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Executive Summary 

Consumers Are Planning Festive but Frugal Holiday Celebrations 

• Prognosticators are expressing tempered expectations for holiday 2015 

• Two-thirds of Americans will work to put on jubilant celebrations, while trying to keep expenses down 

• Millennials are expressing more caution than older shoppers 

Holiday Celebration Spending Will Ring Up at $13 Billion 

• Spending will be on par with 2014 levels 

• Volume sales will struggle to maintain year-ago levels 

• Beverage alcohol is showing resilience 

Win with Personalized Tactics That Help Keep Holidays Festive 

• Begin conversations early, but continue throughout the shopper journey 

• Address unique shopper needs and wants with highly targeted advertisements 

• Use smart splurges to build basket size 

Economic Headwinds Will Slow Holiday Spending 

• Many consumers expect personal finances will get worse before they get better 

• Older consumers are more likely to express concern 

• Millennials are more optimistic about the near-term future 
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IRI Shopper Sentiment Index, January 2011 – September 2015 

Source: IRI MarketPulse Survey Q3, 2015 
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IRI’s Shopper Sentiment Index fell in Q3, to 119; levels down for  

the second straight quarter, but still in line with 2014. 

Exhibit 1 
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Shopper Sentiment Index Down  

for Second Consecutive Quarter;  

On Par with Year Ago 

 

IRI’s Shopper Sentiment Index fell  

for the second straight quarter, to 

119, reflecting a mixed bag of 

economic news and signaling a 

lukewarm holiday shopping season. 

 

Tempering occurred across age 

groups, but 18-34 and 35-54 age 

groups showed sharper declines 

versus older shoppers. Concerns 

around strength of family finances 

rose to the surface, leaving consumers 

more inclined to give up their 

favorite brands to save money this 

holiday season. 

 

The economic outlook for the United 

States is solid—the labor market is 

steadily improving, home prices are 

increasing and energy prices are low. 

The Federal Reserve recently 

signaled that it may raise interest 

rates in December, a signal that the 

economy is strong enough to 

withstand an increase. This would be 

the first rate hike since late in 2008. 

 

 

ABOUT IRI’s SHOPPER SENTIMENT INDEX 
 

Constructed against a benchmark of Q1 2011, IRI’s Shopper Sentiment 

Index provides deep insight into how the economy is impacting 

consumers’ approach to grocery shopping. The index provides perspective 

in terms of price sensitivity, brand loyalty and changes in spending 

required to maintain desired lifestyles. With a benchmark score of 100, a 

Shopper Sentiment Index score of more than 100 reflects consumers who 

are less price driven, more loyal to favorite brands and better equipped to 

maintain their desired lifestyles without changes, as compared to Q1 2011. 

Consumers Are Planning Festive but Frugal Holiday Celebrations 
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Still, concerns remain. U.S. wage 

growth is nearly stagnant and 

underutilization is still a concern.  

Meanwhile, health care and 

education costs are quite high  

and on an upward trajectory, and  

the world financial markets are  

quite volatile. 

 

Economic tailwinds and headwinds 

have retail prognosticators sharing 

some level of restraint with holiday 

shoppers. Predictions for overall 

holiday spending growth range from 

2.8 to 4.0 percent. Across the board, 

expectations  for growth are lower 

than those set forth in 2014. 

 

Spending on holiday celebrations 

will also be impacted by these 

factors. As the holidays approach, 

two-thirds of Americans (62 percent) 

say that they will put together the  

• Improving labor market 

• Low energy prices 

• Increasing home prices 

• Cost of education 

• Cost of  health care 

• Stagnant wage growth 

• Volatility in global markets 

Economic Influencers 

POSITIVE 

NEGATIVE 

best meals they can, but that  

they will do what they can to keep 

costs down.  

 

The pages that follow provide 

additional insights into the hearts 

and minds of this year’s holiday 

 

shoppers and provide guidance 

for CPG marketers looking to  

make the most of what is going  

to be a lackluster retail season. 
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Source: IRI MarketPulse Survey, Q3 2015 

Frugality Is on the Holiday Menu  

 

Holiday celebrations are special,  

but they can also be costly. Last year, 

Americans spent about $13 billion  

on holiday menu items in the four 

weeks following Thanksgiving that 

span Hanukkah and Christmas. Not 

surprisingly, meats and seafood  

items captured a lion’s share of the 

spending (nearly one-quarter of 

dollar sales). 

 

Though dollar spending increased 

for the 2014 season (+1.3 percent 

versus 2013), volume sales slid as 

consumers worked to keep a firm  

lid on budgets. 

 

Entering this year’s season,  

evidence points to a similar picture. 

Year-to-date CPG volume has  

been flat (+0.5 percent), with dollar 

sales climbing 2.6 percent, largely 

due to price increases. 

 

One-third of Americans plan to  

spend less on their holiday 

celebrations than they did last year. 

Cutbacks will be slightly more 

CPG Year in Review:  Finding the New Normal 

% of Consumers Trimming  
2015 Holiday Celebration Budget, by Age 

One-third of consumers will be trimming their  

holiday celebration budgets this season. 

Exhibit 2 

29% 

34% 

35% 

55+

35-54

18-3432% 
of consumers  

will spend less  

on holiday 

celebrations  

this year 

pervasive among millennials but,  

even among the 55-and-older 

crowd, 29 percent are trimming 

back their budgets. 

 

Expectations for 2016 are also 

impacting 2015 holiday spending, 

particularly among the 18 percent 

of consumers who feel that their 

financial situation will deteriorate 

in the coming year. These 

shoppers are really clamping 

down.  Nearly half (47 percent)  

of those anticipating increased 

financial strain are planning  

to spend less on holiday 

celebrations this season than  

they did last year. 

 

 

5 
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IRI: 2015 Holiday Celebration 

Spending Will Mirror 2014 

In the end, spending for 2015 

holiday celebrations will closely 

mirror levels seen in 2014. IRI 

predicts spending will top out at 

about $13 billion, with higher prices 

balancing out volume sales declines. 

Volume slides will occur across 

holiday celebration categories. As 

high-ticket items, proteins—turkey, 

ham and fish—will be prime  

targets for spending cutbacks,  

so steeper-than-average volume 

sales declines are likely. 

Because proteins, cumulatively, 

account for about one-quarter of 

holiday celebration spending, 

declines here will have a significant 

impact on overall trends. 

However, this downward pressure 

will be balanced by another big 

holiday celebration sector: alcoholic 

beverages. This season, alcoholic 

beverage categories are expected  

to be somewhat sheltered from 

declines, as consumers look to  

adult beverages to help keep  

their holidays festive and bright. 

Home-based celebrations and social 

gatherings allow for indulgences at  

 a considerable savings from  
on-premise options. For the 
season, alcoholic beverages will 
see essentially flat volume 
performance. Dollar sales will be 
bolstered by inflationary prices. 
For beer, in particular, price 
escalations will stem from 
pricingactions and consumer 
trade-up behaviors.

Desserts, gravies, vegetables, 

appetizers and breads will 

struggle to keep volume sales flat 

versus last year. For the season,  

declines of up to 1 percent are 

likely, and this will keep dollar 

growth below 1 percent as well. 

Holiday Celebration Spending Will Ring Up at $13 Billion 
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CPG marketers must invest to understand which money-saving 

strategies are most preferred by their core shoppers and consumers. 

Exhibit 3 

Shopping Behaviors for 2015 
% of Shoppers 

23% 

29% 

34% 

35% 

54% 

Purchase of bulk-packaged products

Credit card/store points for product savings

Private label products

Coupons from newspapers/circulars

Deal-seeking, with  

a Side of Preplanning 

Deal-seeking will play a prominent 

role in consumers’ money-saving 

efforts this holiday season. 

To get the best deals, preplanning 

will be a key strategy. Two-thirds  

of shoppers will take the time to 

make a shopping list at home 

before they set off to fill their 

holiday celebration shopping 

basket. Millennials, shoppers ages 

18-34, are more inclined to leave 

the house with list in hand. 

Consumers will embrace a wide 

variety of money-saving strategies 

to keep budgets in check and,  

as always, individuality will shine 

through as consumers work to 

maximize the return on their 

holiday spending. 

Across cohorts, coupons will be  

a key money-saving tool during 

holiday preparations this season. 

Half of consumers will snip 

coupons from newspapers and 

circulars, and this will be fairly 

consistent across age groups.  

Meanwhile 35 percent of all 

consumers—but nearly half of 

millennials—will turn to 

manufacturer and retailer sites to 

build their coupon arsenals. 

Mailed coupons and coupons from 

e-couponing and social 

networking sites are also very 

much in play.  

Detailed in IRI’s Private Label & 

National Brands: Dialing in on Core 

Shoppers, shopper perspectives 

around private label solutions are 

quite favorable. In fact, more than 

80 percent of consumers feel that 

private label solutions offer as 

good or better quality compared 

quality compared to their national 

brand counterparts. Given this broad 

support, it is no surprise that private 

label solutions will have a seat at the 

holiday table this year, too.  

Simply put, shoppers will embrace 

many and varied money-saving 

strategies this season. Getting the 

right mix of delivery mechanisms into 

the hands of key shoppers will be 

critical for CPGs looking to secure a 

place on holiday shopping lists. 

Source: IRI MarketPulse Survey Q3, 2015 

7 

Coupons from 
retailer/manufacturer websites
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Economic Headwinds Will Slow Holiday Spending 

Ongoing Economic Concerns 

Will Dampen Spending 

One-third of consumers expect their 

financial position will improve during 

the course of 2016. However, 48 

percent of shoppers expect no 

change in their financial health, and 

another 18 percent expect things will 

get worse before they get better. 

In a contrast to trends evidenced 

throughout the course of the 

economic downturn, millennial 

shoppers are actually more 

optimistic about the coming year 

than their older counterparts. 57 

percent of millennials expect 

improvement, versus just 21 

percent of older shoppers. 

Economic concerns will be at the 

forefront of hurdles that CPG 

marketers will face this holiday 

season. While consumers want to 

be festive, they are very much 

keeping in mind their finances 

today and what they expect to 

face in the new year. 
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Setting the Table for Success 

Consumers are taking a proactive 

approach to celebrating holiday 

2015 with style and frugality at the 

same time. With preplanning at the 

forefront for most consumers, getting 

on the shopping list is critical. To win 

this coveted spot, CPG marketers 

must reach out to consumers in a 

highly targeted manner. 

Facilitate list-making efforts.  Pre-

shop planning has become an 

engrained part of the CPG shopping 

experience. Consumers are doing 

their homework, finding the best 

deals before they enter the retail 

environment. CPG marketers must 

take early action, reaching into the 

home to communicate their brand 

story. This means understanding 

what list-making tools are most 

leveraged and influential to key and 

target shoppers. 

Serve up promotions that are 

tailored to the needs and wants of 

key shoppers and targets. From 

product attributes to serving 

suggestions to deals and delivery, 

consumers will engage more readily 

with communications that speak to 

their specific circumstances. And, of 

course, consumers are most likely 

to be aware of these 

communications if they’re carried 

out over their preferred media. 

In-store promotions build basket 

size. Though list-making is 

pervasive, 10 percent of 

consumers (13 percent of 

shoppers from households 

earning $100,000 or more,  and 

17 percent of millennials) 

acknowledge that they will make 

additional, unplanned purchases 

if in-store deals are compelling. 

Reaching out early is critical, but 

in-store engagements are equally 

important, reinforcing the brand 

story and/or adding excitement in 

the way of unexpected or 

incremental savings 

opportunities. 

Premium and/or gourmet 

products offer opportunities for 

“smart splurges.” Consumers are 

entering this holiday season with 

an eye toward saving money, but 

they still want to enjoy special 

times with their families and 

friends. Premium and gourmet 

packaged goods products can 

provide an element of 

indulgence, oftentimes at a 

fraction of the cost of a similar 

experience from a specialty or 

restaurant source. 

Capitalize on brand 

ambassadors, wherever they may 

be. Social media is a two-way 

street that will supplement 

organization-driven marketing 

efforts. Through these 

engagements, consumers can 

unwittingly enhance brand 

momentum and excitement. 

Encourage consumers to share 

their brand experiences—product 

usage ideas, favorite recipes, 

tangible and intangible benefits. 

Social interactions offer countless 

opportunities to learn new ways to 

make the holidays special without 

spending a fortune. 

Win with Personalized Tactics That Help Keep Holidays Festive 
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Powered by IRI Liquid Data, IRI Market Advantage enables better, faster 

decisions with a broader level of marketplace insight than ever before by 

delivering all edible and nonedible categories in multiple business views, 

ranging from total store, departments and aisles to eating occasions, corporate 

portfolio and brand franchise—all  drillable to the individual UPC level—as well 

as the ability to customize category definitions and detailed product 

segmentations. 

 

IRI Trade Planner’s two solutions— the Event Planning Calendar and Post 

Event Analyzer —provide a seamless flow from post-event ROI analysis to 

flexible trade plan development and simulation. 

 

By enabling a view across time, products, markets and drivers, users can drill 

into the key insights to develop strategies that will replicate and amplify past 

successes, as well as address lost opportunities. 

 

 

Leveraging IRI’s revolutionary Liquid Data Platform, Price & Trade Advantage 

gives insight on price sensitivities, gaps, thresholds, competitive implications 

and sales volume decomposition to maximize sales and create the most 

effective pricing and trade plans at retail. Use these robust, simple and 

integrated planning applications to get actionable insights at the execution 

level for continuous, repeatable results.  

For sales and channel management that  

goes beyond the “what” to deliver the “how” 

and “why,” tap into IRI Market Advantage™ 

 

 

 

 

For robust trade analytics and planning,  

turn to IRI Trade Planner™ 

 

 

To understand key factors that drive sales  

and impact change, count on IRI Business 

Value Drivers™ 

 

 

To gain a comprehensive understanding  

of  your product’s price sensitivities, gaps, 

thresholds and behavior in comparison to 

your competitors, rely on IRI Price & Trade 

Advantage™ 

 

 

 

 

 

 

Resources 

If you enjoyed this report, you may be interested in the following IRI products and services, which work cooperatively 

to provide actionable insights to drive shopper engagement: 

10 
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Susan.Viamari@iriworldwide.com. 

The following IRI Market Advantage™ categories are included in this report: 
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About IRI IRI is a leading provider of big data, predictive analytics and forward-looking insights that help CPG, OTC health 
care, retailers and media companies to grow. With the largest repository of purchase, media, social, causal and loyalty data, 
all integrated on an on-demand cloud-based technology platform, IRI guides over 5,000 clients globally in their quests to 
remain relentlessly relevant, capture market share, connect with consumers and deliver growth. www.IRIworldwide.com. 

Corporate Headquarters: 150 North Clinton St., Chicago, IL 60661, USA, (312) 726-1221 
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• Beef

• Finfish

• Shellfish

• Smoked Ham

• Turkey

• Vegetables

• Beer/Ale/Alcoholic Cider

• Carbonated Beverages

• Cranberry Sauce

• Fresh Bread & Rolls

• Frozen Appetizers/Snack Rolls

• Frozen Bread/Dough

• Frozen Plain Vegetables

• Frozen Prepared Vegetables

• Gravy/Sauce Mixes

• Refrigerated Dough/Biscuit Dough

• Spirits/Liquor

• Wine

• Vegetables

mailto: susan.viamari@iriworldwide.com
www.iriworldwide.com

