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By SARAH RAMIREZ

As the final weekend before Christmas begins, consumers are turning to both ecommerce and bricks-and-mortar to
finish their holiday shopping.

New research from KPMG shows that nearly 70 percent of consumers still have up to half of their holiday shopping
left to do. The majority of these last-minute shoppers will complete their purchases through a mixture of online and
in-store purchases, calling for cross-channel retail strategies that minimize friction.

"As we get down to the last few holiday shopping days, consumers focus on convenience, including last-minute
delivery, and personalized products and services," said Mark Larson, partner and head of consumer and retail at
KPMG, Chicago.

KPMG surveyed more than 1,000 consumers between Dec. 11 and 12.

Down to the wire
Nearly a third of consumers, 32 percent, said they have between 25 to 49 percent of their shopping remaining.

Only 15 percent of shoppers will finish their shopping entirely online, while 59 percent will do their last-minute
shopping between online and in-store.
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Most last-minute holiday shopping is done at physical stores. Image credit: Neiman Marcus

The majority of consumers, 59 percent, cited gift cards and certificates as the last-minute gift of choice. Forty-four
percent of shoppers also said apparel and accessories were popular presents to purchase the week prior to
Christmas.

Despite shoppers' last-minute tendencies, more consumers shopped on Cyber Monday this year than in 2017.

Up from 58 percent last year, 69 percent of consumers shopped on Cyber Monday in 2018. Nearly a quarter, 24
percent, spent between $250 and $500 on that day alone.
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Participation also increased during Black Friday, with 72 percent of consumers shopping either on- or offline that
day compared to 63 percent in 2017. Twenty-eight percent spent between $250 and $500 on Black Friday.

During the holiday season as a whole, 20 percent of consumers plan to spend between $500 and $750. More than
half, 51 percent, also expected to complete up to 50 percent of their shopping online.

Retailer efforts
In-store shopping still remains the most favored choice for last-minute purchases, but retailers must also leverage
omnichannel strategies.

Research shows that click-and-collect services are more popular among female consumers with higher annual
incomes, exhibiting the importance of luxury retailers including these services.

According to Order Dynamics Research, the "click and collect superconsumer" is 24 to 49 years old and has been
well versed in omnichannel retail for the last two years. This consumer is also interested in the experience of
shopping, needing to touch and feel the products she is purchasing (see story).

A growing number of shoppers are also turning to store reviews to find and evaluate bricks-and-mortar locations.

More than 80 percent of consumers are using their mobile phones to search for retailers, products and more that are
near them at the moment, according to research from Uberall. Leveraging the keywords "near me" and gaining
visibility in these localized searches is a key way to get consumers in the door (see story).

According to another survey conducted by Uberall, 19 percent of respondents admitted to always checking
platforms such as Google or Yelp for store reviews when deciding where to shop. A majority of consumers also
believe brands should reply to every review posted about a store (see story).
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Retailers' online presence can therefore have an impact on whether consumers turn to their store for their final
holiday purchases.

"When it comes to last-minute shoppers, everything starts with mobile," said Tehsin Daya, vice president of business
development, North America at Uberall, San Francisco. "They're mainly using their devices to search for brick-and-
mortar store hours and nearby shopping locations.

"That means each store should have a localized presence across platforms like Facebook, Google, Instagram,
Foursquare, Yelp and others," he said. "Retailers also have to make sure that basic store information is updated on
these sites to reflect extended holiday hours."
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