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And with the end of year comes the holiday season. If the past 
year has been an indication of COVID-19 pandemic effects finally 
waning, it should set up this holiday season as a prime shopping/
selling period for consumers and brands — even with the thought 
of recession looming.

Even with the pandemic, elections, and other global influences, 
the past three years have seen increases MoM, especially into the 
September – December time frame.

With retailers introducing new shopping “events” — I’m looking 
at you, Amazon Prime Early Access Sale and Target Deal Days — 
there will be more and more opportunities for consumers to spend 
their money, and brands to make up for any lost revenue from 
earlier in the year. In fact, Adobe predicts U.S. consumers will spend 
slightly more this holiday season — 2.5% more than 2021 with  
$209.7 billion in sales, to be exact.
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Here is a peek into our predictions for the biggest trends in 
holiday retail for 2022, and how your brand can capitalize!
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Source: U.S. Dept. of Commerce, Economic Indicators Division, Retail Indicator Branch

It’s Hard to Believe That 2022 Is  
Almost Coming to a Close.



Deals & Discounts  
Will Keep Holiday 
Shopping Afloat
In 2021, much of the spending was aided by federal stimulus dollars, but with 
many people having to navigate around rising gas and grocery prices, and travel 
becoming more prevalent in Q2/Q3, piggy banks are not as full as they have been 
in years past. But will that stop the spending? We think not, thanks to the increase 
in discounts being offered this holiday retail season.

In the last ten years, the addition of new shopping holidays has extended the 
shopping season well past late November and December, with promotional 
marketing beginning as early as September for all the upcoming deal days brands 
have been offering. 

The National Retail Federation predicts 40% of people began shopping before 
Halloween, and 148 million plan to shop Super Saturday, also known as Panic 
Saturday, which is the Saturday before Christmas. Along with Black Friday and 
Cyber Monday, the last month before the Christmas holiday is sure to be a busy 
month for shoppers as they spread out their holiday planning. 
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Keeping your marketing continuous over the 
last two months of the year is key to capture 
consumers when they are ready to spend.



Inflation Will Have an Impact,  
but Will Not Stop Holiday Spending
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As mentioned earlier, the COVID-19 pandemic 
has been replaced by financial insecurity as 
consumers’ primary concern when it comes to 
their spending habits this upcoming holiday 
season. According to Emodo’s 2022 Holiday 
Shopper Survey, 48% of consumers believe we 
are already in a recession, with 25-to-44-year-
olds leading the most concerned about the 
impact of a recession due to less experience in 
economic downturns. 

But even with the financial hesitations, 
consumers will still be spending, just more 
creatively. Surveys from Bankrate and Creatopy 
sought to understand what would help 
consumers feel more comfortable with their 
spending, and found that:

Brands would do well to ensure they are offering the best offers 
to draw consumers in and target audiences with marketing to 
promote these offers to capitalize on these key sales days.

41% are looking for coupons, discounts, and sales 1

40% will buy fewer things 1

21% will opt for cheaper brands 1

67% are choosing their retailers based on the offering of free shipping 2

66% are choosing their retailers based on their deals or promotions 2

58% are choosing their retailers based on value for the price 2
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1. Bankrate
2. Creatopy

https://www.bankrate.com/finance/credit-cards/early-holiday-shopping/
https://www.creatopy.com/blog/holiday-season-advertising/
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Who Are the Leaders of the Pack?
According to KPMG’s Consumer Pulse Survey: Holiday 2022, 
despite the projections of increased spending, more gift 
giving is not necessarily in the budget for all. The challenges 
of the current economic situation are driving consumers to 
think more about where they’ll be shopping, what they’ll 
be shopping for, and how much they will actually be giving 
this year as opposed to years past. Discretionary categories 
will likely be the most impacted by these changing habits, 
with consumers shifting to spending against what is most 
affordable, and even essential.

In 2022 many retailers were surprised by the shift in 
consumer spending on services vs. physical goods — think 
spa packages and gym memberships vs. in-home beauty 
and fitness equipment — and many predict that the 
beauty and wellness sector will likely continue to be one 
of the strongest categories in discretionary retail at the end 

of 2022 into 2023. In addition to the services aspect of both 
categories, beauty also offers many lower-priced gift giving 
products like sets and travel-sized products that consumers 
looking to still give physical gifts or stocking stuffers  
may consider.

In the home furnishings category, inventory bottlenecks 
and price increases due to manufacturing are still affecting 
sales and continue to have an impact on store visits. 
However, with this year being a true restriction-free holiday 
season, more people are looking to spend to decorate 
for their holiday entertainment needs. This is evident in 
visits and demand increases at home decorating retailers 
at both ends of the cost spectrum such as Home Goods, 
At Home, and Crate and Barrel, and even in the food 
preservation category as consumers look to combat rising  
supermarket costs. 

Consumers are also moving away from shopping at 
department stores and luxury retailers and looking at 
discount/dollar stores and mass-market retailers to 
find more bang for their buck. Personalized gifts are also 
becoming more and more popular as sites like Etsy promote 
their curated gift guides, with many unique, thoughtfully 
perceived items at low cost. And the easiest buy of them 
all? Retail gift cards and gift certificates at established 
spending limits to give the gift recipient total discretion on 
what they receive, and if they’d want to spend any more 
money to get what they actually want.

Marketsmith  •  White Paper  •  Nov 2022  •  5



Driven by Discounts: A Holiday Shopping 2022 Forecast

In-Person Shopping? Still a Thing,  
but E-Commerce Will Be King
To help find the deals and discounts they’re looking for, 
consumers will spend more time on their favorite brands’ 
websites or social media, even taking the extra time to 
read through the countless promotional emails they 
receive. While there’s still the convenience for last-minute 
shoppers to pop in to their favorite stores, the fast shipping 
offered by retailers in the last few years makes it easier to 
hold out until you find that perfect gift. Also, the use of 
Buy Now, Pay Later and in-store pickup for items has made 
e-comm shopping more advantageous to shoppers who 
are looking to spread out their spending and maximize  
discount opportunities. 

While it should come as no surprise, social media and 
digital ads are key to marketing brand promotions and 
driving sales, but word of mouth, influencer marketing, 
and user experience are also integral to introducing new 
customers to your company and its offering and keeping 
loyal customers coming back. TikTok has increased its 
share in the social space after introducing more shopping 
options earlier this year, and many consumers have said 
they plan to use social media to research products prior 
to buying, up 2 points from 2021. (NPD Group Annual  
Holiday Survey)

Research company Inmar predicts certain categories may 
be more popular in-store than online, with 42% of their 
survey respondents saying they will shop both equally this 
season, especially for clothing. And while digital tactics 
seem the most obvious to drive website visits, social 
media and display ads are also just as practical in driving 
in-store traffic and purchases. While social media is a 
great resource for research and direct drive-to-purchase, 
many consumers are using it to hybrid shop — ultimately 
going to the store to finalize the purchase after seeing it 
online, reading reviews, and finally getting a chance to 
physically see and feel the product. A recent Meta study 
showed 70% of shoppers purchased a product in-store 
after seeing it on Facebook or IG, 42% on YouTube, and 19% 
on TikTok. This same study also showed that 44% of ads 
that were optimized for online conversion drove significant  
in-store sales. 

This also proves the need for attribution across tactics, 
including foot traffic, to determine how your marketing 
dollars are being put to work, and if your digital marketing 
is actually driving more sales than you realize. Our Foot 
Traffic Quick Guide breaks down how we’ve merged 
the digital and real worlds and driven results for our  
clients in real time. 
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https://www.marketsmithinc.com/no-need-for-delayed-gratification/ 
https://www.adweek.com/partner-articles/how-hybrid-shopping-is-shaping-the-2022-holiday-season/
https://www.marketsmithinc.com/wp-content/uploads/2020/10/Foot-Traffic-Infographic.pdf 
https://www.marketsmithinc.com/wp-content/uploads/2020/10/Foot-Traffic-Infographic.pdf 
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What Impacts Are We Seeing Locally?
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• NJ malls are seeing a 40% increase in shopper volume so far this year as compared 
to last year, with this same trend expected to remain leading into the November/
December months. For many of our state clients we utilize mall-scape advertising, 
and the increased eyes on our ads during this season can drive improved traffic and 
actions for these brands.

• The political spending ripple effect, especially in Philadelphia, is anticipated through 
November, but local television and radio stations anticipate lower inventory 
demands in key dayparts in December into first quarter. And automotive spending 
is anticipated to decline, freeing up inventory in all dayparts. This means brands 
can capitalize on lower demand and lower costs for more efficient use of dollars 
throughout the season.

• Out-of-home inventory across the state continues to remain limited as road travel 
is expected to rise during the holiday season, with increased competition stemming 
from the sports betting category, insurance carriers, law offices, and local businesses. 
Based on our learnings from years past, we began our planning well in advance, 
securing inventory in late Q2/Q3 to make sure that our clients had prime locations 
throughout the season.

• Entertainment, sports betting, and travel remain healthy spending categories, with 
vaccine and health/healthcare messaging remaining strong across all tactics as well 
into the holiday season, as consumers want to ensure uninterrupted holiday activities.

With many of our clients in New Jersey, we’ve been keeping a pulse on what is happening across the state in 
regard to media landscape trends, category shifts, and what external factors may impact holiday spending:
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And What About 
Our National Shifts?
Just as in the local space, in Q4 and holiday media costs have historically always 
increased. Interestingly, we have not seen much of a change in CPMs year over year 
to date, but we predict that they will begin to slowly increase as we move through 
November, especially around Black Friday and Cyber Monday.

For our national retail clients, we have been calling out the risks and adjustments 
needed to prepare for the season, including doing a deep dive into the last major 
economic recession of 2008 to understand what impacts were felt by category and 
help us to provide better predictions and strategic shifts heading into Q4.

We have been monitoring competitive spending diligently, because as prices of 
goods increase, brand discounting will increase as well. If your brand is not putting 
out the best discounts or even playing in the sale sandbox, you can expect to be 
left behind, and left to try for an uphill push in Q1. As we see competitive spending 
growing, we have been and will continue to make the following shifts:

• Expanding our targeting to go broader and open our pool to those who may 
be shopping for competitors to conquest and bring in new sales opportunities

• Providing recommendations on discounting to stave off competitive challenge

• Hyper focusing on the most efficient drivers of traffic and adjusting spending  
to those tactics

• Optimizing across channels to strategically create the ideal holistic media mix
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In Conclusion:
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Retail brands know that the holiday season is their last chance to 
head into the new year on a positive note. It isn’t enough that there’s 
changing consumer habits following the COVID-19 pandemic and 
the turbulent economic atmosphere, but the media landscape has 
also changed in the last three years, with more options, platforms, 
and attribution available for brands. One thing that hasn’t changed 
financially is that deals and sales are a consumer’s priority.

It’s crucial for brands to time product launches and discounts to 
match seasonal demand. Keep in mind that increasing awareness 
and demand is just as important as driving conversions. Having a 
partner who knows the right mix of media spend and channels to 
improve your awareness, demand, and conversions can set you up 
for unrivaled success.



Retail sales absolutely depend on promotions, market conditions, and supply 
chain challenges, but your marketing strategy and approach set you apart f rom 
the competition. Let’s talk about how Marketsmith can differentiate your  
go-to-market strategy and drive your retail sales in 2023.

Marketsmith is an award-winning full-service marketing agency with a proven 
history in driving growth for brands at all stages in their life cycle. From product 
launches to changing brand perception, we approach every campaign with 
transparency, end-to-end measurement, and ROI-driven goals.

About Marketsmith
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973.889.0006 

letstalk@marketsmithinc.com 

marketsmithinc.com

LET’S TALK
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