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The holidays are a vital time for brands, comprising up to 30% of 

annual sales for many retailers. This has been true for a long time, 

but while the importance of the holidays has stayed consistent, almost 

everything else has changed.

 

The way people shop. The way they get gift ideas. How to best reach 

them with advertising. All of this is changing rapidly, leading even the 

most seasoned holiday marketers to reevaluate their strategies. To better 

understand today’s consumer landscape, OpenX partnered with the 

global research firm The Harris Poll to hear directly from consumers 

about how they shop, and how they engage with media today. 

What we found should be encouraging to retail marketers trying to 

drive action this holiday season. Consumers are optimistic about the 

future of the economy and their optimism will fuel increased spending. 

While they plan to spend more, they also plan to spend differently.  For 

the first time in our seasonal polling, online sales will surpass in-store.  

And, to make things even more complicated, just as this shift from in-

store spending to digital kicks into high gear, we’re also seeing dramatic 

changes in how consumers interact with the digital channels marketers 

rely upon to shape buying outcomes. This study details this shift and the 

larger implications.  

The holiday season is upon us, and we’re off to the races.

 

Best,

2019 Consumer Holiday Shopping Report
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Report Methodology

Polling Breakdown

2000
Total

Consumers
Polled 626

Millennials

577
Baby Boomers

897
Male

1087
Female

1179 
Parents

The 2019 Consumer Holiday Shopping Report was conducted in 

conjunction with The Harris Poll, a global market research firm with 

over 50 years of history in polling.

This survey was conducted online within the United States in August 

2019 among 2,000 adults that reported plans to shop this holiday 

season. The survey length was 15 minutes, with results weighted for 

age, gender, region, urbanicity, race/ethnicity, education, marital 

status, household income, and/or socio-economic status to be 

nationally representative, with a margin of error of 2% at a 95% 

confidence level.
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Setting the Scene

Percentage of People 
Confident The Economy 
Will Improve Next Year

MILLENNIALS

77%71%
US TOTAL

Expected Spend On Holiday Gifts

$862
2019

$819
2018

+5%

Consumer optimism will fuel increased holiday spending, with 

an overall anticipated increase of 5% year-over-year, including 

significant growth in digital shopping. Most shoppers across all 

major demographics are planning to spend the same or more as they 

did in 2018, with nearly a third of all consumers planning to increase 

spending. Millennials in particular drive a large percentage of the 

total growth for the market, as 90% plan to spend the same or more 

compared to 2018. 

Entering the 2019 holiday season, consumers are evenly split on the 

state of the economy today, with just under 50% feeling like the 

economy is doing better than it was a year ago. The good news for 

retailers is that consumers are overwhelmingly optimistic about 

the future, with more than 70% feeling confident the economy will 

improve next year. 
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Holiday Spending Predictions

US TOTAL

MORE - 30%

SAME - 53%

LESS - 17%
9%

The percentage of millennials that plan to spend 
more is 50% higher than the US average.

MILLENNIALS

Setting the Scene (Continued)

44%

46%
30%

17%
44%

MORE - 46%

SAME - 44%

LESS - 9%

The holiday season is beginning earlier than ever with most 

consumers having started their holiday shopping efforts by 

September. Marketers traditionally plan holiday media buys over the 

summer, and increasingly, consumers are now starting to plan at the 

same time. 

When Consumers Begin Their
 Holiday Shopping Efforts

After Black Friday/Cyber 
Monday

Between October
& Cyber Monday

September 
or Earlier 

50%
38%

13%
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For the first time in The Harris Poll/OpenX polling, a majority of 

shopping is now expected to happen digitally this year, as opposed 

to in store.

Continuing a trend from recent years, mobile will be a primary driver 

of the shift toward digital-first shopping.  More than half of holiday 

shoppers report that they spend more than three hours a day using 

their mobile devices, so it should be no surprise that most consumers 

expect to use their mobile devices for holiday shopping. Ultimately, 

shoppers expect to spend 1 out of every 5 dollars this holiday season 

via a mobile device.  

The shift toward digital shopping is also impacting how consumers 

interact with the most popular shopping days of the year, Black 

Friday and Cyber Monday. On Black Friday, traditionally a day for 

brick-and-mortar, the number of consumers planning to shop online 

vs. in store is almost identical. On Cyber Monday, 70% of millennials 

plan to shop online, more than a 30% increase over 2018. 

Digital-First Shopping

of millennials will use their phones to shop this holiday 
season, a higher percentage than desktop or laptops

high income consumers are least likely to shop in 
store of all demographics

of baby boomers plan to split their shopping evenly 
between online and in store50%

69%

$100K+
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The 2019 holiday season is also bringing 

changes in terms of what people buy, 

and who they are buying for. 

Led by the push towards digital 

shopping, direct-to-consumer (DTC) 

products have become a popular gift 

item, and more than 20% of consumers 

plan to purchase at least one DTC gift. 

The people consumers are shopping 

for have also seen significant change 

year-over-year, and the largest increase 

comes in what people plan on buying 

for themselves!

The amount shoppers expect to spend 

on themselves has increased 70% year-

over-year, to almost $120/person. Other 

categories, such as how much people 

plan to spend on their children has 

decreased year-over-year.

Digital-First Shopping (Continued)

Who Consumers Plan
To Shop For in 2019

Total

******************

******************

$862

CHILDREN

PARTNER

SELF

RELATIVES

PARENTS

FRIENDS

PETS

CO-WORKERS

$296

$152

$119

$104

$76

$54

$20

$19

Thank You!

Do Consumers Plan To Buy A 
Direct-To-Consumer Product This Holiday Season?

US TOTAL

YES

40% 32% 38%

YES YES

NO

22% 37% 27%

NO NO

UNSURE 38% 32% 35%UNSURE UNSURE

MILLENNIALS $100K+ INCOME

70% increase year-over-year
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More so than any other demographic, millennials will determine 

success or failure this holiday season for many brands and retailers. 

Millennials are the demographic most optimistic about the state of 

the economy, with 77% feeling it will improve over the next year, and 

this optimism is translating into spending. Millennials are planning 

on spending 15% more this holiday season than the average 

consumer, and 25% more than baby boomers. 

Compared to other demographics, millennials are 50% more likely 

to say they will spend more in 2019 than they did in 2018, and in a 

promising sign for marketers, 68% of millennials claim to be the 

primary shopper in their household, higher than the US average. 

The Importance of Millennials

How Much Consumers Plan To 
Spend Compared To Last Year

MORE SAME LESS MORE SAME LESS

MILLENNIALSUS TOTAL

30% 46%53% 44%17% 9%
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Millennial Shopping Habits

Millennials generally over index in all key digital categories 

WHAT MILLENNIALS BUY
Compared to the overall US population millennials are

WHERE AND WHEN MILLENNIALS SHOP

69%

10%

33%81%

42%

more likely to buy a 
big-ticket item ($500+)

use mobile devices to 
research gifts, 25% more than 
the general population

spend more than 10 
hours a week mobile 
shopping

make online 
purchases during 
the work day

do the majority of their 
online shopping from 
6-11pm

spend at least 3 hours a 
week shopping on their 
mobile devices

more likely to buy a 
subscription service 
(e.g., Birchbox, 
Barkbox) as a gift

plan to buy a DTC 
product - 68% more 
likely than the average 
consumer

40%

1/350%

$990 IS THE AMOUNT MILLENNIALS PLAN 
TO SPEND ON GIFTS THIS YEAR 

DEMOGRAPHIC SNAPSHOT

10



The Season of Streaming

Today’s media landscape has never been more fragmented, and 

the tried and true methods of engaging consumers have become 

significantly less reliable. For marketers, understanding the shifting 

usage habits of consumers is a critical step towards building a 

successful holiday advertising strategy. 

The Decline of Linear TV

Linear TV has been the most consistent method for advertisers to 

reach consumers, with around $70 billion spent annually in the US. 

Consumers, however, are not watching TV the way they once did. 42% 

of holiday shoppers (including a majority of all millennials) either do 

not have cable/satellite TV or are considering getting rid of it in the 

next year. 

Have Cable & 
Plan To Keep It

May Get Rid of 
Cable In Next Year

Had Cable & 
Cut The Cord

Never Had
Cable

Cable Subscribers vs. Cord-Cutters

58% 15% 18% 9%

1 in 4 people do not currently have cable
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More than 30% of people say they do 
not watch any live TV, and increasingly, 
their attention is shifting towards OTT 
and streaming options. 

Millennials report spending 75% more 
time watching streaming TV than they 
do watching traditional live TV. Among 
all demographics in the US, a majority 
now regularly stream video content. 

of millennials 
use at least one 
streaming service

84%

How Many Services Streamers Subscribe To

ONE

TWO

THREE

MORE THAN
THREE

32%

39%

23%

6%

The Season of Streaming (Continued)

Dads are a demographic that watches a lot of TV, watching more 
streaming than the average consumer, but also watching more live 
TV. The shift to streaming should continue in the future. 61% of dads 
currently own a smart TV and 37% of dads watch at least 6 hours of 
streaming content a week.
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While many trends in holiday shopping remain consistent, 

certain demographics do behave differently or over index in 

certain categories. For example, dads take the trend of spending on 

themselves to an extreme, and are what we call a “sELFish shopper.” 

Dads plan on spending $192 on themselves this year, which is 61% more 

than the average US consumer and 357% more than moms spend on 

themselves. 

This is just one way in which dads are unique. For marketers who 

understand that dads will be the ones buying their product, here are 

some key items to note.

More likely to be shopping at work, with 71% saying 

they make purchases on the job

More likely to spend on pets, co-workers, their 

spouse and children than moms are

More likely to research gifts on a desktop or laptop 

than average  

More likely to buy a big-ticket item than average

Less likely to be on social media than average, with 

16% saying they never use it

More likely (34%) to buy a technology or consumer 

electronics gift

Dad’s Holiday Gifting Habits
DEMOGRAPHIC SNAPSHOT
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Advertising When Done Right, Works

Advertising is more likely to be a source of information on a gift than 

expert reviews/blogs, signage in stores, or sales people, and overall, 

68% of shoppers report having gotten a gift idea after seeing an ad. 

This year’s report highlights several key lessons for marketers seeking 

to maximize the return on their holiday advertising.

Embrace people-based marketing. Don’t let concerns about 
consumer preference deter plans to execute people-based 
marketing campaigns. In fact, a majority of shoppers, including 
more than 2/3rds of millennials, prefer a targeted ad over one that 
is completely random. 

Use TV for both awareness and driving action. Television has 
traditionally been a top-of-the-funnel awareness channel, but 
there is an opportunity to expand beyond that. More than half of 
OTT users today have seen a streaming ad that made them pause 
the content they were watching to visit an advertiser’s website 
to make a purchase or learn more about a product, showing the 
opportunity to run lower funnel campaigns. 

Leverage omni-channel and omni-location. With digital shopping 
overtaking in store shopping, advertisers have the ability to drive 
sales at all times of day, and in all sorts of locations. Think about 
how to reach your target shoppers in non-traditional ways. 

Advertise to drive impulse purchases. Nearly 1 in 4 shoppers 
say that ads are the reason they make impulse buys, a higher 
percentage than word-of mouth. Timing and targeting are key to 
drive the unplanned purchase. 

Consider the sELF on the Shelf. “sELFish” shopping will drive a 
large portion of the holiday budget this year - increasing 70% from 
2018. Tailor advertising strategies to encourage shoppers to stuff 
their own stockings with your product this year. 
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Shopping: By the Numbers
Consumers plan to increase spending by 5% year-over-year, 
averaging $862/person

of consumers will use a smart speaker or voice 
activated assistant to help with shopping this year

of people report making online shopping 
purchases at work 

of moms claim to be the primary shopper for 
the household (compared to 42% of dads)

of consumers make online purchases at 
least once a week

of online shopping happens late at night, 
after 11pm

of online shopping happens early morning, 
before 8am

13%

12%

8%

63%

35%

69%

12%

78%

of people will give a charitable or social 
giving gift this year

of shoppers claim cheap or free shipping influences 
completing a purchase online (it is the #1 thing most 
likely to influence shoppers)

15



Media Usage: By the Numbers

Advertising: By the Numbers

of US consumers, and 20% of millennials listen 
to podcasts every day

have discovered a brand through an online ad that 
they feel they wouldn’t have discovered in a store

of baby boomers (55-73 years old) spend 5+ 
hours a day on their mobile devices

of people, and 55% of millennials say an ad has reminded 
them to make a previously researched purchase

Mobile, OTT and other streaming services have exploded, and are 
taking attention away from traditional media channels like live TV

Ads are incredibly effective and shoppers willingly admit the role 
ads play in driving purchase

of consumers stream, and watch more than an 
hour a day on average

of all people report seeing ads when watching OTT content 

10%

21%

70%

48%

18%

39%
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About OpenX

Nobody understands the open web better than 

OpenX. As the world’s largest independent 

advertising exchange, OpenX makes the efficient 

people-based marketing buying experience of the 

walled gardens available to all marketers across 

the open web. OpenX works with more than 

30,000 advertisers across every screen and device, 

reaching nearly one billion consumers - including 

a quarter billion unique consumers in the US - and 

processing more than one trillion transactions 

globally each day. To date, OpenX has helped 

deliver more than $3 billion in total monetization 

to publishers. That’s the Power of Open™

The world’s first people-
based marketing platform 
built for publishers to deliver 

superior outcomes for 
marketers across

the open web.  

INTRODUCING

LEARN MORE AT
OPENX.COM


