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FFOORR  IIMMMMEEDDIIAATTEE  RREELLEEAASSEE::  UUKK  DDAATTAA  OONNLLYY            2299TTHH  NNOOVVEEMMBBEERR  22000066  

 

WWoommeenn  DDrriivviinngg  aa  GGoollddeenn  OOnnlliinnee  CChhrriissttmmaass  
6622%%  ooff  BBrriittoonnss  oonnlliinnee  eexxppeecctt  ttoo  mmaakkee  mmoorree  CChhrriissttmmaass  ggiifftt  ppuurrcchhaasseess  vviiaa  tthhee  IInntteerrnneett  tthhaann  llaasstt  yyeeaarr  

 
Nielsen//NetRatings, the leading provider of Internet research, today announces results from the 2006 version of its 
annual Christmas Shopping Online survey. The findings forecast a golden online Christmas with 70% of Britons 
online intending to buy Christmas gifts via the Internet. 
 
 
WWoommeenn  lleeaaddiinngg  tthhee  OOnnlliinnee  CChhrriissttmmaass  GGoolldd--RRuusshh  
 
 

• Women, overall, are 38% more likely than men to buy a Christmas gift online and 55% more likely than men 
to do “as much of their Christmas shopping as possible” over the Internet 

 
• In a reverse of last Christmas, women will spend more than men on Christmas gifts in TOTAL (£440 vs. 

£424) and Christmas gifts ONLINE (£240 vs. £233) 
 

• Women are one third more likely than men to raise money for Christmas spending by selling items on 
classifieds / auctions sites 

 
• The number of women intending to sell unwanted Christmas gifts on classifieds/auctions has grown by more 

than two-thirds from 15% last Christmas to 25% this time around. Women are now 39% more likely to do this 
than men 

 
Alex Burmaster, European Internet Analyst at Nielsen//NetRatings says, “There is little doubt that the behaviour of all 
areas of the Internet population is encouraging for retailers this Christmas. However, perhaps for the first time, it is 
the behaviour of women online that will dominate the success of the online Christmas.” 
 
 
PPeeooppllee  iinn  tthhee  NNoorrtthh  WWeesstt  tthhee  mmoosstt  ggeenneerroouuss  oonn  pprreesseennttss  
 

Total Spend on all Christmas Gift Presents by Region 
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Source: Nielsen//NetRatings MegaPanel® Online Christmas Shopping Survey, November 2006 
 

• Online consumers in the North West are the most generous – spending an average of £446 per person on 
Christmas gifts. South East consumers are the least generous, averaging £414 per person 

 
• Consumers in the North West will actually spend the least on gifts purchased online (£211) whilst their 

counterparts in the South West will spend the most online (£242) 
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CChhrriissttmmaass  RReettaaiill  BBaattttllee::  OOnnlliinnee  vvss..  tthhee  HHiigghh  SSttrreeeett  
 

• Convenience is the single best thing about shopping online for Christmas (cited by 34% of Britons online) 
followed by the absence of crowds (23%), waiting or queues (17%). Only one in eight (12%) cited cheaper 
prices as the best thing 

 
• Overall, Britons online will dedicate 55% of their total Christmas gift spend to online – spending an average 

of £237 online and £197 on the high street 
 

• 35-44 year olds will dedicate the greatest percentage of Christmas gift spend to online (57%), 16-24 year 
olds the least (52%) 

 
• In England, consumers in the South East / East Anglia will devote the greatest percentage online (56%), 

consumers in the North West the least (47%) 
 

• 44% of Internet users research most of their Christmas shopping online before buying gifts on the high street, 
with women twice as likely to do this as men 

 
• 25-34 year olds and consumers in the Midlands are the most likely to research online before buying on the 

high street; people over 55 and those in the South West are the least likely 
 
Burmaster comments, “Not only does the Internet account for the majority of Christmas gift spend amongst the online 
population but it is also being used by almost half as the first stage in the buying process on the high street. The 
potential for online retailers, is therefore, even greater if they can convert people at the ‘point of research’ into buyers 
there and then. On the other hand, high street retailers need to ensure that they minimise the chances of losing their 
customers at this point by improving their own online offering.” 
 
TThhee  BBiigg  aanndd  TTrruusstteedd  BBrraannddss  aatt  CChhrriissttmmaass  
 

• 43% of Britons online always try to buy trusted or big brand names as Christmas presents 
 

• Gifts from trusted or big brand names are most likely to be bought by 16-24 year olds and consumers in the 
North/ Yorkshire/ Humberside region and least likely by people aged  45-54 and those in Greater London 

 
• Tesco (cited by 40% of Britons online) is the most popular supermarket for getting the Christmas groceries 

online – twice as popular as nearest rival Asda (19%) and almost three times as popular as Sainsburys 
(15%) 

 
• Almost half of Britons online (45%) still have concerns about the handling of their credit card and personal 

info when shopping online. People over 55 are the most likely to have these concerns, 16-24 year olds the 
least likely. Women are a third more likely to have these concerns than men 

 
• Consumers in the South West are most confident with the safety of shopping online, those in the Midlands 

the least confident 
 
Burmaster concludes, “Despite the growing confidence in online retail and growing sales, e-retailers aren’t out of the 
woods yet when it comes to the perceived security of online shopping. There is still much work to do in implementing 
and, particularly, communicating security measures to potential consumers. This is certainly an advantage that the 
big and trusted retail brands have over the smaller or newer niche online players.”  
 
ENDS 
 
EDITOR’S NOTES 
 
Please source all information to Nielsen//NetRatings or NetRatings 
 
Please note that ACNielsen and Nielsen are both separate, unrelated companies and should NOT be quoted 
when sourcing the attached data. If an abbreviated name is required then please use NetRatings 
 
For further information, please contact: Alex Burmaster, European Internet Analyst:  
Tel: 020 7014 0597 / 0780 3131144 / aburmaster@netratings.com 


