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The holiday shopping season is upon us and with Black Friday fast approaching you 
just can’t stop us from digging through data to dig up something interesting. We 
asked 668 adults about their plans for holiday shopping this year, and heard some 
surprising results. We then took a look at the results by geography to see who’s 
buying what and where this holiday season.

For the full report, visit http://rocketfuel.com/newsroom/blog/rocket-fuel-
presents-the-q4-2013-holiday-shopping-survey-results

More than a quarter of holiday shoppers plan on spending 
more in 2013 than they did last year, with the majority of the 
rest planning on matching their spending from a year ago. The 
bulk of this increased spending is expected to be online, where 
consumers are 1.5x more likely to expect to spend more in 2013.

QUALITY TRUMPS PRICE WHEN CHOOSING A LOCATION
Regardless of region, consumers polled said that quality, not price, is the most important factor in choosing 
a place to shop either online or offline.

CONSUMERS PLANNING TO SPEND MORE ON HOLIDAY SHOPPING IN 2013

HOLIDAY SHOPPERS PLAN TO SPEND
AS MUCH OR MORE IN 2013

CONSUMERS PAY MORE ATTENTION DURING THE HOLIDAYS
Two thirds of consumers say they pay more attention to advertising during the holiday season. Nearly as 
many say they are more open to online offers and promotions during this time.

REGIONAL BREAKDOWN

PACIFIC NORTHWEST

Consumers in the Pacific Northwest 
are among the most likely to do the 
bulk of their holiday shopping online 
this year (40%), and the most likely to 
purchase books as a gift. They may be the 
“Grinches” of the bunch, however, with 
1 in 4 planning to spend less on holiday 
shopping than 2012.

PACIFIC SOUTHWEST

Contrary to every other region, consumers 
in the Pacific Southwest say that cost 
is just as important a factor as quality 
when choosing where to do their holiday 
shopping. Consumers in this region are 
among the most likely to make automotive 
purchases as holiday gifts this year.

ROCKY MOUNTAINS

Consumers in the Rocky Mountains region are 
the most likely to buy housewares as gifts this 
holiday season but less likely to spend more 
overall. Most plan to match their total spend 
from 2012.

CENTRAL

Holiday shoppers in the Central region 
are the least likely to buy Housewares or 
Electronics & Computers as gifts, but are 
among the most likely to buy Games & 
Toys. Consumers in this region are also less 
likely to value promotions or sales when 
considering where to shop.

GREAT LAKES

Holiday shoppers in the Great Lakes 
region are more likely to purchase 
clothing than consumers in any other 
region. As a result, they are the most 
likely to do the bulk of their holiday 
shopping in retail locations this season.

MISSISSIPPI VALLEY

Consumers in the Mississippi Valley region 
are the least likely to purchase Food & 
Beverage or Health & Beauty products 
while holiday shopping, but are the most 
likely to purchase Sports & Outdoor gear. 
Most consumers in this region (70%) plan 
to spend the same on shopping as they 
did in 2012.SOUTHEAST

Consumers in the Southeast are the most likely 
to spend more on holiday shopping in 2013, 
and are the most likely to purchase Jewelry or 
Appliances as gifts. They are the least likely to 
purchase books. MID-ATLANTIC

Holiday shoppers in the Mid-Atlantic 
region are the most likely to rate sales 
and promotions as “Very Important” in 
determining where to shop for gifts this 
holiday season.  They place promotions 
and sales on equal footing with quality and 
cost. They are the most likely to buy gift 
cards of any region.

NORTHEAST
 Holiday shoppers in the Northeast are 
the least likely to consider distance 
or convenience to be important when 
determining where to shop for gifts. 
Consumers in this region are the most 
likely to purchase Electronics & Computer 
items this year.

THE DATA IN THIS STUDY
comes from a survey of 839 
adults across the United States 
conducted in October 2013.
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