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Findings.

A look back on consumer
behaviour last holiday season.

Ready to sleigh your targets this holiday season? We reviewed 20271
shopping behaviour, from what customers were buying, to when.
Use these insights to power your 2022 campaigns.

It's all about timing.

The holiday season brings about many shopping moments. We really saw it
come down to four.

Black Friday saw
online sales peak - the

Online In-store biggest shopping
moment of the season.
: Boxing Day saw
asurgeinonline
Earlier shopping shoppers hunting
moments like Singles for deals.
Day and Click Frenzy :
saw early online
shoppers surface.
The week before
Christmas saw
in-store shoppers ........
shine, especially on
Christmas Eve.
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If you're omni-channel, test out running Cyber Weekend campaigns in-store to see
if you can accelerate growth.

Ho, ho, hold up...
you're not offering
Afterpay Card?

Offering Afterpay in-store? If not you could be missing out on potential
customers. Post-Cyber weekend in-store share of check outincreased an
average of 5% per week, hitting over 40% of total sales in the week leading up
to Christmas.

Online In-store Peak period to target
in-store shoppers.
149%  131% 175% 1 183%  215% 239% 212%  224% 188% 237%  282%
350%  411%  266%
L)
gs1%  co9% -
S% . 81.7% 81.2%
78.5% 788% o
77.
76.1% &% 76.3%
71.8% 73.4%
65.0%
58.9%
04 Oct 18 Oct 01 Nov 15 Nov 29 Nov 13 Dec 27 Dec

If you're selling in-store focus your best promotions around the times customers are

heading through the doors - and don't forget to display your Afterpay visual merchandising
assets. If you're online the lead up to Christmas could be a great time to run express
shipping promotions.

All | want for Christmasiis...

Top 5 categories shopped:
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Apparel and Department Homewares Beauty and Footwear
accessories stores cosmetics

Which products were we wrapping up?

Which products were consumers purchasing and when? We looked at the
products that had the biggestincrease in sales volume.

Cyber Pre-Christmas Boxing Day
weekend and beyond
Headphones, <
speakers 1 Gifthampers a Televisions
& audio \
Sneakers 2 ) Play vehicles a Towels
e
Haircare 3 ) Handbags a Bedding
s
Sleepwear '_;.._,4,-;@ Rollerskates a Bakewear
oo
Cosmetics 5 ) Scooters ' Sile nels
52 and socks

Look at which products consumers are buying when and think about why. Are your
customers potentially buying gifts or shopping for themselves? Use this knowledge to
shape your holiday messaging and the way you feature products on-site and in-store.

Deck the halls with
different generations.

It was great to see a mix of variety of customers shopping with Afterpay last
holiday season. But who was shopping when?

Millenial - -
Theleadin Cyber The lead up Boxing {
to Christmas weekend to Christmas Day 7
Kicking off the festive Cyber weekend marked Across December we saw Gen Z shoppers came k-/

season were GenZ
shoppers. The leadin,
aka the period before
Cyber weekend, was the
second biggest shopping
moment for Gen Z.

the biggest moment for
millennial consumers,
where they made up
just under 48% of total
shoppers.

Gen X and Boomers
shopping more than ever.
In factthey made up the
greatest percentage of
shoppers in December
compared to any month
across 2021.

outin force over Boxing

Day, being their biggest

shopping period of the
season.

It's important to target the audience that's right for you across the entire holiday season.
However, if you're trying to target specific generations, use the above as a handy guide to

time your additional marketing efforts.

Want to discover

more insights?

Check out Afterpay Access for business tips, quides, insights and more.

Source: All data has been taken from Afterpay'’s internal reporting of Afterpay customer data between the period

Pl

of 1st October to 31st December 2021. This infographic is now intended to reflect wider consumer behaviour.
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https://www.afterpay.com/en-AU/business/access
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