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KEY FINDINGS

Holiday shopping is a true
omni-channel experience

plan to purchase
holiday gifts both in store and online

will be the most
effective when offering a consistent brand
experience that spans all channels

Shoppers increasingly rely on
mobile as a "go-to" resource to
aid them during the busiest
shopping day of the year

On Black Friday, the share of searches
conducted on mobile devices
(smartphones or tablets)

Engaging shoppers on mobile,
is critical

While Black Friday and Cyber
Monday are the busiest shopping
days of the year, there are plenty
of shoppers who choose not to
shop then

of holiday shoppers plan on avoiding
shopping during Thanksgiving Week

for those who will reserve their
shopping for before and after
Thanksgiving, and even after the holidays
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79% OF CONSUMERS PLAN TO PURCHASE HOLIDAY
GIFTS BOTH IN STORE & ONLINE

How much of your Holiday gift purchasing do you expect to do online vs in store?

36%

23%
20%
13%
8%
Almost all online Mostly online 50/50 online and in-store Mostly in-store Almost all in-store
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OVER HALF OF CONSUMERS ARE ONLINE
THROUGHOUT THE SHOPPER JOURNEY

During the upcoming holiday season, where do you expect to do the following shopping-related activities?

Make Browse Store Research Check/Compare Look for Sales/
Purchases Selections Gift Ideas Prices Promos

&

In-Store

[

Computer

J

Smartphone

)

Tablet

40
%
65 62
% %
35
% %
23
%
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NEARLY 4 IN 10 CONSUMERS EXPECT TO PURCHASE
MORE ONLINE THIS HOLIDAY SEASON

I'm going to shop for holiday gifts this year compared to last year

52%

37%
More than 23%
last year
14%
5% 6%
] ]
A lot more online A little more online The same amount A little more in-store A lot more in-store .
online and in-store
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HEAVY ONLINE SHOPPERS PLAN TO SHOP ONLINE EVEN
MORE THAN LAST YEAR

I'm going to shop for holiday gifts this year compared to last year

(by where they plan to shop this holiday season)

I’'m going to shop
a lot/little more online

I

e

I'm going to shop 60% 660/ 0

the same amount
online and in-store

iy
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| expect to shop | expect to shop | expect to shop

'm going to shop mostly online 50/50 online mostly in-store
a lot/little more in-store and in-store .
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HOLIDAY SHOPPERS ARE TWO AUDIENCES IN ONE

The vast majority of Thanksgiving weekend shoppers plan to purchase holiday gifts, with more
than half planning purchases for themselves

Purchases Planned for Thanksgiving Day, Black Friday, Thanksgiving Weekend, and/or Cyber Monday

90%

54%

29% 28%
A holiday gift for someone else Something for myself Holiday décor or seasonal items A gift for someone else for another
(not intended as gifts) occasion (not holiday-related)
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4-IN-5 CONSUMERS WILL RESEARCH HOLIDAY GIFTS
ONLINE

Shopping-Related Activities by Location/Device

= In-Store Online
82% 0
75% (1% 78% >0
67% 66%
51%
40%

33% .

Make purchases Browse store selections Look for sales/promotions Check/compare prices Research gift ideas .
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BLACK FRIDAY
& CYBER
MONDAY

SHOPPER AND SEARCH INSIGHTS



MANY SHOPPERS ACTUALLY AVOID SHOPPING DURING
THE THANKSGIVING WEEKEND

wont’ shop on  will shop on Thanksgiving Black Friday
any of these  these days

days I I

89% 730/0 560/0 Thanksgiving Weekend Cyber Monday
Age 18-34 Age 34-54 Age 55+

29%  T1%
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urce: Yahoo Internal data, November 23rd to December 23rd, 2015



SEARCH VOLUME BY DEVICE (W/OF BLACK FRIDAY)

Mobile search activity notably intensified in anticipation of Black Friday.
Mobile share of total, by day, below:

26% 24% 26% 33% 35% 32% 31% 26% 26% 25%

Monday Tuesday Wednesday Thursday Friday Saturday Sunday Monday Tuesday Wednesday
Nov 23 Nov 24 Nov 25 Nov 26 Nov 27 Nov 28 Nov 29 Nov 30 Dec 1 Dec 2
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Source: Yahoo Internal data, November 23rd to December 23rd, 2015
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BLACK FRIDAY (NOV-27TH, 2015)

Search activity on mobile devices surpasses desktop from 5pm to Midnight.
Unusual spike in tablet traffic observed in early hours

8%
7%
6%
5%
4%
3%

2%

1o .

5:00 6:00 7:00 8:00 9:00 10:00 11:00 12:00 1:00 2:00 3:00 4:00 5:00 6:00 7:00 8:00 9:00 10:00 11:00 12:00 1:00 2:00 3:00 4:00
AM AM AM AM AM AM AM PM PM PM PM PM PM PM PM PM PM PM PM AM AM AM AM AM

@ Desktop Smartphone Tablet

Source: Yahoo Internal data, November 23rd to December 23rd, 2015
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CYBER MONDAY (NOV-30TH, 2015)

Similarly to Black Friday, search activity on mobile devices surpasses desktop from 5pm to
Midnight. Desktops are used predominantly during business hours

10%
9%
8%
7%
6%
5%
4%
3%
2%
\
0%

AM AM AM AM AM AM AM PM PM PM PM PM PM PM PM PM PM PM PM AM AM AM AM AM

@ Desktop Smartphone Tablet

Source: Yahoo Internal data, November 23rd to December 23rd, 2015
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TOP PRODUCT CATEGORIES DURING THE HOLIDAY
SEASON

Clothing and appare! | 63%
Gift cards [ 55%
Technology and electronics _ 49%
Entertainment items _ 47%
Toys [N 44%
Books or magazines _ 30%
Home goods _ 27%
Jewelry and watches _ 27%
Beauty and cosmetic items _ 25%
Sporting goods _ 19%
Experience gifts _ 18% .
Child and baby care products _ 17%
Automobiles or auto parts [ 6% .

Other NN 14%

None of the above I 2%
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THANK YOU



