


Key Insights 



Digital Research Will Increasingly Impact In-
Store Purchase Decisions 

50% 
 of retail sales 

will be web-
influenced in 

2012 

86% 
	
  of buyers who 

purchase in-store 
use generic terms 
on search engines 
to inform purchase 

decisions2 

210B 
In web-influenced 
sales are expected 

for this year 
  

Source;	
  Forrester	
  Research	
  Web-­‐Influenced	
  Retail	
  Sales	
  Forecast	
  2)	
  GroupM	
  Research	
  “From	
  Intent	
  To	
  In-­‐Store:	
  Search’s	
  Role	
  In	
  The	
  New	
  Retail	
  Shopper	
  Profile”	
  



valentine’s day retail sales growing YOY 

$15+ billion  
spent in the US in 2011,   
up from $14 billion in 2010 
	
  

Source:	
  IBIS	
  World	
  2011	
  



Ecommerce Is Bigger Than Ever 

Holiday e-commerce sales up 15% over 2010, 28% over last 2 years  

$29.1B 

$32.4B 

$37.2B 

Source:	
  ComScore,	
  Inc.	
  Press	
  Release	
  2011	
  Holiday	
  Season	
  to	
  Date	
  vs.	
  Corresponding	
  Days	
  in	
  2010,	
  2009	
  	
  



where’s all that money going? 

jewelry: 
$3.5 billion 

dining out: 
$3.4 billion flowers: 

$1.7 billion 
clothing: 
$1.6 billion candy:  

$1.5 billion 

75% of this 
comes from 
chocolate! 

greeting cards:  
$1.1 billion 

source:	
  naSonal	
  retail	
  federaSon,	
  2011	
  



and who is spending it? 

$158 
what the average man  

spends on valentine’s day 

$75 
what the average woman 
spends on valentine’s day 

source:	
  naSonal	
  retail	
  federaSon,	
  2011	
  



Valentine’s Day Shopping is Starting Earlier Every Year  
‘Valentine’s day’ searches began rising earlier and had higher volume than the 
year prior, indicating that more and more consumers are shopping earlier online 
for the occasion. 
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35% lift  
on average in 
daily volume of 
searches 

source: google internal 



Search Volume is Up Across Key Product 
Categories as Well 

+42% 

Jewelry 

+27% 

Gifts 

+18% 

Flowers 

Source:	
  Google	
  Internal	
  Search	
  Volume;	
  Mobile	
  &	
  Desktop	
  Queries	
  From	
  Dec.	
  25-­‐	
  January	
  8th	
  YOY	
  (2010-­‐2011	
  vs.	
  
2011-­‐2012)	
  	
  



Many plan on going online to buy gifts 

discount store 
department store 

specialty store  
online 
florist 

jewelry store 
specialty clothing store 

catalog 
other 

locations where US consumers plan to buy 
valentine's day gifts in 2011 

10.3% 

source: national retail federation, 2011 valentine’s day consumer intentions and actions survey conducted by BIGresearch 



more interest in “gifts for him” than “gifts for 
her” 

source: google insights for search 



Valentine’s Day Shoppers Researching Now; 
Many Are Undecided 

source: google correlate 



valentine’s day food planning timeline 

1. 1 week before valentine’s day, food and 
recipe searches accelerate rapidly 

2. Dinner and Recipe V-Day searches 
hit their peak on the 14th 

“valentine’s day dinner” 
“valentine’s day recipes” 

“romantic dinner” 
“romantic recipes” 

source: google insights for search 



it’s not just happening on google search 
valentine’s day dessert recipes on YouTube getting 
hundreds of thousands of views 



Online Sales Happen In Advance, While In-Store Sales 
are Likely to be More Last Minute 

2011 Jewelry Sales (Online vs. In Store*)  
Online jewelry purchases started to peak 3 weeks in advance, while store sales lagged until just before the holiday 
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Store sales 
peaked the 
day before 

Source: Mastercard Spending Pulse 
*Note: in-store sales included here for trending purposes indexed on secondary axis 


