

80% - o
68 A W Star Tribune

will purchase store  mUsA
60% - brand gift cards

70% - 65%

50% -
40% -
30% -
20% -

10% -

0% -

Store Brand Master Card/Visa  Online (e-mail gift Amex Other
card)
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PRESENTED BY

ERIC POHL

VP of Sales

Travel Tags, Inc.
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WE OBSERVED

BRANDS

&

1359

GIFT CARDS

"I TRAVEL TAGS
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There were only 4 brands that
DID NOT have gift cards.

| «<—— That’s 2% of all brands!
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Putehase

GIFT CARDS HERE!

19% of brands

observed
display their gift cards.
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Paper ards made large
oularity in 2014,
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FOIL
(FULL OR SPOT)

11%

-



Holiday Gifp Catd Frends

FOIL
(FULL OR SPOT)

11%

CLEAR CARD
8%

-



Holiday Gifp Catd Frends

FOIL
(FULL OR SPOT)

11%

CLEAR CARD
8%

PAPER
(SOLID OR OVERLAY)

8%

-



Holiday Gifi Card Fiends
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FOIL
(FULL OR SPOT) CLEAR CARD
11% 8%
PAPER . RAISED
(SOLID OR OVERLAY) SURFACE
8% 5%

-



Holiday Gifi Card Fiends
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FOIL
(FULL OR SPOT) CLEAR CARD
11% 8%
PAPER RAISED MATTE
(SOLID OR OVERLAY) SURFACE (FULL OR SPOT)
S% 5% 3%

-



Holiday Gifi Card Fiends
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FOIL
(FULL OR SPOT) CLEAR CARD
11% 8%
PAPER RAISED MATTE
(SOLID OR OVERLAY) SURFACE (FULL OR SPOT)
S% 5% 3%
DIECUT
2%

-



Holiday Gifi Card Fiends
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FOIL
(FULL OR SPOT) CLEAR CARD
(o]
11% 8%
PAPER RAISED MATTE
(SOLID OR OVERLAY) SURFACE (FULL OR SPOT)
S% 5% 3%
DIECUT GLITTER
2% 1:5%
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Holiday Gifi Card Fiends
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FOIL
(FULL OR SPOT) CLEAR CARD
(o)
11% 8%
PAPER RAISED MATTE
(SOLID OR OVERLAY) SURFACE (FULL OR SPOT)
S% 5% 3%
DIECUT GLITTER
2% 1.5%
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Holiday Gifi Card Fiends

5 - r_ N
FOIL
(FULL OR SPOT) CLEAR CARD
11% 8%
PAPER | RAISED MATTE
(SOLID OR OVERLAY) SURFACE (FULL OR SPOT)
S% | 5% 3%

% DIECUT GLITTER
2% 1..5%

PEARL O0.4%

WooD, FLOCKED,
{ OR SCENTED O0.4%
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FOIL
(FULL OR SPOT) CLEAR CARD

1% i
PAPER . RAISED MATTE
(SOLID OR OVERLAY) || SURFACE (FULL OR SPOT)
8% : 5% 3%
I
g DIECUT GLITTER
2% 1.5%

-,

i 4/' PV(C Giell LENTICULAR 0.4%

a0 0k

1 58% of Gift Cards W00D, FLOCKED, p
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Holiday Gift Catd Frends

Aluminum:

Truck Bed

Tool Box &
Cattle Feeder

$2.99




Holiday Gift Catd Frends

Aluminum:

Truck Bed Paint Can

with Mini
Screwdriver

FREE

Tool Box &
Cattle Feeder

$2.99
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Aluminum:

Truck Bed Paint Can

with Mini
Screwdriver

FREE

Tool Box &
Cattle Feeder

$2.99




Holiday Gift Catd Frends

Aluminum:

Truck Bed

Tool Box &
Cattle Feeder

$2.99

Mini Holiday
Stockings &
Gift Bags

$1-3

Paint Can
with Mini
Screwdriver

FREE
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Aluminum:

Truck Bed Paint Can

Tool Box & with Mini
Cattle Feeder Screwdriver

$2.99 FREE

Mini Holiday Pop Up
Stockings & Greeting
Gift Bags Cards

$1-3 $3-5
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river

FREE
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Paint Can

with Mini
Screwdriver

FREE
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DESIGNS

% OF
STORES
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F
DESIGNS
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XTURES

% OF
STORES

19%
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# OF
FIXTURES

% OF
STORES

Gift Card Fixtures

Per In-Store Location

30%

-
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# OF
FIXTURES

% OF
STORES

Gift Card Fixtures

Per In-Store Location

17%

-



Holiday Gifp Catd Fends

# OF
FIXTURES

% OF
STORES

Gift Card Fixtures

Per In-Store Location

3-5

17%

-
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# OF
FIXTURES

% OF
STORES

Gift Card Fixtures

Per In-Store Location

6-10

6%

-
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# OF
FIXTURES

% OF
STORES

Gift Card Fixtures
Per In-Store Location

&

11-20

5%

-
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# OF
FIXTURES

% OF
STORES

Gift Card Fixtures
Per In-Store Location

21-35

5.4%

-
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# OF
FIXTURES

% OF
STORES

Gift Card Fixtures

Per In-Store Location

3%

-
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NUMBER OF GIFT CARD MAL

10 in 2011
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NUMBER OF GIFT CARD MAL

14 in 2012
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NUMBER OF GIFT CARD MAL

21 in 2013
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NUMBER OF GIFT CARD MAL

33 in 2014
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Key Takeaways

* INCREASE BRAND AWARENESS

e DRIVE HIGHER IN-STORE REVENUE

o ADVERTISE; MAKE CONSUMERS
AWARE OF YOUR CARDS

ard Network. ©2015 Travel Tags, Inc. ALL RIGHTS RESERVED.
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