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Introduction

The Year of the
Savvy Holiday
Shopper

Economic
uncertainty is
resetting holiday
spending. Al and
social commerce
are reshaping the
path to purchase.

© Simon-Kucher | Holiday Shopping Report 2026

Welcome Eimnn-I{ucher;; ;
2026 Holiday Shopping Report «

This season, shoppers are proving that holiday magic
isn't measured by how much is under the tree, but by
the thoughtfulness behind every choice.

With wish lists in one hand and Al helping uncover
deals in the other, consumers are stretching tighter
budgets, responding to timely promotions and
staying flexible as plans change.

Holiday 2026 is being shaped by resilience and
resourcefulness and by the enduring belief that even
amid uncertainty, there is still magic to be found.

Why it Matters for Retailers:

@ Spending reset with tighter budgets & trade-offs
@ Deal-seeking in a world of higher price transparency
@ Rise of TikTok Shop and Al-supported purchasing

+SK .



Key insights

2026 Holiday Shopping Trends

Holiday spending
reset

= Household holiday spend
is expected to return to
2024 levels at around
$1,018

= Spending pressure is
uneven, with <$75K
income households
showing greater signs of
constraint

= Regardless, consumers
remain committed to
holiday shopping and are
changing how and where
they spend rather than
opting out entirely

Source: Simon-Kucher 2026 US Holiday Shopping Survey
© Simon-Kucher | Holiday Shopping Report 2026

Economic pressure
on shoppers

= Nearly half of consumers
describe the economy as
being in poor or very poor
shape

= 77% say inflation has
changed how they shop,
with lower-income groups
disproportionately
affected

= Rising prices are pushing
shoppers to become
more deliberate with
discretionary spending

Value-seeking behavior

intensifies

= Consumers are
responding by shopping
earlier, trading down, and
waiting for deals

= Holiday promotions are
increasingly used for
everyday essentials, with
many consumers buying
at least opportunistically

= Yet, trust remains limited,
with only 22% believing
advertised discounts fully
reflect true savings

r o ,-.._.‘m_ﬂ_\'?__-:
e

Al reshapes shopping
journey

= Al established in holiday
shopping, with ~1in 2
consumers utilizing extra
assistance during their
shopping journey

= Deal discovery (55%) and
product comparison
(51%) are the leading Al
use cases

= Trust remains a hurdle,
even as ChatGPT and
Gemini emerge as the
most trusted providers

The rise of social
commerce

= TikTok Shop is developing

into a meaningful holiday
commerce channel, not
just a source of
inspiration

47% of TikTok Shop users
have already shopped
Black Friday or Cyber
Monday sales there

60% of users are likely to
shop TikTok Shop LIVE,
creating a growing
opportunity for brands to
participate directly

+SK .



Holiday spending reset

Economic pressure on the holiday shopper

The search for value

Al as a value tool

The rise of Social Commerce

© Simon-Kucher | Holiday Shopping Report 2026
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Holiday spending reset

Holiday budgets are being reset, not abandoned.
Consumers still want to celebrate, but they’re being much
more deliberate about where their money goes.

Shikha Jain
Partner, Head of Consumer North America

© Simon-Kucher | Holiday Shopping Report 2026 QQSK 5



(0N Holiday spending reset

How much consumers will spend in 2026
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The average A decline
US household and return
will spend to

$1,018 2024

on holiday expenses spending levels
in 2026

Source: Simon-Kucher 2026 US Holiday Shopping Survey
Q: What is your best estimate of what you spent last year and what you will spend this year during the holiday shopping season overall and per person?

Holiday Shopping Report 2026

Validity of the study

Our holiday shopping
projections have closely
aligned with findings from
other major, reputable
sources, reinforcing the
accuracy of our outlook.

Our 2026 projections show
that:

= Both our analysis and
external reports pointed to
household holiday
spending just above $1,000

Decline expectations of
~5.5% year-over-year were
consistently reflected
across sources
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Holiday spending is resetting down across income brackets, X
and middle-income households are making the largest sacrifices

Holiday spending expectations by income level AVS-(§°§5 f°f)e°ast
change

The 2026 spending reset is
broad-based, but not evenly
distributed

= Spending expectations are
down across every income
group, reinforcing that the
return to 2024-level
spending is not driven by a
single income bucket

Less than $25,000 $387

$25,000 - $49,999 $589

$50,000 - $74,999 $835

= Higher-income households
remain an important
spending anchor, with
$200K+ households
planning ~$2,012 and
declining only ~3% vs. the
2025 forecast, while several
middle-income groups show
much sharper pullbacks

$75,000 - $99,999 $883

$100,000 - $149,999 $1,142

$150,000 - $199,999 $1,464

$200,000 or more $2,012

Source: Simon-Kucher 2026 US Holiday Shopping Survey
Q: What is your approximate annual household income (before taxes)? What is your best estimate of what you spent last year and what you will spend this year during the holiday shopping season?

© Simon-Kucher | Holiday Shopping Report 2026




(0MM Holiday spending reset

Holiday shoppers are cutting costs without giving up the
traditions that matter

How consumers are managing holiday spending in 2026

T f " 0

3inb 1in2 1in2 1in2 2in5

are shopping are cutting back are willing to are choosing are relying more

earlier to spread on non-essential spend extra to lower-priced on online deals

out costs purchases maintain value brands and Al for
traditions savings

Source: Simon-Kucher 2026 US Holiday Shopping Survey

Q: To what extent do you agree or disagree with each of the following statements? ’
© Simon-Kucher | Holiday Shopping Report 2026 ” 8



Holiday spending reset

Consumers spend broadly across categories, but trips and
appliances capture the largest share

% of category shoppers A Increasevs. 2025 W Decrease vs. 2025

Large household appliances 14% 24% 18% 16% 72%

Trips and vacations 8% 34% 8% 72% &
Electronics 5% 16% 19% 70% V' N

Wellness packages 4% 4% 18% 33% 59%
Experiences 6% 9% 14% 30% 59% &
Household consumables 4% 8% 21% 23% 56%

Fashion and lifestyle accessories  [¥A 16% 28% 56% &

Children’s toys and baby items 22% 50% &
Fashion products 25% 49% &
Gift cards 27% 48%

Small household appliances 24% 46% A

Household durables 3% 4% 16% 21% 44%
Furniture and home décor 7% @ 6% 11% 20% 44%

Garden tools / home improvement 6% 12% 21% 41% ¥

Beauty and care products 3% 9% 20% 33% W

Services and subscriptions D% 6% « 6% 18% 32% W

Video games 17% 32% W m More than $1,000
Everyday essentials 14% 30% ® Between $501 and $1,000
Books and magazines 3% 17% 21% m Between $201 and $500

Pet food and accessories 3% | 6% 9%  19% w Between $101 and $200

Source: Simon-Kucher 2026 US Holiday Shopping Survey
Q: How much do you plan to spend on each of the following product categories during this holiday shopping season 2026 in total? zm

© Simon-Kucher | Holiday Shopping Report 2026



(ONM Holiday spending reset

Millennials and Gen X are planning to spend more than $100 on a
breadth of categories relative to Gen Z and Baby Boomers

Share of shoppers expecting to spend >$100

GenZ Millennials Gen X Baby Boomers

Large household appliances 63% 84% 59%

Trips and vacations 60% 78% 67%
Electronics 67% 72% 69%

Wellness packages 65% 67% 50% 38%
Experiences 36% 57% 56%
Household consumables 44% 62% 58% 54%
Fashion and lifestyle accessories 45% 58% 62% 51%
Children’s toys and baby items 50% 58% 52% 42%
Fashion products 46% 53% 58% 42%

Gift cards 40% 48% 35% 60%

Small household appliances 53% 52% 48% 35%
Household durables 43% 54% 39% 39%
Furniture and home décor 40% 67% 53%
Garden tools / home improvement 33% 44% 60% _
Beauty and care products 29% 38% 34% 29%
Services and subscriptions 35% 29% 60%

Video games 28% 38% 43% 11%
Everyday essentials 33% 35% 26% 24%

Pet food and accessories 33% 12%

Source: Simon-Kucher 2026 US Holiday Shopping Survey
Q: How much do you plan to spend on each of the following product categories during the 2026 holiday shopping season in total?

$SK
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Holiday spending reset

Best-deal perceptions are resetting toward 2024 levels,
with Black Friday still the clear anchor

Perception of where the best deal will be offered during promotional days

Key insights

The 2025 shift toward Black
Friday appears to have been
temporary, with perceptions of
the major deal days

60% normalizing in 2026

52%52%519% 53% 52% Meanwhile,. perceptions .of
Amazon Prime Day continues
to lose ground, while Cyber
Monday remains modestly
similar over the past 3-years

0%

25%27 %

72%

59%

22%

19%
15% 16%15%
10%III

18%

15%
II11A

22%
15%I

Black Friday Amazon Prime Day Cyber Monday

Source: Simon-Kucher 2019-2026 US Holiday Shopping Reports
Q: When do you think the best deals are offered?

© Simon-Kucher | Holiday Shopping Report 2026




Holiday spending reset

From browsing to purchasing, Amazon and Big Box Retailers are customer
end-to-end shopping destinations

Channels used for browsing & purchasing products during heoliday shopping season

70%}

Pay & get it Full journey Amazon %

40% .
Big box store/website
Brand website

o) 30% .

= 0 cluo @ ®

§ Department store

[$) . .

§- . Off-price retailer

= 00% . Specialty store/website

- ° Grocery store -~ Discount store

8 Independent boutique . .

7} Brand outlet store

- ]

Multi-brand eCom sites . . Social channels
10% Drug stores
@~
None Research & compare
0%
0% 10% 20% 30% 40% 70%
Used for browsing

Source: Simon-Kucher 2026 US Holiday Shopping Survey
Q: Which channels do you normally visit to browse (inform your purchasing decision) and which for actually making the purchase during the holiday shopping season?
© Simon-Kucher | Holiday Shopping Report 2026 ‘:m 12



Economic pressures on the holiday shopper

The pressure is real, and it isn’t being felt equally.
Lower-income households are forced to make tougher
trade-offs; despite that, inflation is changing how nearly
everyone shops.

Shikha Jain
Partner, Head of Consumer North America

© Simon-Kucher | Holiday Shopping Report 2026 QQSK 13



Economic pressures

Macroeconomic volatility and uncertainty put pressure
on demand, affecting different demographics unequally

KN PN R [

Consumer
sentiment

© Consumer confidence
remains fragile despite
resilience in the broader
economy

©® Consumer spending
increased +0.4% in June,!
suggesting no broad
retrenchment

O August sentiment was
51.7,~11% below prior
year2

Inflation
& Tariffs

O Inflation remained
elevated at +3.4% YoY in
August?®

@ Current tariff policy is
estimated to add $1,100in
consumer prices per
household annually*

O National gas prices remain
elevated an average of
$4.12 per gallon'2
compared to $3.25 in
March3 raising the cost of
regional leisure occasions

Elevated
borrowing levels

O The K-shaped economy
continues to pressure
lower-income households,
with many increasingly
relying on borrowing to
fund spending

O U.S. credit card debt rose
~4,5% YoY to $1.26T°

Real purchasing
power

© Weak real income growth
is limiting incremental
capacity for discretionary
spending

O Real average hourly
earnings declined 0.2%
YoY in July, limiting
incremental room for
discretionary purchases®

Household
bifurcation

O The top 10% of the
economy is contributing to
>45% of consumer
spending’

O A record 55% of
Americans say their
finances are worsening,®
while the top 5% of earners
continue to generate
outsized spending growth?

Source: Simon-Kucher 2026 US Holiday Shopping Survey ; (1) BEA, Personal Income & Outlays, June 2026; (2) University of Michigan Surveys of Consumers, Aug. 2026 final results; (3) BLS, CPI, August 2026; (4) Yale Budget Lab, State of U.S. Tariffs, Aug. 24, 2026; (5) Federal
Reserve Bank of New York, Quarterly Report on Household Debt and Credit, Q2 2026; (6) BLS, Real Earnings, July 2026; (7) Moody's Analytics estimate, as summarized by Federal Reserve Bank of Minneapolis; (8) Gallup Economy & Personal Finance Survey, Apr. 2026; (9) Bank
of America Institute, Consumer Checkpoint, Aug. 2026; (12) AAA national regular gasoline average, Sept. 2, 2026; (13) AAA, national regular gasoline average, Mar. 5, 2026

© Simon-Kucher | Holiday Shopping Report 2026
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Consumers are stating that the economic climate is worsening -~
and severity is felt most by lower-income households

Household income

<$75K $75 - $200K $200K+ Ly P

e
Economic COncarn remains top § )
Very poor \ -~ - of mind even at higher

0, [0) 0, o) . o o
and getting worse - 7% 21% 14% 1% incomes, raising the
importance of credible value

across segments. Retailers can

Poor shape _ o o \ . \ . \ help'ease the burden and drive
more challenges than opportunities 31% 81% 80% 35% traffic through

= [mproved assortment

\ strate
Neither particularly good nor - 20% 21% QO‘V\ 16? gY . .
particularly bad ° ° ° ° Acpes&ble opening price
points
Fairlv aood shape ~ \ \ Broader price ranges
Y9 P - 19% 16% 21% 20% Optimized promotional
more opportunities than challenges X
effectiveness
w ny n
Very good shape - 10% 8% 10% 14%
and continuing to improve
] ] w
Except!opally strong l 4% 3% 5% 59%
and thriving

Source: Simon-Kucher 2026 US Holiday Shopping Survey
Q: Which of these statements best describes how you would describe the current economic climate?

© Simon-Kucher | Holiday Shopping Report 2026




Economic pressures

Consumers are waiting till peak holiday - October/November - to start shopping
and many have a budget in mind

Deal-focused consumers

o 30% without a set budget tend to
16% . 15% 27% delay holiday shopping until
- 8% 4% December
Early shoppers, by contrast,
spread their purchases across
events beyond Black Friday
When consm.lmers Already August September October November December T
start shopping started delivers the best deals

Do they
have a budget?

Bl Yes

M Have range in mind

M No, will budget later

No, will shop for best deals 18%

10% 5% 8% 9%

H No, I'll buy what feels right in

the moment

Source: Simon-Kucher 2026 US Holiday Shopping Survey
Q: Do you know how much you plan to spend for this upcoming holiday season (on gifts and other holiday/seasonal expenses)? Q: When do you plan to start your shopping this Holiday shopping season?

7%

El ma == Ea

© Simon-Kucher | Holiday Shopping Report 2026




Economic pressures
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Lower-income households are more likely to cut spending
over the next few months, even on essentials

Expectation change in spending over the next 12 months, by household income

< $75K

ﬂ Discretionary spending

Non-essential items
(e.g., apparel, electronics,
travel, dining out)

42%

22%

< $75K

W  Essential spending

Necessities 45%
(e.g., groceries, household
essentials, healthcare)

27%

Source: Simon-Kucher 2026 US Holiday Shopping Survey

$75K - $200K

29%

40%

30%

$75K - $200K

18%

44%

$200K+

28%

54%

22%

M Plan to spend less
No change expected

s M Plan to spend more
200K+

15%

56%

29%

Q: Given the current economic environment, how are you expecting your discretionary spending to change in the next 12 months? Q: How are you expecting your essential spending to change in the next 12 months?

© Simon-Kucher | Holiday Shopping Report 2026
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(3%
Consumers are not cutting | ‘

back evenly

Lower-income households
show the greatest pressure on
discretionary spending, while
essential budgets are more
protected across income
groups

Selective spending will define
the season, as many plan to
keep or grow essential
spending, highlighting the
importance of value and
targeted promotions

R
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Economic pressures

Inflation continues to reshape holiday shopping, pushing consumers to cut selectively and create pockets
of protected spend

Source: Simon-Kucher 2026 Ut
Q: How has holiday shopping b s«

© Simon-Kucher | Holiday Shopping Report 2026

Inflation has
changed

shopping
behavior

How inflation has changed shopping behavior

% of consumers

Rely more on promotions
for non-essentials

Rely more on promotions
for essentials

Spend more on essentials
and less on non-essentials

Shop less frequently

37%

33%

27%

23%

+SK .



Economic pressures

Shoppers use cash and credit, avoid debt

Planned payment methods for holidays in 2026

Cash I 36%

—
Cash 68% °
on hand Gift card - 21%

3%

Venmo / Zelle

A vs. 2025
(in % pts)

0%

Spend my own money but no more than | have - 19%
4%
0%
4%

Saved money on non-essential spending
Savings 34%

Work overtime

Loyalty Points

Buy now - pay later - 10%

Loan I 3%
Borrowing 16%

Paycheck advance I 4%

Borrow from family/friends I 3%

Credit 52% Average # of payment 2 5
methods used... °

Source: Simon-Kucher 2026 US Holiday Shopping Survey
Q:How do you plan to pay for holiday gifts?

© Simon-Kucher | Holiday Shopping Report 2026
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shoppers planning to buy one this season

' I ' l , Economic pressures
- J ‘ ,  “Ugly” sweaters remain a holiday tradition, with 27% of

Are consumers continuing the “ugly” holiday sweater tradition?

Have an “ugly” sweater and
plan to buy another this year

14%

Have an “ugly” sweater but
don't plan to buy another this year

26%

Don’t have an “ugly” sweater but
plan to buy one this year

13%

ST ERT L

Don't have an “ugly” sweater and
don’t plan to buy one this year

46%

g -

Source: Simon-Kucher 2026 US Holiday Shopping Survey
Q: As our last question, just for fun, do you have an “ugly” holiday sweater? Do you plan to purchase one this year? :m
L 2 20

© Simon-Kucher | Holiday Shopping Report 2026



The search for value

Consumers aren’t pulling back from the holidays, they’re
shopping early and buying with greater intention. They're
trading down where it makes sense, leaning into
promotions, and less willing to take discounts at face value.

Max Walter
Director, Consumer North America

Q:SK 21
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Search for value

Winning on value requires more than discounts, as shoppers weigh price

and quality together across different categories

80%

70%

60%

50%

40%

30%

20%

Product Quality Importance Index

10%

0%

Importance of price vs. product quality in holiday purchase decisions, by category

M Price + quality matter
M Price matters more
B Quality matters more Large household appliances Core gifting and
Lower sensitivity to both Furniture, home décor, . Beauty and care products household categories
and decorative items Children’s toys and baby items require both competitive
| Household durables pricing and strong quality
Small household appliances
Fashion and lifestyle accessories . )é/Fasmon products
Household consumables (@) , @ ceryvday essentials
Electronics
Garden tools and home improvement supplies "Pet food and accessories
Books and magazines Experiences Trips and vacations
Services and subscriptions
Video games
Gift cards . Wellness packages
0% 10% 20% 30% 40% 50% 60% 70%

Price Importance Index

Source: Simon-Kucher 2026 US Holiday Shopping Survey; X-Axis set at median: 44.9%, Y-Axis set at median 43.9%
Q: Below is a list of factors you might think about when making purchases within the following category during the upcoming holiday shopping season.

®© Simon-Kucher | Holiday Shopping Report 2026
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Rising prices are pushing consumer to wait, switch, and trade-down

Impacts on shopping behavior due to price pressures

Waiting for deals

G,
& discounts 57%

An effective promotional
strategy has never been more

) critical
Reducing number of

items on shopping list

30%

31% v' Retailers need to optimize
their calendar to ensure
events and offers are

Planning to buy earlier attractive

to avoid higher price

... While also maintaining
event economics

Shopping in different .. that drive traffic, basket

... to cut through the
oo expected promotional noise
i\rl\il\l/tac'c:?agbteol 24% this upcoming holiday

Purchasing more locally

0
sourced goods 18%

Source: Simon-Kucher 2026 US Holiday Shopping Survey
Q: How do you plan to adapt or have recently adapted your shopping behavior in response to price increases?

© Simon-Kucher | Holiday Shopping Report 2026




Search for value

Shoppers are using different tactics to find the best deals, leaning into coupons, sales moments, and price
waiting to find the best deals

Millennials and Gen X are the most Older generations are more likely to Larger households are more likely to
active coupon hunters buy products already on sale wait for discounts
Millennials and Gen X are 15-20% more Baby Boomers are nearly 20% more likely Households with 4 or more people are 5-10%
likely than Gen Z and Baby Boomers to than the overall population to cut back by more likely than smaller households to keep
search for coupon codes online buying items on sale items in their cart until a discount appears
83%
o
48% 36% 40%

25% 25% 29%

- .

L ] - L ] L] L] [ ] [ ] [ ] -

i

U

GenZ  Millennial GenX  BabyBoomer GenZ  Millennlal GenX  Baby Boomer 1 2 3 4
(18-29) (30-45) (46-61) (62-80) (1B8-2%) (30-45) (a4-81) (62-80) person  people  people  people  people
Source: Simon-Kucher 2026 US Holiday Shopping Survey
Q: How do you reduce holiday shopping season spending specifically?
+SK .
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Flash sales polarize across generations, though younger generations opt in
at a higher rate

Perception ) : |
| actively look out for them to secure , Gen Z Millennials Gen X Baby Boomer o %
good deals

52% 59% 61% 49% 40%
| find them exciting, but don’t change enjoy I I [ .

my way of shopping Flash sales

| don't pay much attention to them 1 9% ?% 1 O% 25% 32%

don’t care [ | [ | [ |

| feel pressured to make a quick
purchase and usually try to avoid
them

| add items to my cart, but abandon
h h hen | he final
brice o1 Countdon pressure 32% 29% 24% 27%

| get discouraged by them or stop
shopping when | see them

Source: Simon-Kucher 2026 US Holiday Shopping Survey
Q: How do you feel about flash sales that are only available for a short window (e.g. 1h time limit) or end quickly because of “low stock” urgency messaging?

© Simon-Kucher | Holiday Shopping Report 2026 QQm 25
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Consumer expectations for discounts have decreased since 2023 likely driven * ,
by higher inflation

Year-over-year expected discounts levels for holiday shopping season 2019-2026

Key Insights

62% Discounts continue to show
59% normalization, with most
consumers anticipating 25%
or less and only a minority
seeking 26-40%

42% The time of 40%+ expectations

59%

48%

42% 4%

39% peaked during the pandemic
34% and has since declined
30% 30%
’ 29% 28% . 28%
24% ’
(7]
1S9
2 0, (¢)
E 15% 149, 15%
[72]
S
(&) N N N <
= S S S S
° N N « N
N
Up to 25% 26% to 40% More than 40%

Expected discount

Source: Simon-Kucher 2019-2026 US Holiday Shopping Reports
Q: What do you expect the discounts to be during this year's holiday shopping season for the following category?

© Simon-Kucher | Holiday Shopping Report 2026



Searchfor value

‘ Discount expectations remain moderate, even as shoppers
expect deeper cuts on higher-priced items

Less than $100 $100-$500 $501-$1,000 $1,001-$2,000 $2,000+

Less than 10% 24% 24%
10%-25% 35% 25%
41%-60% 8% 8% 11% 11%

More than 60% 4% 3% 4% 6% 7%

1%

Unsure 1% 1%

1%

12%

¢

In 2026, consumers continue to expect relatively measured discounts, regardless of item price

Deeper discounts do not automatically mean stronger value perception. As shoppers become more skeptical of reference prices, Q"-
promotional credibility itself can influence conversion. ’

-’
Source: Simon-Kucher 2026 US Holiday Shopping Survey

Q: What do you expect the discounts to be during this year’s holiday shopping season? m
27

This gives retailers room to protect price and margin during the holiday season based on their brand price positioning

© Simon-Kucher | Holiday Shopping Report 2026
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Discount skepticism is rising.
Consumers want value proof

Perceived accuracy of advertised discounts, 2026 vs. 2025 and by generation

o o = |
m 2026 m 2025 GenZ Millennials Baby Boomai®
o \ -
Fully reflect 25b 25‘7\ po% 1o

true savings 46%

45%
46% 47% 41% 45%

259 \ \ \ \
24% 21% 25% 28%

23%

Mostly reflect
true savings

Only partially reflect
savings, since original
prices are often inflated

Rarely reflect savings
and are mostly based
on inflated prices

4%
3%

3% 3% 6% 5%

4%
2%

I'm not sure 2% 3% 7% 5%

Source: Simon-Kucher 2026 US Holiday Shopping Survey

Q: How accurate do you feel the advertised discounts are compared to regular prices you've seen? :m
© Simon-Kucher | Holiday Shopping Report 2026 ’



Al as a value tool

Al is moving from curiosity to a practical shopping assistant
simplifying jobs that matter most right now: finding the best
deals on budget and product discovery.

Shikha Jain
Partner, Head of Consumer North America

© Simon-Kucher | Holiday Shopping Report 2026 ”m 29



@ Al as a value tool

Al usage reaches roughly half of holiday shoppers
with adoption highest among younger generations

Using Al for Holiday Shopping?

45% No

(-1% from last year)

55% Yes

(+1% from last year)

Source: Simon-Kucher 2026 US Holiday Shopping Survey
Q: How do you use Al for your holiday shopping season purchases?

© Simon-Kucher | Holiday Shopping Report 2026

Consumers using Al for Holiday Shopping, by Generation

% of consumers

GenZ

Millennial

Gen X

Baby Boomer

71%

67%

50%

36%

0:&( 30



Slide 30

MK1 The deck has to push more toward retailers. It's pushing consumers to deals and here is the Retailer
Implication: Holiday promotions are becoming a broader household-spend event. Consumers aren't
only waiting for holiday promotions to buy gifts; many are using them for essentials. Retailers should
think about basket composition, stock-up behavior and which categories should participate in major

events.
Maryanne Keeney, 2026-09-16T16:57:06.671

MK2 No mention of returns? I'd prefer a page on this with Header: “Easy returns can help conversion, but
they come with margin cost” -Shoppers love a deal but they also buy b/c they know they can return.
That's conversion and another “Retailer Implication” to call out. -- shoppers who prioritize returns, free
returns are the most important feature. Retailers have to balance the conversion lift of easy returns

against reverse-logistics and margin costs.
Maryanne Keeney, 2026-09-16T17:03:52.227

MK2 0 Returns are no longer just an operational expense. For some shoppers, the return proposition is part

of the purchase proposition.
Maryanne Keeney, 2026-09-16T17:49:37.508



Al as a value tool

Al supports many holiday shopping decisions,

but few consumers are ready to hand over the purchase process completely

How consumers plan to use Al for holiday shopping for those that use it

Find prices and deals

Compare products

Discover gift ideas

Plan when and where to shop

Stay within budget

GenZ

46%

RV,

Millennials

53% ’

48

TSIV,

Gan X

5&4% ’

Baby Boomer

63% ,
60% )
39%

2 6%

O
Let Al make the purchase

20%

J

22%

J

11%

6%

Note: Additional use cases tested

Source: Simon-Kucher 2026 US Holiday Shopping Survey; Only Al Users (N = 828)
Q: For what purposes are you likely to use Al assistance for this holiday shopping season?

© Simon-Kucher | Holiday Shopping Report 2026

Al is primarily a research tool,
with consumers to create price
transparency and keep control
of the final spending

* Finding deals (55%) and
comparing products (51%)
lead Al use, while only 16%
would let Al complete a
purchase

Boomers lean most on Al for

research, while younger
shoppers are more open to
letting Al take action. In both
cases, compressing the path
from discovery to purchase.



" "4 POV Al as a value tool
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Al hesitations across all users center on
control, privacy, and recommendation quality

What still holds consumers back from Al?
% who have each concern about using Al for holiday shopping

Control and Shopping Experience

Prefer to make holiday shopping decisions on my own 29%

Enjoy discovering gifts myself 23%

Privacy and Data

Don't trust it with personal information 25%

Concerned about sharing personal or shopping info 20%

Recommendation Quality and Bias
Don’t trust Al recommendations 21%

Worry Al won't recommend best deal/fit products

Think Al will put retailer’s interests above mine 18%

Transaction Risk and Adoption Friction
Think Al could charge me the wrong amount 14%

Feels more complicated than worth it
Could purchase the wrong product 12%
Unsure how to use Al tools for holiday shopping 12%

Al is stupid and don't like it 10%

| -
X

-

e

X

Source: Simon-Kucher 2026 US Holiday Shopping Survey
Q: Are there any hesitations or concerns you have with regards to Al that prevent you from leveraging it for holiday shopping? :m
L 4 32
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_NOYAN Al as a value tool

Consumers still broadly trust Al for holiday shopping,
with 76% viewing at as somewhat trustworthy

How trustworthy is Al for holiday shopping?

% of consumers

e L) 23%
::h --"-"; Chrintras gty Extremely trustworthy o

Ty iy P g
(=, -
TR Y ke s i

Significantly trustworthy 24%

Somewhat trustworthy 29%

A little trustworthy 14%

Not trustworthy at all 10%

Source: Simon-Kucher 2026 US Holiday Shopping Survey

Q: In general, how trustworthy do you view Al assistance when it comes to holiday shopping?
© Simon-Kucher | Holiday Shopping Report 2026 ’z 33
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Al trust for holiday shopping is concentrated among a few leading pruuideré; 3 * o
with a clear gap to the rest

Al Providers Ranked by Consumers’ Trust for Holiday Shopping

45%
Niche Leaders Key insights
40% Reading example: ~77% of chatGPT @ = ChatGPT converts trust into
thelrtop fve Al providers, and 40% o e g ettt
i iv Vi . ) . &
S those respondents ranked it #1 :’;”;Taiﬁg if;thr?jsnvggl? 1rank
(o)
. The rest of the market is
Gemini . fragmented; Alexa is the
30%

strongest second-tier
provider, while all others fall

below 20% on first-choice
25%

% ranked #1

trust

Alexa ‘

20%
@ siri/ Apple Al
15% Grok Walmart Sparky
® e @ copiiot @

. e . auae

Limited adoption Secondary preference
10%

45% 50% 55% 60% 65% 70% 75% 80%

.
% ranked in Top 5
Source: Simon-Kucher 2026 US Holiday Shopping Survey

Q: Thinking of the various Al providers available, how would you rank them in terms of which you trust most for holiday shopping?

®© Simon-Kucher | Holiday Shopping Report 2026




The rise of Social Commerce

TikTok Shop is blurring the line between entertainment and
retail. Discovery, urgency, and purchases happen in the
same feed, shortening the path from inspiration to
transaction - making shopper conversion instant.

Max Walter
Director, Consumer North America

O:SK 35
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(9189 Rise of Social Commerce

purchase
e O
r

2in3

discover products they say TikTok Shop
otherwise would not content inspires them
have found to purchase

Source: Simon-Kucher 2026 US Holiday Shopping Survey
How much do you agree or disagree with the following statements regarding TikTok?

© Simon-Kucher | Holiday Shopping Report 2026

How TikTok Shop users are utilizing the platform

TikTok Shop is bringing product discovery closer to

m

2in3

view TikTok shop as a
new digital “shopping
mall”

+SK .



Rise of Social Commerce

TikTok Shop remains a smaller channel, but engagement spikes around major
deal events during the holiday season

TikTok Shop Engagement Funnel

. respondents are familiar
1in 3 with and use TikTok Shop for
their shopping needs

TikTok Shoppers have participated

1 in 2 in peak holiday shopping
sales on the platform

. of BF & peak holiday TikTok Shop
3 1] 4 users signal that it has the best
deals

Source: Simon-Kucher 2026 US Holiday Shopping Survey

Q: How familiar are you with each of the following social media platforms?; Q: Have you in the past ever shopped Black Friday or Cyber Monday sales on TikTok Shop?; Q: Compared to other social media websites, how does TikTok

compare in terms of limited time drops, big deals, exclusive offers?

© Simon-Kucher | Holiday Shopping Report 2026

Key Insights

TikTok Shop reaches 36% of
respondents, but nearly half of
its users have used the
platform during holiday
shopping events, making peak
deal events an important
conversion moment

Among those deal-even
shoppers, 76% say TikTok
Shop offers better drops, deals,
and exclusives than other
social platforms, creating a
clear opportunity for brands
during promotional periods.
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Rise of Social Commerce “‘F g !

TikTok Shop LIVE is turning social media into a shopping channel, and is Z * )
creating a new holiday shopping conversion moment across income groups

Likelihood to shop TikTok Shop LIVE this holiday season, overall and by household income’

<$75K $75 - $200K $200K+ Livestreaming is moving social F ke
media closer to the point of

\ \ purchase

25% 22% 28% 27% = 60% of TikTok Shop users
are likely to shop through
LIVE this holiday season,

. m . . showing growing willingness
35% 33% 40% 35% to purchase directly within

social content

Very likely

Somewhat likely

\ ~ ~» Interest spans income
Neither likely or unlikely _ 19% 24% 16% 15% levels, suggesting livestream
commerce can reach a
broad holiday audience
- - - rather than a niche shopper
Somewhat unlikely - 7% 8% 6% 6% segment
~ ~ ~
Very unlikely - 12% 13% 10% 17%

Source: Simon-Kucher 2026 US Holiday Shopping Survey ; *Asked among respondents who are familiar with and use TikTok Shop (N = 534)
Q: When doing holiday shopping this year, how likely are you to shop the interactive livestream, TikTok Shop LIVE?

© Simon-Kucher | Holiday Shopping Report 2026




The wrap-up

Turning Consumer Choices
to Retail Action

© Simon-Kucher | Holiday Shopping Report 2026
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[0feY What this means for business leaders

2026 Holiday Shopping Trends: What this means for businesses

Protect
holiday spend

= Expect flatter holiday budgets
and focus on capturing share
of wallet, not relying on
category growth

= Protect conversion with right
balance of price points and
underlying benefits in line with
brand positioning to address
needs of target segments

= Emphasize affordable ways to
participate in the season
rather than simply increasing
promotional depth

®© Simon-Kucher | Holiday Shopping Report 2026

Respond to uneven
consumer pressure

Offer accessible entry-priced
SKUs or reduced formats to
preserve brand positioning
without deep discounting

Use segmentation to tailor
assortment, price, promotions
and messaging to different
levels of affordability pressure

Be deliberate about where
discounts are truly needed and
create selective messaging to
mitigate trade down, delayed
purchases, and less gifting

Make value easier
to recognize

= Apply transparent and easy to
validate discounts as shoppers
become more skeptical of
flash offers

= Build promotion calendars
around earlier shopping and
consumers’ desire to spread
spending over time

= Reinforce value beyond price
through quality, convenience,
loyalty benefits with smart-
savings mechanisms and
benefits for value-seeking
shoppers

Design for
Al-assisted shopping

Treat Al as a new discovery
and consideration channel
alongside search, retail media
and marketplaces

Optimize product content so
Al tools can easily interpret
price, features, reviews,
availability and differentiation

Track how your brand and
products show up in Al-
generated recommendations,
particularly for deals and
product comparisons

Turn social engage-
ment into commerce

Move beyond social as an
awareness channel and create
a direct path from discovery to
purchase

Test platform-native offers,
exclusive drops, and bundles
that give shoppers a reason to
buy directly on the platforms

Build capabilities around
TikTok Shop LIVE, creators
and live selling where they fit
brand and target audience

SK




m What this means for business leaders

Santa’s check list for retailers

B il
pi T s W I
=

w0 g
*3%  Santa’s check list for retailers

-
5 %

Segmentation
Are you clear on whio you fargat !'|r'|'!1i.'.-l:Jrﬂ|Ihll'.'.
are and how they shop?

Channel visibility
Do you know Wiheng your COMSumers Drowss
W, pufehassT

Experience
H you cant win on price, am there other elements
ol value (sendce, assortment) you can win on?

Calendar design
Are your promation events sat effectively to cut
through the notae?

Consumer trust

Do your discounts reflect read vabee?
Ganerative engine optimization

#re your products and deals discoverable by A7

Social selling
Do you have a TikTok and social media strategy?

%y
éﬂﬂﬂﬂﬂﬂﬂ

- &=

© Simon-Kucher | Holiday Shopping Report 2026



MK

What this means for business leaders

What goes into this study

ww | The online - Methodology

=0 study evaluates Gender
(%) . Between August 6 - 20, 2026, Simon-Kucher
e conducted an anonymous survey of 1,601 US consumers

» 8 years of consumer Male 51%
shopping trends related to
the Holiday Shopping season

Female 48% To determine the most accurate holiday spending
predictions, we analyzed holiday spend per household
with respect to actual US population distribution by
household income level (as published by the US Census:
Household Income: HINC-06 (census.gov)

_ Generation (%)
& |Impact of macroeconomic

trends on shopping behavior Silent [T 2%
Boomer To most accurately represent the average US consumer,
Gen X for the spending responses we examined both the

9 United States Millenniat absolute $ amount stated as well as the % change
llennia
O

compared to the previous year. We then excluded 5%
Gen Z on each end in order to focus on the median 90%.

Income (%)
Using We invite you to explore Simon-Kucher’s

<$25k 2026 Holiday Shopping Report and to share,
HZELADCL the data reference and publish the findings with attribution to Simon-
Sample size $50k-74.9k Kucher and a link to this page. For additional information,
~1,500 $75k-99.9k including strategic recommendations for retail industry
everyday $100k-149.9k executives and specific data requests, please contact:

COUSNIEEEY B 50kj$1 99.9k loss % pr-inquiries@simon-kucher.com
200k+

© Simon-Kucher | Holiday Shopping Report 2026 O:SK 42
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MK1 Since this is your final page on Research. Make the Header Bigger. It seems connected to the last

slide.
Maryanne Keeney, 2026-09-16T716:09:36.911



Simon-Kucher is the world-leading commercial growth and
pricing specialist.

Our people Our clients

= Specialists in Commercial Strategy & Pricing Our clients come from 120+ industries and
Consulting, Transaction Services & Private Equity, range from Fortune 500 and FTSE 100 firms
Digital and Software to unicorns

= Qur partners and experienced leadership team are
hands on, delivering results at pace

Our sector expertise Our reputation

= Consumer Pioneering pricing for decades,
Simon-Kucher defined the discipline
- it's part of our DNA

= Financial Services

= Healthcare & Life Sciences

* Industrials Fiebes | EHIIM.EEHEI'F
= Technology Media and Telecoms [ECETY | COMSULTING FiRNts

1985 @ @ 2,200+
FOUNDED EMPLOYEES
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Unlocking better growth
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Jain Walter
Partner & Director
Head of NA
Consumer

Shikha.Jain@simon-kucher.com Maximilian.Walter@simon-kucher.com

+1857 928 9151 +1 229 944 6883

Boston office

One Boston Place New York office

Suite 3301 B.rookfield Place, 225
Boston, Liberty St
MA 02108 41st Floor

New York, NY 10281

Special thanks to: David Dascher for the analytical support and preparation for the report
Maryanne Keeney for her PR efforts and copywriting. Patrice Ford for her marketing input.
Gen Solomon for the holiday-themed design.




SIMON
KUCHER

Thank you!

Www.simon-kucher.com



