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Expected Changes for 2020

• On average it takes 66 days for people to form a new habit… but can range from only 18 
days to 264 days. Stay at home, social distancing, and virus worries have been present well 
beyond the average.  

• Holiday Shopping Season Starts Even Earlier w/Multiple Sales
• Amazon kicked off Prime Days on 10/13 and Walmart was 10/11-10/15 with significant kick-off sales.

• Special Hours for At-Risk Groups and even shopping appointments (Eg. Target Line 
Reservations)

• Rather than huge one-day sales events (e.g. Black Friday) – look for multiple week one-day 
sales

• Pick-Up and Delivery Critical Offerings for any business

• Small businesses needing to be even more strategic with inventory purchases and timing



Holiday 
Consumer 
Trends

(GOOGLE SURVEY)

• Nearly 75% of shoppers who plan to 
shop this season said they will shop 
online more for the holidays than 
they did in previous seasons

• 47% of planned shoppers said 
they’ll use options to buy online, 
pickup in store/curbside pickup

• 70% of shoppers said they intend to 
plan their shopping earlier to avoid 
crowds, 

• and 80% of planned shoppers will 
consolidate their shopping to make 
fewer trips than they did in previous 
years.

(RADIAL SURVEY)

• 39% of shoppers plan to start 
shopping for the holidays in 
October into early November.

• The majority of consumers 
surveyed plan to spend the same 
as last year on holiday gifts. 

• 63% of shoppers say they are 
slightly or very much more likely 
to purchase from a retailer they 
know was following COVID-19 
safety precautions in-store.



Downtown and 
Independent Business 
Competitive Advantages

• Tradition – Americans have online fatigue, whether its 
shopping or countless Zoom calls.  Having an outdoor 
tree lighting or drive through light festival is something 
special.

• Values Shopping:  More than 40% said they won’t shop 
with retailers that have laid off staff or reduced 
employees’ benefits because of the pandemic. 
(Accenture)

• Supporting Businesses Hurt Most by Covid:  Nearly 40% 
said they plan to shop at minority-owned businesses 
(Accenture) and 66 percent of consumers are buying 
more locally sourced products (Google)

• Experiential Shopping Remains Hot - Reasons for 
actively supporting local stores is a quest for authentic 
and artisan products. (Accenture)

• Etsy year over year sales up 137%!!!
Downtown Rochester, Michigan’s “The Big, Bright Light Show”



Holiday Shopping: Recovery Ideas/Tips

• Market Holiday Experience Built on Clean and Safe: Research data consistently 
shows that many consumers will remain reluctant to shop indoors with large 
crowds.  Build a holiday marketing campaign that highlights a clean and safe 
shopping experience.  

• Provide for Outdoor Holiday Shopping Experiences: Create more outdoor 
shopping opportunities with retail parklets, sidewalk stalls in front of stores, or 
even the conversion of alleyways and side streets into outdoor shopping zones 
for merchants to use for holiday items.   



Holiday Shopping: Recovery Ideas/Tips

• Conduct a Small Business Holiday Preparedness Audit: Use this 
opportunity to:
• Share consumer data on holiday shopping
• Assess their plans
• Understand their ecommerce capabilities and recommendations how 

to upgrade if needed
• Communicate downtown/district promotion strategies and how to 

engage
• Make connections resources as needs are identified.  

• Think Targeted Consumer Strategies: Given the need to control for high 
volume traffic as well as be highly strategic with limited marketing and 
promotion resources, consider hosting more niche-oriented activities:

• Dedicated Store Hours for Special Groups

• Private Events  

Visit mainstreet.org under Main 

Street Forward for sample 

consumer survey tool.



Holiday shopping ideas for recovery 

• Organize Co-op Delivery and Pick-Up: With anticipated 
rise in delivery requests, coupled with greater 
demands on downtown/district parking, consider the 
following cooperative opportunities as a value-added 
service to your retailers:
• Offer a Co-op Delivery Service:  Contract with a 

service or organize volunteers to make deliveries 
for participating retailers.

• Provide a Convenient One-Stop Location for 
Downtown/District Pick-up. 

• Shared expense to create a low volume, low-cost 
option for retailers and restaurants.

• Consider it as a social venture opportunity beyond 
the holidays.

• Pivoting Grant Funds: consider giving flexibility to 
items like inventory purchases, holiday marketing 
expenses, and ecommerce strategy implementation.

Fernie, B.C. - https://www.surveymonkey.com/r/RDNYVMM



Holidays for Restaurants 

• What to do when al fresco dining isn’t feasible:

• For many restaurants, outdoor heaters are cost prohibitive – A 
better option may be to co-op around al fresco food court style 
dining as a shared Winter experience for multiple restaurants in 
your downtown.

• Get permission for a downtown parking lot or pocket park.

• Set up canopies and picnic tables from closed parks

• Do every Friday or weekends

• Participating restaurants pay a small fee that goes to 
infrastructure expenses, canopy rentals, and clean up.

• Participants pick up their food at area restaurants and dine 
winter al fresco. 

• Pivoting to Holiday Prepared Meals – “Fan Favorites”

• Holiday Cooking Tips from the Chef Videos w/Meal Ingredients and 
Recipe bundles for pick-up



Additional Resources –
Winter/Holiday Activation

https://patronicity.s3.amazonaws.com/static/bench/Winter+Places+-
+Design+Guide+for+Winter+Activation+2020.pdf

https://www.hennepin.us/economic-development/-/media/economic-
development/HC_WinterCovidToolkit_FINAL3_Oct20_2020.pdf

https://patronicity.s3.amazonaws.com/static/bench/Winter+Places+-+Design+Guide+for+Winter+Activation+2020.pdf
https://www.hennepin.us/economic-development/-/media/economic-development/HC_WinterCovidToolkit_FINAL3_Oct20_2020.pdf
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