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THE BRAND WHO STOLE GHRISTMAS

LADBIBLE GROUP’S GUIDE ON -HOW TO BE A BRAND
TO OWN THE CHRISTMAS CHEER THIS YEAR
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IT WAS THE MONTHS LEADING UP TO
CHRISTMAS, ANDWEAT
LADBIBLE WANTED TO HELP BRANDS

T

STEALING PLANNING

My 4 T Ty s

“STEAL” GHRISTMAS THIS YEAR.

THANKFULLY, FOR YOU, WE HAVE USED OUR DATA,
AND LADNATION PANEL TO GET THE INSIDE SCOOP.
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LIKE 2023, EXCITEMENT AND SHOPPING
WILL BUILD EARLY, WITH
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PLANNING TO GELEBRATE.

NOVEMBER ONWARDS WILL BE WHEN
MOST CONSUMERS BEGIN TO ENGAGE IN
CHRISTMAS PLANNING & GONTENT.
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OUR AUDIENCE ARE MORE LIKELY THAN AVERAGE T0
SPLASH OUT AT CHRISTMAS AND SPEND MORE THAN

OF OUR AUDIENCE WILL PARKTAKE IN

THE AVERAGE PERSON ON FOOD AND DRINK kil il

MOST COMMON SPEND BEING BETWEEN
WILL HAVE AN ADVENT | +7.3% +8.6% £5 - £9.99 - PUTTING THISINTO
GALENDAB -A GBEAT WAYFOB VS THE TOTAL POPULATION VS THE TOTAL POPULATION FERSPECTIVE, IFALL B30 SFENT

£7.50 ON AVERAGE, THIS EQUATES T0
CHRISTMAS FOOD SPEND CHRISTMAS DRINKS SPEND ’
BRANDS T0 GONNECT 1OSM IN SECRET SANTA GIFTS.
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HINT 1:CHOCOLATE AND SWEETS WILL GO
DOWN WELL WITH MOST (64%)

HINT 2 : MILLENNIALS AND WOMEN ARE MOST
LIKELY TO BE ATTRACTED TO ONE-TIME-USE GIFT
CALENDARS (I.E COSMETICS)
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: | WEKNOW THAT BRANDS NEED THEIR OWN
MsETsEsAALclal}l&G ¥ EXTRA SPRINKLE

&y TOSTANDOUTINA GROWDED SPACE, SO HERE
@@ oy ATLADBIBLE GROUP WE GAN GIFT YOU WITH
8¢ THREE PIEGES OF CRUCIAL INFORMATION...




BRANDS SHOULD LEVERAGE THE FOLLOWING
TO BUILD TRUST WITH CONSUMERS

1

TRUST IS THE NNO .1 ATTRIBUTE FOR YOUNG PEOPLE WHEN GONSIDERING
PURCHASING FROM A BRAND - FOCUS ON THIS FUNDAMENTAL TO STAND
OUT THIS CHRISTMAS WITH GEN Z & MILLENNIALS.

“% STRONGLY AGREE IS IMPORTANT"
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CONSISTENT BRAND TONE oF Voice
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0 GEN Z PLACE GREATER :
ISATRUSTWORTHYBRAND : : IMPORTANGE ONTRUSTWITH :
: ©68%6 SAYINGITISVERY :

O/ | MRMTISA9%
9°/° OF MILLENNIALS
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: CHRISTMAS INSPIRES

: UNIQUE SOCIAL
t OPPORTUNITIES
o WITH BRITISH MEMES, PASSION POINTS
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AND TRADITIONS - USE THESE WHERE
RELEVANT FOR YOU |
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JUMPING ON VIRAL
MOMENTS

1.2MVIEWS
809K ENGAGEMENTS

PASSION POINT X CHRISTMAS
CROSSOVER

TIMVIEWS
1.3M ENGAGEMENTS

=
)

Christmas day when
you have a small

MEME INSPIRED
ENTERTAINMENT

6.9MVIEWS
974K ENGAGEMENTS

AT HOME ENTERTAINMENT
INSPIRATION

23.4MVIEWS
289K ENGAGEMENTS

LITTLE KID THREATENS TO
PUNCH SANTA’S BEARD OFF
FOR BEING ON THE NAUGHTY LIS

JUMPING ON VIRAL
MOMENTS

4MVIEWS
J14K ENGAGEMENTS

PASSION POINT X CHRISTMAS
CROSSOVER

624K ENGAGEMENTS




SOCGIAL MEDIA IS KEY TO
AMPLIFYING GHRISTMAS

CAMPAIGNS & INSPIRATION FOR
YOUTH AUDIENCES




SOGIAL MEDIA OFFERS A KEY TOUGHPOINT
FOR MUGH LOVED XMAS GAMPAIGNS

40%

18-24 YEAR OLDS ARE MOST LIKELY TO SEE
AD CAMPAIGNS FOR MAJOR RETAILERS

3 4% ON SOCIAL MEDIA FIRST.

18-34 YEAR OLDS

SOGIAL MEDIA IS THE ‘GO-TO’ FOR XMAS INSPIRATION,
WITH YOUTH AUDIENGES USING IT FOR...

67% 43% 38°

GIFT IDEAS (+8% YOY) FUN CHRISTMAS RECIPES (+7% YOY)
ACTIVITIES (-2% YOY)

37% 36%

DECORATION INSPIRATION CHRISTMAS MEMES
(+12Y0Y)
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UNLIKE THE ELVES WHO HAVE ONE DEADLINE
AYEAR, WE KNOW BRANDS NEED TO BE PRESENT

FOR DIFFERENT MOMENTS IN THE RUN UP TO THE

STEALING % BIG DAY,
SHOPPING MOMENTS o

@@ 8 WEHAVES TIPS TOHELP...




1

SEASONAL SALES PRESENT AN
OPPORTUNITY TOREAGH

EARLY GIFT SHOPPERS
2 OUT OF 3WILLTAKE
ADVANTAGE OF BL ACIK GENZARE+11P TS
FRIDAY/CYBER MORE LIKELY TO
MONDAY SALES T0 GET AHEAD DEFINITELY DO THIS
WITH CHRISTMAS SHOPPING.

BLACK FRIDAY FALLS ON WHAT WILL BE PAYDAY FOR MANY CONSUMERS THIS YEAR, THE LAST
WORKING DAY OF THE MONTH, NOVEMBER 29, AND CLOSER TO CHRISTMAS THAN LAST YEAR.

AANANANNNNNN

WHILST ONLINE IS KING... THEINI-STORE
EXPERIENCEISBAGK.

GIVING THE BRANDS A HUGE OPPORTUNITY TO DRIVE
ENGAGEMENT AND ENJOYMENT THROUGH EXPERIENTIAL

SS9 &£Xo09%6 2096

DO MOST GHRISTMAS ~ WILL DO SOME IN INA HIGH
SHOPPING ONLINE AMALL ~ STREET STORE

+1 YOY +4 YOY +13 YOY | .
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3

GAPITALISE ON YOUTH AUDIENGES’ IMPULSIVITY
WHEN SHOPPING ON SOGIAL, WITH
MILLENNIALSGLAIMING To BE
MORE IMPULSIVE
THANGEN Z

PLATFORMS PURGHASING ON

J )

AMONGST PREVIOUS BUYERS, "7 %6 OF MILLENNIALS
492 OF GEN Z HAVE HAVE BOUGHT FROM
BOUGHT FROM INSTAGRAM (TWO TIMES MORE
TIKTOK - +336& <26 MORE LIKELY THAN GEN Z)
LIKELY THAN MILLENNIALS |

MILLENNIALS ARE MORE IMPULSIVE SOCIAL MEDIA SHOPPERS - 5326 PURCHASE WITHIN A FEW HOURS OR
ALMOST IMMEDIATELY UPON SEEING A BRAND OF INTEREST (COMPARED T0 3326 GEN Z).

GENZ TAKE A BIT LONGER TO CONTEMPLATE PURCHASING; S22/ TAKE A DAY OR MORE TO DECIDE
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NOW WE'VE SHARED WITH YOU ALL
THE GRUCIAL INFORMATION, WE'RE
SURE YOU'RE EAGER TO KNOW WHAT
GiIIFTS ARE BEING PLANNED?

STEALING GIFTING
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HEALTH & FOOD &
BEAUTY DRINK
GENZ-47% GENZ-53%
MILLENNIALS- 60% MILLENNIALS- 57%

CLOTHES
GENZ - 63%
MILLENNIALS- 63%

TECH / EXPERIENCES
ELECTRONICS / VOUCHERS
GENZ-40% GENZ-36%
MILLENNIALS- 46% MILLENNIALS- 50%

WHAT WE FOUND INTERESTING IS THE 2 GATEGORIES
THAT ARE LIKELY T0 STEAL FROM OTHERS THIS YEAR...

2023 2024

SPORTS & LEISURE 19%% 32%
GAMING 34% 40%

HOME & FURNITURE 20% 32%
MILLENIALS PETS 204, 10%

!

FROM TWO LEGGED FRIENDS T0 FOUR...

THE FINANGIAL STABILITY TRACKER REPORTS THAT 1 1INl <418 - 24 YEAR
OLDS SAY THAT, DESPITE WANTING GHILDREN, THEY HAVE DEGIDED NOT TO
ASITIS TOO EXPENSIVE.

OUR LADNATION MILLENNIAL AUDIENGE THIS YEAR ARE PLACING MORE
IMPORTANGE ON GIFTING ITEMS FOR THE HOME & PETS, WHIGH MAY BE A
REFLEGTION OF GHANGING PRIORITIES AWAY FROM HAVING GHILDREN.
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FINAL SECRETS
TO STEAL
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NOW ALL THE BRANDS HAD
THE INGREDIENTS TO STEAL
CHRISTMAS,
THEY WERE EAGER TO GET
CRACKING AND
IMPLEMENT...

AANANANNNNNN

L.LATIGHTFOCUSONCHRISTMAS WITH
CONTENT KICKING OFF IN NOVEMBER

2.BUILD TRUST INTHE LEAD UP SO THE SALES

MESSAGING FEELS AUTHENTIC

3.FOCUS ON ASSETS THAT ENTERTAIN
AND INSPIRIE, NOT JUST SELL

y
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HOW CAN L.EE3G HELP YOU AGTIVATE

e atbathathatb oo oo ot ath th b bbb abataadz®

AROUND GHRISTMAS?

GUIDE YOUR STRATEGY

PRODUCE YOUR ASSETS

AMPLIFY YOUR EXISTING
MESSAGING

TARGET YOUR AUDIENGE

PARTNER WITH
OUR CHANNELS

DIAL UP THE HUMOUR
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GET IN TOUCH WITH YOUR LADBIBLE AGENCY LEAD TO FIND
OUT MORE ABOUT WORKING WITH US THIS CHRISTMAS
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