
C U S T O M  C O N T E N T

FATHER’S DAY 
GIFT GUIDE

JUN E 4, 2018

A mericans are expected to spend more than ever on gifts for 
Father’s Day this year with the biggest share going to spe-
cial outings like a ballgame, concert or dinner, according 

to the National Retail Federation’s annual survey conducted by 
Prosper Insight & Analytics.

Father’s Day shoppers last year spent an average $134.75 
for the holiday, up from the previous year’s $125.92. With 77 
percent of consumers surveyed celebrating, total spending last 
year hit approximately $15.5 billion. That’s the highest number 
in the survey’s 15-year history, topping 2016’s previous record of 
$14.3 billion. And 2018 looks to continue the growth trend. 

“It’s encouraging to see that consumers are spending on spe-
cial occasions such as Father’s Day,” NRF President and CEO 
Matthew Shay said. “This is a positive sign of strong consumer 
confidence heading into the second half of the year, and a good 
deal for all the dads who will reap the benefits.”

The survey found 27 percent of dads would love to receive a 
“gift of experience” for Father’s Day — and 25 percent of shop-
pers plan to grant that wish with gifts like tickets to a concert 
or a sporting event. When dinners, brunches and other types of 
“fun activity/experience” are included, consumers plan to spend 
$3.3 billion on special outings, which will be given by 48 per-
cent of those surveyed.

Next up on the spending list is $2.2 billion on gift cards 
(given by 43 percent), followed by $2.2 billion on clothing (46 
percent) and $1.8 billion on consumer electronics (21 percent). 
Personal care products such as a bottle of cologne (21 percent) 
total $888 million, slightly edging out home improvement sup-
plies (16 percent) at $885 million. 

Greeting cards are the most common gift, purchased by 64 
percent of consumers, but only account for $861 million of pro-
jected spending.

“With shoppers planning to be more generous to dad this 
year, the personal care category will be one to watch,” Prosper 
Principal Analyst Pam Goodfellow said. “Planned spending on 
items like cologne, aftershave and razors rose nearly 20 percent 
year-over-year, outpacing growth in every other gift category for 
Father’s Day.”

When searching for the perfect gift, 40 percent of consumers 
will head to department stores, 34 percent will shop online, 26 

percent will shop at a discount store, 24 percent at a specialty 
store and 19 percent at a local small business. Among smart-
phone owners, 33 percent will use them to research gift ideas 
but only 18 percent will use them to make a purchase. Tablets 
are used slightly less frequently to research (32 percent) but 
slightly more frequently to buy (19 percent).

More than half of those surveyed plan to buy for their 
fathers or stepfathers (54 percent) while others will shop for 
their husbands (29 percent) or sons (10 percent).

The survey of 7,335 consumers was conducted last year and 

has a margin of error of plus or minus 1.2 percentage points.

NRF is the world’s largest retail trade association, representing 
discount and department stores, home goods and specialty stores, 
Main Street merchants, grocers, wholesalers, chain restaurants and 
Internet retailers from the United States and more than 45 countries. 
Retail is the nation’s largest private sector employer, supporting one in 
four U.S. jobs — 42 million working Americans. Contributing $2.6 
trillion to annual GDP, retail is a daily barometer for the nation’s 
economy.

Dads Head out to the Ballgame as Father’s Day 
Spending Continues to Climb

‘Planned spending on items like 
cologne, aftershave and razors 
rose nearly 20 percent year-

over-year, outpacing growth in 
every other gift category for 

Father’s Day.’
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P roviding an unobstructed view of 
its legendary mechanism, the famous 
automatic Zenith Chronomaster El Primero 

“Full Open” wristwatch is aptly named, since it 
can now reveal the heart of its performance and 
precision thanks to a dial that is now entirely 
open – and “openworked.”

To ensure a better understanding of 
the fundamentals governing its flagship 
Chronomaster collection, Zenith offers its 
legendary El Primero chronograph in three 
different versions: with an entirely solid (closed) 
dial, a half-open (Open) dial, and now an 

entirely open 
(Full Open) 
dial. The latter 
is the most 
modern and 
contemporary 

interpretation, representing a major re-launch 
for the collection.

This complete opening enables users to grasp 
and visually appreciate the high frequency of 
the movement, the signature of the legendary 
El Primero integrated automatic column-wheel 
chronograph calibre with its 326 components 
(including 31 jewels), beating at the swift 
pace of 5 Hz (36,000 VpH) and thus capable 
of measuring and displaying the time with 
tenth-of-a-second precision. These attributes 
are inherited from its illustrious predecessor, 
the world’s most accurate series-produced 

chronograph developed by Zenith in 1969.
While the mechanism is now entirely 

revealed, there are nonetheless a few subtle 
nods to the historical version of the El Primero 
1969: the date window of the 38mm version 
has been placed between 4 and 5 o’clock 
just like the original; and the famous blue 
colour is perfectly identical to the historical 
version. Combined with the two other colours, 
anthracite and rhodium, the three galvanic 
tones make a perfect match serving to magnify 
the movement. 

Learn more at zenith-watches.com

Zenith’s Chronomaster Watch Reveals Itself Completely

T imeless yet perfectly in fashion: the 
statement colors we all love are now 
setting the tone. Lush greens, blues 

and red shine auspiciously, invigorate and 
immediately play the fashionable lead 
role. But they don’t only brighten up our 
wardrobes. They’re also bringing signal colors 
to your desk! The Graf von Faber-Castell 
Collection now has writing instruments and 
accessories for the workplace, briefcase and 
handbag in Viper Green, Gulf Blue and India 
Red. Incidentally, they are also classic motor 
racing colors that can therefore also send 
men’s hearts aflutter! 

The colorful ensemble includes the 
Guilloche fountain pen and Guilloche twist 
ballpoint pen. The writing instruments’ name 
comes from the grain guilloche, an intricate 

engraving 
procedure that 
enables the 
surface relief to 
change color 
depending on 

how light hits it. Matching ink is available 
in an elegant bottle and as cartridges in a 
20-pack gift set or folding six-pack. 

Guilloche pencils for notes and sketches 
are also available in the same shining shades 
and are packaged in sets of three. Guilloche 
pocket pencils make the perfect companion. 
Together with a platinum-plated extender 
from the Graf von Faber-Castell Collection, 
they create the perfect individualized pencil – 
to match an outfit or simply a mood.

High-quality writing instruments deserve 
to be looked after in a very special way – 

for instance in color-coordinated writing 
instrument cases. Made of fine-grained Italian 
calf hide, they can accommodate up to two 
pens, depending on their size. Each can be 
matched with a calf hide keyring with a metal 
ring and a wallet with a wrap-around zip, 
combining an elegant design with the highest 

possible functionality. 
Accompanying linen books in Viper 

Green, Gulf Blue and India Red will 
undoubtedly soon be firm everyday favorites. 
Crafted at a small Bavarian company, 
they are ideal for jotting down notes, 
appointments and tasks. Thanks to their 

careful workmanship, they will bring joy for 
years to come: Their intricate thread stitching 
ensures that the book lays flat when open, 
while the pages remain firmly attached, even 
with frequent use. 

Learn more at graf-von-faber-castell.com

Classic Pens in Statement Colors 
Writing instruments and 
accessories that set the tone in 
Viper Green, Gulf Blue, India Red 

Zenith offers its legendary  
El Primero chronograph in three 

different versions: with an entirely 
solid (closed) dial, a half-open (Open) 

dial, and now an entirely open  
(Full Open) dial. 

GIFT
SPOTLIGHT

GIFT
SPOTLIGHT
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San Diego Fwy (405) at Bristol St., Costa Mesa   
 800.782.8888   southcoastplaza.com

@SouthCoastPlaza  #SCPStyle

A TIMEPIECE CELEBRATION AT SOUTH COAST PLAZA
MOMENTS

FRIDAY, JUNE 8 AND SATURDAY, JUNE 9   10AM–8PM

Celebrate the art of the timepiece at MOMENTS, a two-day event 
at South Coast Plaza featuring limited edition collections, 

personal appearances, and one-of-a-kind watches at
 South Coast Plaza’s 25 timepiece boutiques including Panerai, 

Cartier, Porsche Design, Fendi and Vacheron Constantin.

Meet Robb Report horology editor James Malcolmson in the 
MOMENTS Timepiece Suite on Saturday, June 9th, from 1–5pm.

southcoastplaza.com/timepiececelebration
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A survey conducted by Swagbucks, an  
online rewards program, sheds some  
light on what dads want on Father’s Day. 

The survey sought to identify trends in shopping 
behaviors and attitudes surrounding Father’s 
Day.

Swagbucks found that 29% of dads want to 
receive a gift card, making gift cards the most 
desired gift among dads. Luckily, 22% of moms 
said they intend to purchase a gift card for their 
husbands or partners. After gift cards, dads are 
hoping for other popular gifts like tech gadgets 
(24%), sporting goods (9%) and clothing (9%).

“The dads we surveyed are looking forward 
to a gift for Father’s Day this year. So it’s great 
to see that their wives and partners are in tune 
with what they really want. That isn’t always 
the case!” said Sarah Aibel, VP of Marketing 
at Swagbucks. “Buying gifts, no matter the 
occasion, can be stressful. You want to show 
that you really know the person and convey 
how you feel about them, while ensuring you 
give something they’ll actually use. A gift card 
for Dad’s favorite store or restaurant tucked into 
a Father’s Day card is a great way to show you 
care, and something you know he’ll truly enjoy.”

 Additional key findings include:

DADS ARE EXCITED ABOUT FATHER’S DAY
 • 81% of dads are looking forward to  

celebrating Father’s Day this year, as are 91%  
of moms

• 77% of dads are expecting a gift this 
Father’s Day

• When asked how much they expect their 
partner/children to spend on a gift, 51% said less 
than $50

 DADS SEE THEMSELVES AS PRETTY HIP
 • 84% of dads consider themselves “cool 

dads”
• When asked who the best fictional dad 

character is, dads said:
-Tim “The Tool Man” Taylor (Home 

Improvement), 32%
-Andy Taylor (The Andy Griffith Show), 

11%
-Darth Vader (Star Wars), 10%
• How do those responses compare to what 

moms said?
-Tim “The Tool Man” Taylor, 40%
-Andy Taylor, 11%
-Darth Vader, 0%
 

DADS WEIGH IN ON THE “BEST GIFT EVER”
 • When asked the best gift they’ve ever 

received for Father’s Day, the most common 
responses were tickets and being a father

• 19% of moms/kids have given a Father’s 
Day card on behalf of a family pet

 
DADS CAN BE FORGETFUL

 • 91% of moms remember Father’s Day 
every year

• Meanwhile, only 53% of dads remember 
Mother’s Day

The survey was conducted among Swag-
bucks members using an email invitation and 
online survey. The survey had a total of 6,360 
responses from across the United States.

 
Headquartered in El Segundo, Swagbucks is a 
subsidiary of Prodege, LLC and partner site to 
MyGiftCardsPlus. For more information, please 
visit www.swagbucks.com.

Moms Know What Dads Want This Father’s Day 
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