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FUN FESTIVE FACTS

Note: ONS data is calculated using a 4-4-5 weeks
per month structure, data above is adjusted to reflect
the number of days in each month

£15.9 million: The money
donated to good causes last
year in Scotland alone
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Source: BRC calculations using ONS Retail Sales data
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Worries about Brexit and the economy are unlikely
to significantly impact spending. According to the
GfK Consumer Confidence Index, shoppers’ overall
confidence has remained relatively stable over the
course of 2018. At the end of August consumers’
confidence in purchasing big-ticket items increased
and has stayed positive, suggesting that while
shoppers are nervous about the wider economic
environment, they are not so concerned about their
personal situation. That could be promising news
for those looking forward to opening their presents
on Christmas morning.
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Spending per Household on Christmas Gifts in 2017
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Sales growth is expected to remain weak as
consumers’ incomes remain squeezed. Although
wage growth is now picking up and is growing
faster than inflation, real wage growth remains
weak in comparison to historical averages. Added
to that, consumers have dipped into savings to fund
spending in recent years, but with the household
savings ratio near record lows, there is limited room
for savings to provide much further support.
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According to the Bank of England, a typical UK
household spends approximately £2000 per month,
but at Christmas this increases by an extra £500.
They estimate that this leads to an increase above
average spend by 20 per cent for food, 30 per cent
for alcohol and 80 per cent for books.

According to a study by the Centre for Retail
Research, most spending on gifts last year went
towards clothes and footwear, with an average
of £53 per household. This was closely followed
by toys (£50) and consumer electronics (£45),
with all other types of products some way behind.
Perhaps a consequence of the trend towards
healthier lifestyles, the lowest average spend
went towards alcohol and confectionery gifts
for Christmas last year.
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£51 million: The amount
saved each year by shoppers
through the use of discount
voucher codes

Month as % of
Total Sales

Food sales made up around 44 per cent of
spend in December 2017, with the rest going
to non-food products. We expect to see
a similar pattern this year.

Amount Spend (£)

60 million: The number
of Christmas trees grown
each year in Europe

2017

The Office for National Statistics saw over £78
billion spent in December and November last year.
According to our BRC-KPMG Retail Sales Monitor,
sales growth for the year to date has averaged
1.4 per cent. We expect November and December
to grow at a similar rate, which would mean total
spending of almost £80 billion this festive period.

l&

Relative Monthly spending

Where will this spending go?

ho

150 million: The number
of cards and packets
delivered by Royal Mail in
the run-up to Christmas

Thanks to all the festivities that occur during
Christmas time, December is the biggest month
of the year for most retailers in the UK. According
to the ONS Retail Sales Index, November and
December accounts for more than one-fifth
of the year’s sales.

How much will be spent this year?

Al
co

How important is Christmas
to the retail Industry?

Source: Centre for Retail Research

More Christmas gifts than ever will be bought online
this year. Consumers are becoming more accustomed
to online retail at the same time as improvements
in delivery services and click and collect are enabling
more online shopping well into the final week before
Christmas.
In the run up to Christmas last year, the proportion
of spending online on non-food products expanded
from 23 per cent in October to more than 27 per
cent in November, and more than 24 per cent in
December. October 2018 saw online capture nearly
28 percent of sales of non-food products, indicating
we could see online penetration pass the 30 per cent
mark in November 2018.
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WHAT IMPACT Has BLACK FRIDAY HAD?

How far will the £’s stretch?

How Busy will the shops be?

Will snow disrupt play?

Black Friday is a day of discounts both online and
in-store and in recent years has grown to be one
of the major discounting periods of the retail
calendar. With increased sales over Black Friday
week, this has had the effect of shifting a proportion
of sales away from the immediate run-up to
Christmas towards the Black Friday period instead.

As our BRC-Nielsen Shop Price Index shows,
food prices have seen consistent inflation over the
past year and in the three months to October have
increased by an average of 1.7 per cent. While this
rate of inflation is not abnormal in comparison to
historical figures, increasing food prices leave less
available for spending on discretionary items. This
year we have seen the amount spent on non-food
items fall, as demand has been weaker and deflation
has persisted throughout the year (the three-month
average to October is -1.0 per cent). We expect
non-food sales to buck their recent trend by posting
a small increase over the festive period.

Given that footfall has been on a downward trend
in the UK (as more is spent online), the festive period
is likely to see fewer visits to the shops than last
year.

Modern retail logistics have improved significantly
alongside the rise of online shopping. As consumers’
expectations have become more demanding in terms
of next day deliveries, retailers have upped their
game to account for even the most treacherous
conditions. Even if there is a “white Christmas” this
year (most bookmakers have the odds of a “white
Christmas” in London at around 3/1 this year
[12th November]), retailers’ contingency plans will
minimise the disruptions to shoppers.
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The weekend before Christmas will be the busiest
days for stores, although with Christmas Eve falling
on a Monday, we are likely to see some of the
activity which was concentrated on the weekend last
year, spilling over onto Monday 24th.

Source: BRC-Nielsen Shop Price Index

christmas

What will be popular this Christmas?

black friday
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However, with many shoppers not wanting to risk
last minute home deliveries, shops are likely to
be very busy in the last week before Christmas.
Many consumers head to stores to buy last minute
presents and Christmas dinner supplies, with others
making the most of last minute click-and-collect
services.

3.0%
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Spending patterns over the festive period
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The event continues to change and has transformed
into a week-long affair rather than a day of
discounting. This can be seen when looking at retail
website activity. Last year saw retail website visits
in the days approaching the main event grow faster
than the day itself, with a peak of 11 per cent growth
on the preceding Sunday, compared to the 1 per cent
growth on Black Friday according. Our BRC-Hitwise
Digital Retail Insight report provides more detailed
analysis on last Christmas’ online retail browsing
activity.
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As the below graph shows, last year’s sales of nonfood products in Black Friday week were nearly
40 per cent higher than in the preceding three weeks
and more than 12 per cent higher than any of the
following three weeks. Five years ago, sales in Black
Friday week were lower than the following weeks.

Over the three months to October, our BRCSpringboard Footfall Monitor has shown a 1.8 per
cent decline for shops in the UK, although this has
not been evenly distributed among all shopping
destinations: high streets and shopping centres have
seen the number of shoppers decline, with falls of
-2.2 per cent and -2.7 per cent respectively, while
retail parks have bucked the trend with a slight year
on year growth of 0.1 per cent.

Last December, non-food items like clothing, health
and beauty products, and home accessories enjoyed
the highest year on year growth, according to our
BRC-KPMG Retail Sales Monitor.

Is Christmas starting earlier, or is it
just me?
Although it may feel to some that retailers
start rolling out their Christmas products earlier
and earlier every year, many aspects of Christmas
in retail are fixed.
The unveiling of department store Christmas
window dressings is a sign to many shoppers of the
start of the Christmas period, which in London are
timed to precede the switching on of the Christmas
lights on their streets, usually in the first weeks
of November.
Retailers’ Christmas advertising campaigns,
particularly on television, begin on (or around) 1st
November with some retailers building up to their
release with some ‘blipverts’ (five second adverts)
that tease their arrival around a week in advance.

Feb

Source: BRC-KPMG Retail Sales Monitor
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How big will sales over Boxing Day be?
The BRC does not hold data on Boxing Day sales
specifically.
However, what we saw last year was that lots
of shoppers opted to shop online rather than go
into the shops on Boxing Day so we wouldn’t be
surprised if that trend continues. Boxing Day tends
to be a busy time for specific non-food products
like furniture, where the post-Christmas sales tend
to more significant than the pre-Christmas sales.
Our BRC-KPMG Retail Sales Monitor will be released
on 10th January 2019 and will look at how trading
over the festive period in 2018 has fared. It will
include year on year spending patterns by category.
When will the January sales start?
Traditionally, the January sales begin on December
26th, with department store and shopping centre
visits a key part of many households’ Christmas
festivities on this day. However, following the
development of online retailing many retailers are
taking advantage of online browsing on Christmas
Day itself by rolling out some discount offers sooner.

How is Retail employment affected by the
Christmas rush?
As Christmas is the busiest time of the year for
retailers, many will increase front-line employee
numbers to manage this extra demand and provide
the services necessary to make this time of year
as enjoyable as possible for the UK. However, there
has been a downward trend in employment in retail,
owing to structural change in the industry. Total
numbers working over Christmas are likely to be
lower this year than previous years.
Is Brexit affecting Christmas This year?
The UK leaves the EU on 29th March. This means
there is currently a great deal of uncertainty about
issues like trade tariffs, customs arrangements,
employment numbers and relationships with
suppliers. Brexit may affect consumer confidence this
year but there should be very little impact on supply
changes and the general consumer experience over
Christmas.
Will retailers be stockpiling goods and
products over Christmas?
No. There is limited additional capacity to house
stockpiled goods and in the case of fresh produce
it is simply not possible to do so.

Retail Christmas
stories

ASDA FIGHT HUNGER
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ALDI’S FESTIVE FOOD DONATIONS
Aldi’s decision to close its stores on
Christmas Day and Boxing Day isn’t
just good news for its colleagues, it’s
good for charities up and down the
country too.
The supermarket opened its festive
food donations scheme in November
and invited charities and food banks
to register to receive a free donation
this Christmas Eve.
Since then, Aldi has been busy pairing
as many of its 800 UK stores as
possible with local charities and good
causes.
Charities and community groups
will then be able to collect perishable
products such as fruit, vegetables,
fresh meat, fish and bread after Aldi’s
stores close at 4pm on Christmas Eve.
Aldi’s Managing Director of Corporate
Responsibility, Fritz Walleczek, said:
“We started our festive donations
scheme even earlier this year to give
as many charities as possible the
opportunity to apply.
“We want to give something back
to the communities that we serve
at such an important time of year.
Last year we were able to reach
thousands of people across the UK,
and some charities were even able to
prepare fresh meals that fed families
well into the New Year.”
Aldi worked with more than 300
charities across the UK last Christmas
and provided more than 450,000
meals to vulnerable people. For
example, the Abbeyfield Society
Darwen in Blackburn fed 12 refugee
families on Christmas Day in 2017,
including 34 children.

10 - brc | Retail at Christmas | festive faqs 2018/19

Food For Thought in Darlington
also received a donation last year.
An employee at the community
group said: “We were able to give
away turkeys to local families in need
who then had a Christmas meal the
following day.
We cooked with the remaining meat
and vegetables and held a completely
open and free event on 29th
December. Around 200 people in need
had a delicious three-course hot meal
for free.”
An employee from Midland Heart
in Wellingborough said:

“The food donations last
year helped both of our
homeless sites for families
and vulnerable adults,
along with two other local
homeless charities. Our
customers were extremely
appreciative as many of them
struggle to make ends meet.”

The Christmas donation scheme
is an extension of Aldi’s existing
food donations partnerships. The
supermarket works directly with
FareShare and Company Shop
throughout the year and has also
pledged to reduce operational food
waste by 50 per cent by 2030 as part
of the Friends of Champions 12.3
network.
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CREATE CHANGE
In February, Asda launched a new £20m partnership with FareShare and The
Trussell Trust, to develop the charities’
infrastructure, make fresh food the
norm at foodbanks and allow them to
offer better services to those in need.
Asda Fight Hunger Create Change
is a three-year programme that will
enable FareShare and The Trussell
Trust to provide an additional 24
million meals every year, give 500,000
more people access to fresh food in
the UK and help one million people
get themselves out of food poverty
over the next three years.
Asda stores already host permanent
food donation points for local food
banks, and this Christmas, Asda’s
funding will enable even more good
food, including fresh food, to be
redistributed to the most vulnerable
in our society.
Throughout December and into the
New Year, the Fight Hunger Create
Change campaign is providing grants
to foodbanks so they can improve
facilities, including new warehouse
space and better transport, and offer
more services to help people out of
food poverty, such as debt counselling.

redistribution centres in Leeds and
the East Midlands, meaning that each
week almost 10,000 more meals will
be provided through frontline charities
- including homeless hostels, school
breakfast clubs, women’s refuges and
elderly lunch clubs.
Volunteer manager Sadiq Ahamed
leads the team of around 20
volunteers at the East Midlands
centre. He said: “It’s hard to put into
words how much of a difference this
warehouse will make – it means so
much to all of us.
“We were struggling before in terms
of space, and we also had to turn
some chilled food away simply
because we had nowhere to store it,
which obviously we never want to do.
“Now we do have somewhere to
store it, and we all had big smiles
on our faces when we saw this new
facility. We’ll be able to help more
groups, and drastically increase the
meals we get out to people.”

The campaign has also funded the
opening of two new FareShare food
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Boots - Fardous’s story
Fardous Ahmed joined Boots as
a Christmas Temp in December
16 years ago, just one week after
moving to the UK from Bangladesh.
Speaking little English, he spent the
first six weeks of his Boots journey
developing his language skills while
getting to know the brands and
products that were in abundance due
to the Christmas period. His role was
making sure that the store looked at
its best, organising stock, and helping
out customers with their Christmas
shopping. His hard work and
dedication earned him a permanent
position in the team.
His Store Manager at the time
(now Director of Store Operations)
Kevin Alavoine, was quick to realise
Fardous’ hard work ethic and potential
and sat him down to discuss the
career opportunities available and
his own experience in making his
way up the Boots career ladder.
Shortly after, Fardous joined the Team
Manager Developer course and then
put forward to become an Assistant
Manager. Today, he is currently
serving his second General Manager
appointment in London White City
Flagship store which is one of the
biggest and busiest stores in the
company.
Fardous explained, “Boots is one
of a kind, it’s the only company like
this, the way they look after people is
second to none. There’s a clear career
path for everyone whichever way they
want to go, retail or pharmacy. Caring
for their colleagues really is at the
heart of who Boots are.

From station to airport stores Fardous
has experienced the many differences
between stores that ensure they
provide the right services and products
for those individuals shopping.
Now as a General Manager what does
Fardous look forward to the most?
That would be the Christmas period.

“Many people assume it’s the
worst time in retail as the
stores are busy, people are
stressed and there’s lots
to do. All of that’s true but
what I see is a store full
of customers on a mission
spending a lot of time
thinking about what the
perfect gift will be – when
they find the right one and
the smile creeps onto their
face it makes it all worth it.”

Recently, Fardous posted his career
journey onto LinkedIn, in what also
happened to be his first ever LinkedIn
post, which led to his story going viral.
At the time of writing his post had
over 1.8 million views and 21,000
likes.
He explained “I just found the badges
in a drawer and thought let me just
post them. I never expected for this
to happen, but all the support and
comments have been great!”
For more information on all career
opportunities at Boots please visit
boots.jobs

“If you look at our Directors you can
see how they’ve gone through the
ranks to make it to where they are
now. It just shows that the company
wants you to develop and grow.”
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Key dates for your diary
December 2018
Sunday

january 2019
Monday

Tuesday

Wednesday

Thursday

Friday

Saturday

Sunday

Monday

1
2

3

4

5

BRC-KPMG
Retail Sales
Monitor
(November)

9

16

23

30

10

11

6

8

14

15

BRC-Hitwise
Digital Retail
Insight
(November)

12

13

BRC-Springboard ONS Labour
Footfall and
Market Statistics
Vacancies
(December)
Monitor
(November)

SRC-KPMG
Scottish Retail
Sales Monitor
(November)

17

19

20

ONS Consumer
& Producer
Price Inflation
(November)

ONS Retail Sales
(November)

27

18

7

24

25

26

CHRISTMAS
EVE & BRC
OFFICE CLOSE
UNTIL 2ND
JANUARY 2018

CHRISTMAS
DAY

BOXING DAY
& January Sales
Begin

21

28

22

6

13

7

14

29
20

21

Wednesday

1

2

NEW YEAR’S
DAY

BRC OFFICE
RE-OPENS

8

9

15

BRC-Springboard
Footfall and
Vacancies
Monitor
(December)

22

27

28

29

Thursday
3

Friday
4

Saturday
5

BRC-Nielsen
Shop Price Index
(December) &
Bank of England
Money & Credit
(November)

10

11

BRC-KPMG
Retail Sales
Monitor
(December)

BRC-Hitwise
Digital Retail
Insight
(December)

16

17

18

SRC-KPMG
Scottish Retail
Sales Monitor
(December) &
ONS Consumer
& Producer
Price Inflation
(December)

BRC Quarterly
Trends Analysis
(Q4 2017)

ONS Retail Sales
(December)

23

24

25

ONS UK Labour
Market Statistics
(January)

31
NEW YEAR’S
EVE

Tuesday

12

19

26

BRC Retail
Employment
Monitor (Q4
2017)

30

31

Bank of England
Money & Credit
(December)
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Further information
WHERE YOU CAN FIND INFORMATION FROM US
Over the Christmas period you can get our most
up-to-date statistics and commentary on our
Twitter accounts. @the_brc provides news, views
and data whilst @BRCDataSpace takes a deeper
dive into out dedicated retail statistics and reports.

LOOKING FOR COMMENTARY ON INDIVIDUAL
RETAILERS
As a member organisation we cannot comment
on individual companies, therefore retail analysts
should be contacted directly.
REGIONAL BREAKDOWNS FOR SALES
INFORMATION

BRC MEDIA ENQUIRIES
T: 020 7854 8924
E: media@brc.org.uk
M: 07557 747 269 (Out of office hours)

WHERE TO FIND SALES FIGURES FOR
CHRISTMAS 2018
The BRC office is closed from 24th December
until 2nd January and our detailed report on
December’s retail sales will be released on 10th
January, which will include year on year spending
patterns by category. Prior to this, the Centre for
Retail Research may be able to help in this regard.

Our Scottish Retail Sales Monitor covering December
will be released on 16th January, which breaks down
retail sales performance by category. We also publish
a monthly regional breakdown of retail footfall
across the High Street, Shopping Centres and Retail
Parks, which for December will be released on 14th
January. For more locally focused sales data, we
recommend contacting local retailers directly.
INFORMATION ON LEVELS OF CRIME IN RETAIL
Our 2018 Retail Crime Survey is due to be released
in February, which will go into detail regarding the
costs and prevalence of retail crime.

WHERE TO FIND INFORMATION ON LENDING
LEVELS OVER CHRISTMAS
The Bank of England publishes monthly data on
lending levels to individuals that is broken down
by type of credit, which for December is due to
be released on 30th January. Alternatively contact
the Finance and Leasing Association who are
a trade body for the consumer finance sector,
for information on storecards, or the UK Giftcards
and Vouchers Association for statistics on giftcards
and vouchers.
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