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2020 HOLIDAY
SHOPPING

The first findings from Capgemini’s holiday
season research show a combination of
retailer confidence and consumer caution
as shopping is set to shift to online
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STAY TUNED FOR PART 2 OF OUR STUDY
to be released in early December 2020

The interviews were conducted online by Sapio Research, on behalf of Capgemini, in October 2020 using an email invitation and an online survey. The retailer
survey was conducted among 851 retail managers across 6 regions. The consumer survey was conducted among 6588 consumers across the same 6 regions:
UK, US, Germany, France, Netherlands and Scandinavia.



