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Holidays are often the busiest shopping periods for customers 

and marketers alike. Inevitably, the heightened holiday shopping 

activity can serve as an indication of imminent changes in consumer 

behavior. For example, the onset of the pandemic in 2020 certainly 

impacted the way customers engage with brands, driving new and 

returning customers online, which resulted in the first digitally led 
Black Friday. 

In light of factors like continued lockdowns and e-commerce growth, 

how will holiday shopping events like Valentine’s Day change for 

retailers? For customers? And what can marketers learn from 

Valentine’s Day 2021 to help them prepare for the rest of the year to 

come? 

In this research report from Emarsys, we evaluated Australian 

consumer responses to reveal new trends and emerging habits 

of customers, and discovered how their approach to shopping 

during Valentine’s Day might be different in 2021. You’ll learn which 

product categories are expected to grow this Valentine’s Day, where 

Australian consumers’ spend might increase, key motivating factors 

in purchase decisions, and more. 
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Top 4 clothing items Australian respondents have invested in:

Q1. Which, if any, of the following clothing items have 
you invested most since the start of lockdown?

Most respondents in Australia (26%) invested 
between 1-10% more in loungewear and 
underwear since the pandemic began 

Q2. Can you estimate a % rise, if there is any at all, in 
how much more you have invested in underwear and 
loungewear since the pandemic began?

Loungewear 

Activewear 

Comfortable underwear 

Shoes

18%

18%

13%

12%

18% of respondents in Australia invested the most in loungewear since 

lockdown.

Almost a quarter (24%) of all 25-34 year-olds invested the most in 

loungewear since lockdown.

1-10%
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27% of men feel much more comfortable in their own skin recently and are 

buying clothes to reflect that comfort.

(32%) respondents of 16-24 year old respondents enjoy shopping online 

the most and find themselves being more sartorially adventurous 

Q3. Which, if any, of the following statements do you 
agree with?

18%

I miss the in-store 
shopping experience

32%

I feel like I need to make 
more effort when it 
comes to clothes

30%

I feel so much more comfortable 
in my own skin recently and I’m 
buying clothes to reflect that

21%

My wardrobe contents/
style has dramatically 
changed over the last 
12 months

21%

I enjoy shopping 
online and find myself 
being more sartorially 
adventurous
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Q4. How, in any way, will Valentine’s Day be different 
to other years?

11%
I will be gifting myself something  

this year

I want to celebrate my platonic 
relationships and friendships  

this Valentine‘s Day

My partner and I haven‘t been making the 
time for romance so this is a reason to kick 

start things

I have given much more thought this year 
to what my partner wants and have been 

looking online for over a month 

I will be spending more money on my 
partner this year, to make up for not being 

able to go out and celebrate

My partner and I will make more of an 
effort to dress up because that hasn‘t been 

the case in the recent months

Valentine’s in Australia isn’t just for romantic relationships, as 11% of 

respondents will be gifting themselves something this year and 9% will be 

celebrating their platonic relationships and friendships this Valentine’s Day.

9% of respondents will be celebrating their platonic relationships and 

friendships this Valentine’s Day, this rises to 20% amongst respondents 

aged 16-24 years old

9%

7%

7%

9%

9%
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Q5. What, if anything, are you planning on gifting to 
someone or yourself this Valentine’s Day?

Q6. Which, if any, of the following most represents your 
purchasing preferences on Valentinè s day this year?

36%

16%

14%

More 25-34 year old respondents who have celebrated Valentine’s Day will 

be buying underwear for themselves or someone else this Valentine’s Day 

(22%) than any other age group, compared to 6% of 55+ year olds

Chocolates

Flowers 

Gadgets/technology

Underwear

29%

Men are more embarrassed about buying underwear instore – as 18% of 

male respondents would prefer buying gifts like underwear online because 

it’s less embarrassing, compared to 13% of women 

I prefer buying gifts online because you get 
access to more deals

I would usually shop online for Valentine‘s gifts 
so nothing has really changed this year 

I prefer to buy items like underwear in store 
because I can judge their suitability / size more 

I prefer to buy underwear in store because I 
prefer shopping on the high street

I prefer buying gifts online – especially things like 
underwear because it‘s less embarrassing

31%

33%

22%

15%

15%
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Q7. How much, if any, money did you spend on your 
partner for Valentines Day last year?

Q8. How much, if any, money are you spending on your 
partner this year for Valentines Day? 

$46 - $63

Out of those who have a partner and 

will be celebrating Valentine’s Day, 9% of 

respondents will be spending over $125, 

compared to 3% respondents who have 

celebrated Valentine’s Day before last year

Out of those who have a 

partner and will be celebrating 

Valentine’s Day this year, most 

respondents (17%) will be 

spending between $46 - $63.

$125

9%0%

17%0%
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Q9. Which, if any, of the following are true to you 
regarding your partner`s sizing? Meaning their bra 
size, waist size etc.

Respondents who have a partner

15% of Australian respondents with a partner needed to look in their 

partner’s underwear draw to check their size 

Over six times as many male respondents (19%), don’t know their partners 

sizing than female respondents (3%)

9%
I don‘t know my 
partner‘s sizing 

44%
I know their 
sizing

8%
It would be helpful to have 
access to an on-site quiz, 
so I can pick the right 
Valentine‘s Day gift 

15%
I‘ve already looked 
in their underwear 
drawer and checked 
their size

8%
I will be checking how the 
underwear looks on real 
life people who model the 
clothes, to compare the 
sizing to my partner 

9%
I would find it useful to view 
the clothes on personalized 
models, based on their 
measurements 

10%
I would like to be able to view 
underwear sizes and designs 
through an augmented reality 
interactive shopping experience, 
to help me 

8%
I‘ll be guessing my 
partners sizing 
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Q10. What, if anything, are/would be your worries or 
concerns about buying your partner underwear online 
instead of in store?

Poor sizing options 

Bad quality material

Risk of late delivery before Valentine‘s Day 

Lack of choice or range of interesting 
underwear designs 

Receiving the wrong order 

Buying from fast-fashion online retailers

Poor sizing options (36%), bad quality material (36%) and risk of later 
delivery (32%) are the biggest worries or concerns for respondents who 
have a partner, buying their partner underwear online

36%

32%

36%

18%

21%

11%

Q11. What, if anything, do you/would you expect when 
you/if you were to join a brands loyalty program? 

E.g. the Starbucks Rewards app, Amazon Prime, Sainsbury`s Nectar card, 
Virgin Atlantic Flying Club, Uber Rewards, H&M club. 

Discounts 

Earning points when you spend 

Free delivery and returns 

Exclusive offers and products 

Early access to sales 

Faster delivery on products 

I don‘t/ wouldn‘t expect anything if I was 
to join a brand loyalty program

61%

49%

55%

45%

30%

13%

Discounts (61%), free delivery and returns (49%) and earning points when 
you spend (55%) are the top three expectations for respondents from 
joining a brands loyalty program

33%
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Q12. What, if anything, would drive you to make a 
repeat purchase from a brand that you`ve already 
bought from? 

Free delivery 

Competitive prices 

High quality items 

Good customer service 

Frequent discounts 

Free returns 

Points and prizes 

A good on-site experience 

I saw something I liked in a 
promotional campaign 

Click and collect options 

Their ethical ethos 

Personalised service 

Personalised emails 

The site recommended items 
I would like 

Nothing would drive me to make a 
repeat purchase from a brand that 

I have already bought from

Web adverts 

Free delivery (52%), competitive prices (48%) and high quality items (47%) 

are the top three things that would drive respondents to make a repeat 

purchase from a brand they had already purchased from.

52%

48%

47%

44%

41%

31%

31%

29%

18%

16%

13%

11%

10%

9%

8%

5%
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Q13. What, if anything, made you buy something from 
a brand for the first time? 

Low prices/discounts (46%), fast and free shipping or returns (26%) and 

competitive prices (38%) are the top three reasons that respondents have 

bought something from a brand for the first time.

46%

38%

26%

26%

24%

23%

22%

20%

19%

12%

12%

11%

11%

10%

9%

7%

6%

Low prices / Discounts 

Competitive prices 

Fast and free shipping or returns 

Friends and family 

Unique products 

Great customer service

I had vouchers/discount 

A good on-site experience 

A free/easy returns policy 

Social media advertising e.g.  
Instagram, TikTok, Facebook 

Click and collect options 

A personalised experience 

The site recommended items  
I would like 

Their ethical ethos

Web advertising 

An influencer recommended it 

A blog/article recommended it 
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