
 
Gifting Report 2007 

 

 
Page - 2 07/18/07 – FINAL 
 ©Unity Marketing, 2007 

 

 
Chapter 1 – Gifting Market Research Study.........................................................................6 

Overview ..............................................................................................................................................6 
Research Objectives............................................................................................................................7 
Research Methodology........................................................................................................................8 

Figure 1: Survey Sample Income Distribution............................................................................. 12 
Figure 2:  Gifter Sample Age and Generation Distribution ......................................................... 13 

Chapter 2:  About the Gifting Market ................................................................................. 15 
Overview of Gift Giving Market..........................................................................................................15 

Figure 3:  Annual Expenditures on Gifts for People Outside the Home (Source:  Bureau of 
Labor Statistics, CEX 2005) ......................................................................................................... 15 

Typical Gift Giver Spent Nearly $3,000 Buying Gifts and Accessories  in 2006...............................16 
Figure 4:  Gift Spending by Holidays and Occasions, 2006 &  2005 ......................................... 16 

High-Income Women Aged 45-to-54 Spent the Most Buying Gifts in 2006 .....................................17 
Figure 5:  Gift Spending by Demographic Segment, for Holidays and Occasions.................... 17 

Gifters Spent Most Buying Entertainment & Recreation Gifts ..........................................................18 
Figure 6:  Gift Spending by Product Category............................................................................. 18 

Chapter 3:  About Gift Giving Holidays and Occasions.................................................. 20 
Christmas and Birthdays Were Top Gifting Occasions in 2006........................................................20 

Figure 7: Gift Purchase Incidence and Average Spending by Holiday and Occasions, 2006, 
2005 & 2003.................................................................................................................................. 20 
Figure 8:  Total Gifting Budget by Holiday and Occasion, 2006 & 2005.................................... 22 

Holiday Gifting Overview....................................................................................................................23 
Figure 9:  Holiday Gifting Summary (percentage who gave gifts for the holiday; average 
spending; number of people on gift list; average spending per person) 2006 & 2005.............. 23 

Occasion Gifting Overview ................................................................................................................25 
Figure 10: Occasion Gifting Summary (percentage who gave gifts for the occasion; average 
spending; number of people on gift list; average spending per person) 2006 & 2005.............. 25 

Chapter 4: About Trends in Gift Giving ............................................................................. 28 
Gift Marketing Strategy ⎯  Get More People to Buy More Gifts for More People More Often for 
More Money.......................................................................................................................................29 

Figure 11:  Trends in Gifting, 2006 & 2005.................................................................................. 30 
Gifting Is Rare Opportunity for Exponential Marketing......................................................................31 
Gift Shoppers Also Buy Themselves Gifts ........................................................................................32 

Figure 12:  How Frequently Gifter Purchases Self-gifts.............................................................. 32 
About Gift Shopping Experiences Last Time Went Shopping for a Gift ...........................................33 

Figure 13:  About the Last Gift Shopping Experience (2003 survey)......................................... 33 
Chapter 5: About Selecting the Perfect Gift...................................................................... 35 

The Perfect Gift Is Something that the Recipient Will Like but Is Unlikely to Buy for Him or Herself
............................................................................................................................................................35 
Emotional Values, Followed by Product Quality, Are Top Gift Attributes .........................................39 

Figure 14:  Attributes Rated Very Important in a Good Gift (Source: Gifting Survey 2005)...... 39 
Gifters’ Satisfaction Tied to How Well They Know the Recipient’s Taste.........................................41 
About Setting the Budget for a Gift ....................................................................................................45 
Greeting Cards Most Often Bought to Accompany Gift ....................................................................46 



 
Gifting Report 2007 

 

 
Page - 3 07/18/07 – FINAL 
 ©Unity Marketing, 2007 

 

Figure 15:  Greeting Card, Wrap and Embellishments included with Gift (1&2Q2005)............ 47 
In 2006 Most Gift Givers Buy Card to Accompany the Gift...............................................................48 

Figure 16:  Gift Accessories Purchases 2006 ............................................................................. 48 
Many Gifters Buy and Stash Gifts .....................................................................................................49 
Many Active Gift Givers Also Like to Get Gifts ..................................................................................50 

Chapter 6: About Selecting the Particular Gift Item......................................................... 53 
Gifting Occasion Important in Selecting Gift......................................................................................53 

Figure 17:  Gift Choices, 2005& 2006.......................................................................................... 55 
Gift Selections during the Fourth Quarter Change from Rest of Year ..............................................57 

Figure 18:  Gift Selections throughout the Year .......................................................................... 57 
Men & Women Make Different Gift Choices .....................................................................................58 

Figure 19:  Gift Choices by Men and Women ............................................................................. 58 
Average Amount Spent on Different Types of Gifts ..........................................................................59 

Figure 20:  Spending on Different Types of Gifts ........................................................................ 59 
Top Ten Gift Selections in 2006 ........................................................................................................60 

Figure 21:  Top Ten Gift Selections in 2006 ................................................................................ 60 
Entertainment and Recreation Gifts Were Most Popular Gift Category ...........................................61 

Figure 22:  Entertainment & Recreational Gifts Details .............................................................. 62 
Gift Certificates and Cash Were Second Most Popular Gift .............................................................62 
Clothing and Fashion Accessories Gifts Were Bought the Third Most Popular Gifting Category....64 

Figure 23:  Clothing & Fashion Accessories Gifts Details .......................................................... 64 
Giftables Dropped from Third to Fourth Most Popular Gift Category in 2006...................................65 

Figure 24:  Giftables Product Details ........................................................................................... 65 
Figure 25:  Top Giftables Brands ................................................................................................. 66 

About One-Third of Gifters Bought Consumables ............................................................................67 
Figure 26:  Consumables Gifts Details ........................................................................................ 67 
Figure 27:  Top Chocolate Gift Brands ........................................................................................ 68 

Personal Care and Beauty Products Bought by One-Fourth of Gifters............................................68 
Figure 28:  Personal Care Gifts Details ....................................................................................... 69 

Jewelry and Watches Was Category with Highest Average Spending............................................69 
Figure 29:  Jewelry and Watch Gifts Details................................................................................ 70 
Figure 30:  Home Furnishings Gifts Details................................................................................. 71 

Gifts of Experiences Were Least Gifted ............................................................................................72 
Figure 31:  Gifts of Experience Details......................................................................................... 72 

Gifting Decision Tree — How the Gift Is Selected.............................................................................73 
Gift Registries Only Occasionally Important......................................................................................75 

Figure 32:  Use of Gift Registry in Selecting Gift (1&2Q2005 Gift Tracker)............................... 75 
Discussion of Popular Product Choices ............................................................................................75 

Chapter 7:  About Selecting a Store to Shop for Gifts..................................................... 86 
Store Selection Hinges on Price........................................................................................................86 

Figure 33:  Store Attributes Rated Very Important ...................................................................... 88 
Internet Delivers a Shopping Experience Some Gifters Crave.........................................................88 

Figure 34:  Top Internet Brands for Gift Shoppers ...................................................................... 90 
Discount Department Stores Rank as First Place to Shop for Gifts in All Gift Categories ...............91 

Figure 35:  Where Gifters Shop for Gifts...................................................................................... 91 
Figure 36:  Top Retailer Brands for Gift Shopping ...................................................................... 92 

Entertainment and Recreational Goods Top Shopping Destinations...............................................93 



 
Gifting Report 2007 

 

 
Page - 4 07/18/07 – FINAL 
 ©Unity Marketing, 2007 

 

Figure 37:  Entertainment & Recreational Goods Top Shopping Choices ................................ 93 
Store Gift Certificate Top Shopping Destinations..............................................................................94 

Figure 38: Store Gift Certificate Top Shopping Destinations...................................................... 94 
Clothing & Fashion Accessories Top Shopping Destinations...........................................................95 

Figure 39:  Clothing & Fashion Accessories Top Shopping Choices ........................................ 95 
Giftables Top Shopping Destinations ................................................................................................96 

Figure 40:  Giftables Top Shopping Destinations........................................................................ 96 
Consumables Top Shopping Destinations........................................................................................97 

Figure 41:  Consumables Top Shopping Destinations ............................................................... 97 
Personal Care and Beauty Care Products Top Shopping Sources..................................................98 

Figure 42:  Personal Care and Beauty Care Products Top Shopping Destinations ................. 98 
Figure 43:  Top Retailer Brands for Personal Care Gift Shopping............................................. 99 

Jewelry and/or Watches Top Shopping Destinations .................................................................... 100 
Figure 44:  Jewelry and Watches Top Shopping Destinations.................................................100 

Home Furnishings and Home Operations Top Shopping Destinations......................................... 101 
Figure 45:  Home Furnishings Top Shopping Destinations......................................................101 
Figure 46:  Top Retailer Brands for Home Furnishings Gift Shoppers ....................................102 

Gift Shoppers Describe the Shopping Experience......................................................................... 102 
Store Brands and Product Brands Interact in Gifting ..................................................................... 104 
Gift Shoppers Are Ambivalent about Gift Registries ...................................................................... 106 
Stores Should Make Gift Shopping Easier..................................................................................... 107 
Traditional Gift Stores Don’t Connect with the Gifting Consumer.................................................. 108 

Chapter 8:  About the Different Types of Gift Shoppers ............................................... 113 
Different Types of Gifting Consumers and Their Distinctive Motivations in Gifting........................ 113 
Gifter Attitudes about Gift Shopping ............................................................................................... 113 

Figure 47:  Attitudes about Gifting..............................................................................................114 
Four Types of Gifters Distinguished by Differing Attitudes and Behaviors Surrounding Gift Giving 
and Gift Shopping ........................................................................................................................... 115 
Personalities’ Attitudes about Gifting .............................................................................................. 117 

Figure 48:  Personalities' Attitudes toward Gifting.....................................................................118 
Emotional Ethel/Ed Loves Gifting ................................................................................................... 119 
Practical Patty Plans for Gift Shopping........................................................................................... 120 
Gift-Challenged Charlie Needs Gifting Help................................................................................... 122 
Just In Time Justin Waits Until the Last Minute.............................................................................. 123 
Field Guide to the Gifting Personalities .......................................................................................... 125 

Figure 49: Field Guide to the Gifting Personalities....................................................................125 
Chapter 9:  About Maximizing Sales to the Gifting Market ........................................... 126 

Gifting Is ‘Exponential’ Marketing Opportunity................................................................................ 126 
Retailers and Marketers Must Develop Strategies to Enhance the Gifting Experience, Rather than 
Focus on the Gift............................................................................................................................. 127 
Baby Boomers, Aged 45-to-54 Years, and the Affluent Represent Best Target Markets for Gifting
......................................................................................................................................................... 129 
Women Are the Family’s Primary Gift Buyer.................................................................................. 129 
Gift Buying Extends Throughout the Year, Not JUST the Last Two Months................................. 130 
The Gifting Market Makes an Important Contribution to the Economy.......................................... 130 



 
Gifting Report 2007 

 

 
Page - 5 07/18/07 – FINAL 
 ©Unity Marketing, 2007 

 

Gifting to Become More Important as Connecting Replaces Cocooning as Dominant Cultural Trend
......................................................................................................................................................... 131 
Gift Marketing Strategy ⎯ Get More People to Buy More Gifts for More People More Often for 
More Money.................................................................................................................................... 132 
Self-Gifting Gives Retailers and Marketers an Additional Sales Opportunity ................................ 132 
The Perfect Gift Is Something that the Recipient Will Like but Is Unlikely to Buy for Him or Herself
......................................................................................................................................................... 132 
Emotional Values, Followed by Product Quality, Are Top Gift Attributes ...................................... 134 
Greeting Cards Most Often Bought to Accompany Gift ................................................................. 136 
Many Gift Givers Buy and Stash Gifts............................................................................................ 136 
Gifting Occasion Important in Selecting Gift................................................................................... 137 
Entertainment & Recreation Gifts Are Gifters' Favorite Choice ..................................................... 137 
Gifting Decision Tree — How the Gift Is Selected.......................................................................... 138 
Store Selection Hinges on Price..................................................................................................... 139 
Internet Delivers a Shopping Experience Some Gifters Crave...................................................... 141 
Discount Department Stores Are First in Gift Shopping................................................................. 141 
Gifting Represents Significant Opportunity for Traditional Department Stores ............................. 142 
Store Brands and Product Brands Interact in Gifting ..................................................................... 143 

 
 


