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2018 Holiday Survey of Consumers
Shopping cheer resounds this year



Deloitte’s 2018 retail holiday survey: Key findings

« The 2018 holiday shopping season is expected to account for more than one fourth of annual
US retail sales.

 Gift purchases will likely account for one third (34 percent) of holiday budgets; experience
purchases will account for 40 percent.

« During this gift-giving season, shoppers plan to spend $525 to purchase an average of 16
gifts, with gift cards as the most popular item.

« The Internet remains the lead shopping destination (and continues to grow), with 57 percent
of sales expected to occur through online channels.

» Mobile usage for the holiday season is continuing to increase, while other traditional digital
platforms (desktop, laptop, tablet, social media) are plateauing in usage.

« As retail becomes less channel-specific, two out of three shoppers (66 percent) plan to
engage integrated experiences across digital and physical channels.

* Only 19 percent of shoppers plan to use newer technology like seamless checkout, voice-
assisted shopping, and VR/AR to assist with holiday shopping.
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Deloitte’s 2018 retail holiday survey: Key findings

« Promotions are likely to influence 82 percent of shoppers; price discounts, free shipping, and
free gifts are viewed as the most appealing.

« “Early shoppers” who begin holiday shopping before Thanksgiving are expected to spend 28
percent ($370) more than late shoppers.

« Two thirds of shoppers are willing to pay extra for sustainability, a trend driven by younger
shoppers.

« The top shopping destinations this holiday season are expected to be online retailers (60
percent of customers) and mass merchants (52 percent of customers).

« Many shoppers remain undecided on items to buy as nearly half (49 percent) of purchases are
either completely unplanned or inspiration-driven while in the store or online.

« Consumers plan to turn to online retailers (66 percent), retail stores (56 percent), and search
engines (56 percent) for their shopping research and inspiration.

» Four out of ten (42 percent) customers reported they were previously impacted by a breach of
personal information. Most shoppers concerned about breaches would continue to shop at a
compromised retailer if the company took action or if they changed their payment method.

« Related to data privacy, consumers are most comfortable sharing simple demographics and
least comfortable sharing biometrics, financial history, GPS location, and social media activity.

« In return for sharing their personal data, 61 percent of customers say they want some sort of
promotion.
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The 2018 holiday shopping season is expected to account for
more than a quarter of annual US retail sales

2018 retail holiday sales are expected to increase 5.0-5.6 percent from 2017.*

Holiday season is the biggest shopping season and involves ...

(e I
/1 26 million households# A $ 1 B 1 =+ trillion retail sales*

5.0-5.6% growth from 2017

- \ %
/> 1 /4 of annual retail sales>|> /$ 1 28+ billion online sales* A

17-22% growth from 2017

o AN /

# US Census data

*According to Deloitte’s 2018 Retail holiday sales forecast (November 2018 to January 2019)

**According to US census, February 2017 to January 2018 annual retail sales was 3.9 trillion. Deloitte estimates of $1.1 trillion would be >1/4 of annual retail sales.
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Spending on experiences, entertaining, and socializing away
from home is expected to be 40 percent of total holiday spend
Spending on experiences will grab most of shoppers’ budgets.

$1,536

Average amount expect to spend per household during year-end holiday season

Holiday shopping spend

m Gifts $525

m Gift cards/gift certificates Gifts and gift cards

= Entertaining at home

$611
= Socializing away from home Experiences
Non-gift clothing ]
400
= Home/holiday furnishings I‘i)n-gift
purchases

m Other (misc.)

Sample size (N) = 4,036
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Spending on gifts accounts for nearly one third of holiday
budgets

Both the number of gifts purchased and total spend on gifts are on the rise.

Categories of holiday Gift purchasing: number and spend
spend
231 Number of Gifts~ (#)
) =8-=Total Spend on Gifts” ($)

22.0 21.5
$584 $569

532
”&cb N ®

= Gifts”™ = Non-gift = Experiences*

A Gifts - Includes gift cards/gift certificates
* Experiences - Socializing away from home/Entertaining at home

Sample size (N) = 4,036
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Gift cards and certificates are likely to be the top purchased gifts
this year
The average spend on gift cards is expected to increase by $25 from last year.

Top 10 items - plan on buying as gift
(% of shoppers)

Gift cards or gift certificates ||| GcNcNIENGEEEEEEEEGE -0 >

= Gift

Clothing I 537%
A, L0y s, oIS (X
computer/video games) 46% $ 1 3 9

ks N 43% .
Pk . Average spend on gift

Food/liquor [ 39% cards this holiday season
(vs. $113in 2017)

Cosmetics/fragrances/health & _
beauty aids 34%
Money (cash or check) [N 32%

tewery I 32% The percentage of people
planning to give gift cards
Sporting goods or athletic ey - o or gift certificates has
equipment .
increased by 10
Homemade or craft item [N 25% percentage points over

the last five years
Question: “Which of the following do you plan buy this holiday season?”
Sample size (N) = 4,036
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51 percent of people plan to purchase gifts for themselves when
shopping for others, a 15 percentage-point increase since 2012

Top 10 items people plan to buy for themselves
(% of shoppers)

42%
40%
26%
0,
22% 21%
17%
15% 15% o

14% 13%

Food/Liquor Clothing Shoes Books Cosmetics/ Socializing Digital Home DIY/ Home
fragrances/ experiences content furnishings Home electronic

health & improvement items

beauty aids goods

Question: “Which of the following do you plan buy this holiday season?”
Sample size (N) = 4,036
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Consumers have a positive economic outlook, which is a major
driver of holiday spending

Consumer expectation that the US economy will ...

47% 27%

“Improve” “Weaken”
(41% in 2017) 26% in 2017
30%

Improve Improve Remain the Weaken Weaken
significantly modestly same modestly significantly

Question: “In your opinion, what is the overall outlook for the U.S. economy in the year 2019, compared with today? Would you say it will likely...”
Sample size (N) = 4,036
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Consumers report continued improvement in household
financials

50%

45%

40%

35%

30%

25%

20%

15%

10%

5%

0%

Current household financial situation

44%
42%

34% 35%

28%

24%
21%

15%

30%

29%

33%
31% 36%

29%
26% 25%

43%

37%

19% 18%

2009 2010 2011 2012

2013

A lot/Somewhat better

2014 2015 2016

A lot/Somewhat worse

Question: “Thinking about your household's current financial situation, would you say it is...”
Sample size (N) = 4,036
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Consumers report strong sentiment for spending heading into
the holiday season

Purchase behavior compared to last holiday season ...

o -
90% 82%

80% - 75% 7409
71% 71% 71% g0, 2

68%
70% A 06% g40p, 77 -

79% 78%

29/ 63%
59% 59% 62% £904

60% -

50% A

40% -

30% A

20% A

10% 4 18%

00/0 T T T T T T T T T T T T T T T T T T
Q N Q 3
Q Q Q Q
,-I/Q ,19 Q Q

Spend more/same -8-Spend less Recession

Question: “How will your total holiday spending compare with last year's holiday season?”
Sample size (N) = 4,036
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Share of spending continues to shift toward online

Share of spend by online and in-store channels

60%
57%
55% .
55% Online
51% 50%
50%
45% 469
° 45%
40%
38%
0,
35% 36%
In-store
30%
2015 2016 2017 2018
Online channel (Desktop, laptop, mobile, tablet) e n-store

Question: “What percentage of your total holiday budget do you expect to spend..?”
Sample size (N) = 4,036
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All generations, except seniors, prefer online formats to physical
store formats

The strong preference for online channels across all generations is in line with the higher
share of online channel spend expected this season.

Channel preference

(Agree/very much agree %)

[ Physical store over online [Online over physical store

56%
55%

52%

mGenZ mMillennials ®mGenXers mBaby Boomers ®Seniors ®Overall

Question: “Using a scale of 1 through 5, where 1 means ‘Very much disagree’ and 5 means ‘Very much agree’, please state how much you agree with each of the
following statements.”
Sample size (N) = 4,036
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Interaction and inspiration bring people into stores, while
convenience and price draw them online
Crowds and long lines continue to be the top reasons for not shopping in-store.

Top 5 reasons to Top 5 reasons to
shop in-store shop online

Ability to interact with the

product 60% Convenience 77%

Avoid shipping costs 47% Free shipping 72%

Gives me gift ideas and ) )
inspiration 47% Time saving 67%

Is fun/festive and puts me

more in the holiday spirit 42% Home delivery 66%

Easier to make returns later 35% 24x7 availability

Question(1): “What are the reasons you plan to shop in a physical retail store rather than online?”; Sample size (n) =1,441
Question(2): “What are the reasons you anticipate shopping online instead of in a physical store?”; Sample size(n) = 2,097
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Online retailers and mass merchants are expected to be the top

destinations across income levels and are increasing in popularity

The top four most-favored formats are relatively consistent among households of different
income levels, but after that, preferences diverge.

Overall Low- Middle- High- “At which of the following types of retailers will you
rank income=s income* | income* | likely shop for holiday gifts?#”
i 1 i 2 i 1 i 1 i Internet/online retailers (incl. auction-sites) || GGG 0
e e v —— I
T Traditional department stores | N 32%
I e Off-price stores | NN 25
T H P T R N
i 5 : 7 : 7 i 4 i Bookstores || GGG 25
e e | 9 1 12 | Supermarkets or grocery stores [N 22
7 1 10 | 10 | 7 1 Local independent stores not in a mall | 22%
8 | 11 | & | 8 | Restaurants/fast food establishments [N 22%
' o | 15 | 5 | & | wWarehouse membership ciubs [N 21%
10 | 9 | 12 | 9 | Eectronics/Office supply/Computer stores NN 21%
o 12 8 010 L Home improvement stores IR 20%
IRt TR TR Outlet stores/centers [N 20%
ir _____ I'J: _____ TE-“-“;“ E- 14 E 15 -E Dollar stores || G 172
E 14 E 14 E 13 E 13 E Specialty clothing stores - 16%
15 13 15 14 Toy stores [N 15%

* Income references annual household income: Low = <$50K, Middle = $50K-$99K, High = $100K+
Question: “At which of the following retail sources or venues will you likely shop for holiday gifts?” Format preferred by I:I E?rmiantczﬁzerrfoduby
Sample size (N) =4,036; # Multi-select question low-income group 9 group
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Shoppers are undecided about their top shopping destination for

each category

While conventional and specialty formats are the preferred format in most categories,
retailers have significant opportunities to influence where consumers shop.

Top shopping destinations by product category

Clothing and Electronics and Food & beverage and
accessories accessories health & beauty

Home and kitchen Toys and hobbies

1 i Undecided i Undecided i Undecided i Undecided i Undecided
: (41%) : (36%) : (48%) : (40%) : (37%)
| | @ @) @
""""" e e
i cee i Electronics/ i . i i
2 iTradltlonaI departmenti office supply/ i Specialty health/beauty i !nternet_/ i Mass merchants
i stores i computer store i stores i online retailers i (26%)
: (21%) : ( b | (16%) : (13%) :
i i 29%) i i i
__________ _;:__________________________@____:L_____________________________:L____________________________Q_L_____________________________J:____________________________.
! Mass merchants | Internet/ i Mass merchants i  Furniture or home i Internet/
3 : (12%) : online retailers : (13%) : furnishing stores : online retailers
! : (23%) | : (11%) @ : (23%)
----------
| Specialty clothing | Mass merchants ] !nternet_/ ] Mass merchants ] Specialty a_rts/crafts
4 | (8%) | (9%) | online retailers | (11%) | retailer
: ° : ° : (7%) : ° : (3%)
i Internet/ i Warehouse i Traditional department i Home improvement i
! . R, ! . ! ! ! Bookstores
5 ] online retailers i membership clubs stores ] stores ] (2%)*
: (7%) : (2%)* : (5%) @ : (8%) : § @

Question: “Please provide the name of top retailer that you would visit for the following categories during this holiday shopping season”

Note: Sample size (includes only respondents who will purchase the above mentioned category); single-select question

* Sample size less than 30 respondents
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While desktop/laptop is the most preferred device for holiday
shopping, mobile has seen the largest increase over the last year

More shoppers plan to make purchases on desktops/laptops, but mobile usage will likely be
driving digital growth overall.

%o of total

i #
shoppers Top 5 uses by device

Digital device

Make a purchase || NI 79°-
Browse online [N 76%
Check/compare prices [INGNNN 70%
Read product reviews NG 63%
Get product information: pricing and _ 62%

specifications

76%0
(83% in 2017)

Desktop/
Laptop

Track order status [ 729%
Browse online [ 719%
Check/compare prices [ 68%
Make a purchase [ NG 672
Get store locations Y 64%

46%
(40% in 2017)

Mobile

Browse online [N 74%
Make a purchase | oo
22% P ’
i ices [N
(20% in 201 7) Check/compare prices 66%
Read product reviews [N 66%
# Multi-select question Track order status [ 61%

Question: “Please select the device(s) you use or plan to use for holiday shopping”
Sample size (N) = 4,036
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Almost one quarter of holiday shoppers plan to use social media

sites to assist with holiday shopping
When on social media sites, recommendations from friends and family are trusted the most.

Most trusted sources on

Planned use of social media . -
social media

Friends 75%
Family 74%
Brands 56%
Retailers
Celebrities

Other media users

# Multi-select question, rank top 3

Question(1): “Do you plan to use social media sites to assist in your holiday shopping?”

Question(2): “"Whose product/service recommendations do you trust the most on social media sites?”

Sample size (N) = 4,036
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The 2018 holiday season will likely see an integration between

online and in-store formats
More than half of holiday shoppers are likely to engage across channels as they plan and
make their purchases.

Popular omnichannel experiences

@ ©

Research online and make Research in-store and Buy online and pick up
purchase in-store make purchase online in-store
0) 5 0) 5 o)
66% 4% 459%
(vs. 66% in 2017) (vs. 53% in 2017) (vs. 43% in 2017)

Note: Percentages combine those respondents who selected answer choices “Very likely” and “Somewhat likely”

Question(1):"How likely will you be this holiday season to first look at items online, then go to a store to see the item, and then make your purchase at the store?”
Question(2):"How likely will you be this holiday season to first go to a store to look for an item and then search online for the best price and then purchase online?”
Question(3): “How likely will you be this holiday season to buy a product online and then instead of having it shipped to you, you will go to the store to pick up the item?”
Sample size (N) = 4,036
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Many consumers are not yet planning to use emerging
technologies for this holiday shopping season

Only 19 percent of shoppers are planning to use seamless checkout, voice-assisted
shopping, social commerce, or other newer technologies during the upcoming season.

Emerging technology usage
(% of shoppers)*

Seamless checkout [ — s
Shopping using voice assistant _ 5%
Social commerce _ 5%
Text to buy _ 4%
Virtual reality _ 4%
Chatbot-based personal shopping _ 3%

819% respondents

Augmented reality [ 2% selected
“none of the above”

# Multi-select question

Question: Which of the following do you plan to use during this holiday shopping season?

Sample size (N) = 4,036
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Online retailers, retail stores, and search engines are the top

preferred sources for inspiration this holiday season

For holiday shoppers, the journey begins with research; brands matter, as three of the top
four destinations are retailer owned, either digital presence or physical stores

Sources of holiday shopping research#

Online retailers 66%
Retail stores

Web search engines

Retailer websites or mobile apps
Family/friends/colleagues/acquaintances

Manufacturer websites/mobile apps

Third-party review/price comparison sites

Print media (e.g., newspapers,
magazines)

- Digital channels

- Digital/physical mix

- Physical channels

Social media sites
Electronic media (e.g., radio, TV)

Virtual assistants

# Multi-select question

Question: “Which of the following will you use for research before making your holiday purchases?”

Sample size (n) = 3,821
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Across retailers, deal value, product quality, and variety are the
most important attributes

Shopping attribute importance

Getting a great deal 74% Price and
value

Ease of product returns _ 60%
Availability of coupons and promotions _ 40%
High-quality products and brands _ 71%
Variety of products/styles available _ 68%
Variety of delivery options available _ 38%

Ease of checkout process |GG - Presentation

and

Well-organized/easy to navigate website/mobile app _ 56% way-finding
Ratings and reviews for products _ 50%

Well-kept/clutter-free store

Attractive displays and presentation _ 28%
Unique experiences (e.g., activities, online games) _ 17%

Complementary services (e.g., personal styling)

Shopping in this retailer aligns with my core values _ 33%

Excited to share shopping trip experience 19%

Question: “How important are each of the following store attributes when holiday shopping?” o4 of shoppers who responded extremely/very important
Sample size (N) = 4,036
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Holiday shoppers expect to be influenced by promotions in their
browsing and purchasing decisions
Price discounts and free shipping are the most appealing promotions.

Most appealing promotional offers#
0)
32%

of consumers will be
influenced by promotions

Price discounts

Free shipping

Free gifts
3 6 O/ Loyalty points
of purchases will be Buy more save more

influenced by promotions

Exchange offers

Question(1): “What percentage of your total holiday purchases will be influenced by any coupons and promotional offers that you receive?”

Question(2): “*Which of the following holiday promotional offers most appeal to you?”

Sample size (n) = 3,275; # Multi-select question
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Half of all purchases are expected to be either completely or

partially unplanned

Across digital and physical formats, in-store and online, there are significant opportunities
for retailers to influence holiday purchases.

Purchase planning across retail channels

Opportunity
for retailers
to impact
purchase
location and
store
selection

Items are
planned at the

category level
30%

Planned to

buy specific Specific items
items are
51% unplanned

19%

Question(1): “How do you typically shop for the holidays when you are in the mall or in a retail store?”

Question(2): “How do you typically shop for the holidays when online?”

Sample size (N) = 4,036

Copyright © 2018 Deloitte Development LLC. All rights reserved.
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Holiday shoppers expect 77 percent of their spend will be at the
same retailers they shopped last year

However, promotional activity (better prices) is the most likely reason that shoppers will try
out new retailers.

Holiday shoppers expect / /7 percent of their spend will be at the same
retailers they shopped last year

Influences in trying new store/online retailer#

Better prices 75%

Greater selection

75 0/0 Unique or one-of-a-kind product

of shoppers are
open to trying new
retailers this season

Friend or family member recommendation

New or different types of gifts

Better or cheaper shipping policies

Positive reviews about the store or site

# Multi-select question

Question(1): “What percentage of your holiday gifts and shopping this year do you anticipate will be at those same locations as last year?”; Sample size (N) = 4,036
Question(2): “What would influence you to try a new store or online retailer?” Sample size (n) = 2,996
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Shopping preferences and digital usage vary with household
income during the holiday season

Low-income households plan to be more focused on deals and the physical store, whereas
high-income households expect to prefer premier experiences and online retailers.

Middle-income High-income

($50k-$99k) ($100k+)

Shopping focus

Deal focused
Expect to get the best deals by shopping early in the holiday 36% 31%
season

Price sensitive
More likely to purchase from a retailer that sells at the lowest 66% 60%
possible prices

Premier retailing experience
More likely to purchase from retailers that offer premier products 32% 39%
and experiences

Digital usage
Physical store
Prefer shopping in the physical store rather than online for 32% 33%
holiday products
Online
Prefer shopping online rather than in the physical store during 53% 599%

the holiday season

Note: Income levels reference annual household income
Sample size (N) = 4,036
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Holiday shoppers view free shipping as more important than fast
shipping

Consumers expect their delivery within 2 days if it’s fast shipping; for free shipping, many
are willing to wait 3-7 days.

Importance of Time frame willing to wait for ...
free vs. fast shipping

Fast shipping Free shipping

Same day

Free

Shippin
82'3/0 J Next day

2 days 44%%

Fast 3-4 days

shipping
12%
5-7 days 40%
619%0 of holiday shoppers report
that they will buy items that qualify 1 to 2 weeks
for free shipping this season

Question(1): “When you are shopping online, which of these two promises below would be more important to you?”
Question(2): “When you opt for free shipping/fast shipping, how long are you willing to wait to receive your product?”

Sample size (N) = 4,036
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Two thirds of shoppers are willing to pay extra for sustainability,
a trend driven by younger shoppers

Extra price shoppers are willing to pay for socially compliant, sustainable products
(% of shoppers)

=~ Shoppers willing
mNo Extra WExtra 1%-5% ®Extra 6%-10% WExtra 11%-20% <__"topay extra "

f--\

[ 66% I
\ V4

S

GenZz Millennials GenX Boomer Senior Overall

Question: “"How much extra are you willing to pay for product that has been certified as being socially compliant?”

Sample size (N) = 4,036
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Three in five holiday shoppers plan to begin shopping early in the
season and plan to spend $370 more than late starters

Early shoppers are likely to spend 28 percent more than late shoppers during the holiday
season.

609%b0 plan to begin shopping 409%b plan to begin shopping
before Thanksgiving on Thanksgiving or later
(Average spend = $1,685) (Average spend = $1,315)
M o
39% |
27%
21% ‘
| .
=) . E
= g2
L > > U= D)
26 22
= "g % 55 11%
m -:
= =
|—

’ 2%
—| Before Oct. end}[ November ]{ December ]{ January F

Average
spend > M $1,309 $1,284 $1,620

Question: “When are you likely to begin your holiday shopping this year? *
Sample size (N) = 4,036
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Early shoppers are cost-conscious, deal-seeking, and engaged
across channels

Early shoppers Overall Late shoppers

{ Holiday shoppers

Avg. spend: $1,685 | Avg. spend: $1,536 Avg. spend: $1,315

My household's current financial
situation is better than it was last year 47°%%
at this time

439%

I plan to use store coupons during this 50%

0,
holiday season 44%

36%

I plan to go online to find better 63%

o
prices, coupons, deals, etc. 58%

51%

I am likely to visit a store first, then
search online for the best price and YA
purchase online

54% 49%

I am likely to buy online and pick up in- 48%

4590
store

41%

I prefer to buy gifts that are more
likely to be indulgences that people 56%
will not buy for themselves

54% 50%

Early shoppers - Those who start shopping before Thanksgiving Day

Late shoppers - Those who start shopping on or after Thanksgiving Day

Sample size - Early shoppers (n)=2,387; Late shoppers (n)=1,607
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Most consumers plan to complete their holiday shopping over a
4-8 week period of time
Consumers with longer shopping windows are likely to outspend other shoppers.

Average spend and duration of shopping period

$2,006
$1,629
$1,399
$1,315
o— 49%
20%
17%
14%
0-4 weeks 4-8 weeks 8-12 weeks 12+ weeks

=== Duration of shopping period —o— Average spend ($)

Question (1) : “When are you likely to begin your holiday shopping this year? "

Question (2) : “By which one of these days or months do you expect to complete your holiday shopping this year?”

Sample size (N) = 4,036
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Holiday traffic is expected to peak in late November

Holiday shopping periods by traffic

72%
53%
46% 47%
. I I I
Before October Early November Late November Early December Late December
end (Nov 1st-15th) (Nov 16th - 30th) (Dec 1st - 15th) (Dec 16th - 30th)
- % of active holiday shoppers by time period
Question : “Out of you plan to spend during holiday season, how much do you plan to spend during the following months?"

Sample size (N) = 4,036
Copyright © 2018 Deloitte Development LLC. All rights reserved.
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Reliance on Black Friday and Cyber Monday is down for the 2018

shopping season compared to last year
Younger consumers appear more reliant on discount days such as Black Friday and Cyber

Monday for their holiday shopping.

Shoppers who plan to maintain reliance on discount days

(Agree/very much agree/neutral %)

Black Friday Cyber Monday

63%

549, 530,

m 61% 53% 45% 39% 40% 47% 72% 64% 58% 49% 51% 57%

EGenZ ®Millennials ®mGenXers ®Baby Boomers ®Seniors ®OQOverall

Question: “Using a scale of 1 through 5, where 1 means ‘Very much disagree’ and 5 means ‘Very much agree’, please state how much you agree with each of the

following statements.”
Sample size (N) = 4,036
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Although 42 percent of consumers report they have been
impacted by a data breach, they are fairly forgiving

Most who are concerned about data breaches would continue to shop a retailer that
experienced a breach if the retailer took action or if they changed their payment method.

Consumer concern about data breaches

32% 459% 23%
I am concerned about shopping I am concerned about shopping I am not concerned about
at retailers that have at retailers that have had data shopping at retailers that have
experienced 2 or more data breaches within the last year experienced data breaches
breaches
\ )
Y

Impact on shopping behavior
46%

I would never shop I would shop again if I would continue to No impact on my
that retailer again the retailer took action shop the retailer but shopping behavior
to regain my trust change my method of
payment

Question(1): “Which of these statements are you most likely to agree with?”

Question(2): “How would your concern impact your holiday shopping behavior?”

Question(3): “In the past, have you ever been impacted by a data breach?”

Sample size (N) = 4,036

Copyright © 2018 Deloitte Development LLC. All rights reserved. 2018 Holiday Survey 41



Consumers are fairly comfortable sharing basic demographics

and purchase history

More than half of consumers are uncomfortable sharing more personal information.

Gender

First and last name

Race

Previous purchases

Birth date

Telephone number (home landline/personal mobile humber)
Personal identifiers (email address, account name, IP address)
Family status

Address/property records

Credit card data

Online browsing history (interaction with ads, apps, websites)
Social media presence

Geolocation/GPS data

Financial history/credit score

Biometric data

m Comfortable/Very comfortable

Comfort sharing personal information

56% 29% 15%
53% 27% 20%
44%% 29% 27%
41% 32% 26%
32% 26% 43%
30% 25% 45%
28% 30% 42%
27% 23% 50%
22% 25% 53%
20% 29% 51%
18% 26% 56%
16% 18% 66%
12% 29% 59%

®m Neither ®m Uncomfortable/Very uncomfortable

Question: “How comfortable are you in sharing the following personal information with retailers?"

Sample size (N) = 4,036
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Consumers seek promotions and discounts in return for sharing
personal information

6 in 10 consumers would want the benefit of a promotion or discount in return for sharing
personal information.

Benefits sought after for sharing personal information

Promotions, discounts, or other offers 61%

Faster resolution to an issue related to
product or service

Faster checkouts

Personalized product offerings

Product recommendations based on my
purchase history/preferences

Targeted advertisements

Question: “Which of the following benefits would you want from retailers in-return for you sharing personal information?”
Sample size (N) = 4,036
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About the survey

This survey was commissioned by Deloitte and conducted online by an independent
research company between September 6-13, 2018.

It polled a national sample of 4,036 consumers and has a margin of error for the entire
sample of plus or minus one to two percentage points.

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 member firms are legally separate and independent
entities. DTTL (also referred to as “Deloitte Global”) does not provide services to clients.
In the United States, Deloitte refers to one or more of the US member firms of DTTL,
their related entities that operate using the “Deloitte” name in the United States and their
respective affiliates. Certain services may not be available to attest clients under the
rules and regulations of public accounting. Please see www.deloitte.com/about to learn
more about our global network of member firms.

This publication contains general information only and Deloitte is not, by means of this publication,
rendering accounting, business, financial, investment, legal, tax, or other professional advice or
services. This publication is not a substitute for such professional advice or services, nor should it be
used as a basis for any decision or action that may affect your business. Before making any decision or
taking any action that may affect your business, you should consult a qualified professional advisor.
Deloitte shall not be responsible for any loss sustained by any person who relies on this publication.
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