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('SEASONAL SNAPSHOT )

The numbers
that count

A strong finish to the year isn’t just about pushing harder, it’s
about tuning into what customers want most. Reading the
signals that others miss. This season, the winners will be the
brands that understand the customer mindset, cut through the
noise and act early.

Here are the top insights set to shape the season:

lin3 &

Australians (36%) are stressed about upcoming holiday expenses.

() plan to spend less () plan to start
() than last year () shopping earlier

ﬁﬁ Self-gifting and self-care O
are likely to dominate wishlists

Black Friday Cyber Monday (BFCM) is a battleground:

() of shoppers will hold out for sales before <)
() making big ticket buys
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Self-care is having a moment

Even in a cautious climate, shoppers are making space for personal wellbeing.

Nearly three-quarters (72%) plan to purchase self-care items this season (for others
or themselves), and two-fifths (41%) say they’re more likely to indulge in these kinds

of products than last year.

WHAT THEY’LL BE GIFTING:

\ Home comforts
(candles, soft

furnishings)

Health, beauty and
wellness products

\ Food and grocery

items

WHAT THEY’RE HOPING TO RECEIVE:

N\

N

Home & garden gifts

Health, beauty and
wellness treats

Food experiences
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Sales are when the season starts

Shoppers are willing to wait for the right price, especially on high-ticket items. This
patient, strategic mindset signals a value-conscious shopper who still intends to
spend, but only when the perceived value is high.

() Of_AU551eS_W111 () of high spenders will
wait for discounts hold out for a sale
() on big-ticket buys ()

WHAT ARE PEOPLE PLANNING TO BUY IN THE SALES?

Clothing and shoes Electronics

WHAT KIND OF OFFER WILL WORK BEST?

expect at least half off expect discounts of 30% or more
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( THE BOTTOM LINE: )

Holidays are about
connection, not chaos. The
brands that understand this
will sleigh the season.

Brands that make shopping stress free, gifting joyful and payments
flexible, will lead the season. Deliver value without friction, and you'll do
more than win sales. You'll win trust, loyalty, and the next year ahead.

( METHODOLOGY: )

Morning Consult’s Afterpay Global Holiday Shopping Survey (July 2025) was conducted between July 17th - 30th, 2025 among n2,202 Adults aged
18-65 and n251 Retail Business Decision Makers in Australia. All interviews were conducted online. The margin of error was +/- 2% for Adults, +/- 6%
for Retail Business Decision Makers, and varied among subgroups. All subgroups highlighted in reporting have a base N size of 50 or more unless
otherwise stated.

Late fees, eligibility criteria and T&Cs apply. Afterpay Australia Pty Ltd Australian Credit Licence 527911.





