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lack Friday successfully captured holiday
spend from consumers on the hunt for
deals. However, driving sales will be much
harder for the remainder of the season
— many deal-hunters have already made
their purchases, and many shoppers have smaller

budgets. Fewer consumers say they plan to buy any
holiday gifts this year.

Deal Or No Deal: The 2022 Holiday Shopping Report,
PYMNTS’ latest study into how consumers intend to
shop this holiday season, reveals that many hope
payments and credit options might help stretch tight
holiday budgets. We surveyed a census-balanced
panel of 3,074 consumers about their plans for the
holiday shopping season to learn the role Black Friday
played in those plans — and what it means for the
rest of the season.

This is what merchants need to know.
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Figure 1: Consumers’ holiday spending plans
Share of Black Friday shoppers who planned to make select portions of their total spend on
Black Friday, by year

-3.9%
100% -3.5%
-3.0%

Between 50% and 99%

21.4%

35.2%

28.6%

In total, 38 million of the consumers who plan to shop for Between 25% and 49%

the holidays intended to spend more than half of their holiday 35.4%

budgets on Black Friday. Consumers would rather spend most
of their money on a day when they know sales will be available
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than risk paying more later.
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Source: PYMNTS

Deal Or No Deal: Holiday Shopping 2022, December 2022

N = 1,595: Respondents who made purchases on Black Friday, fielded Nov. 25, 2022 - Nov. 26,
2022
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The average Black Friday shopper bought items across 4.3 cat-
egories this year, compared to the 3.5 average last year, with
clothing being the most common type of Black Friday pur-
chase. Black Friday shoppers bought more of nearly every type

of product than last year, with books and music being the only

exception. With many holiday shoppers choosing to shop on
Black Friday for the bulk of their purchases, merchants will
have a more difficult time capturing any remaining spend.
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Figure 2: The types of purchases consumers made on Black Friday
Share of consumers who made purchases across select categories, by year
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Fifty percent of consumers who are cutting back on holiday
spending this year say they do not have the money to spend
— twice as much as any other reason. Just 22% of holiday
shoppers who are cutting back say it’s because they have fewer

needs, and just 17% say it’s because they are seeing less at-
tractive deals.
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Figure 3: Why some consumers plan to spend less this holiday season

Share of holiday shoppers planning to spend less this holiday season for select reasons
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Cutting back on spending is an especially high priority for con-
sumers whose incomes have trailed behind price increases.
Among those whose incomes have not kept up with inflation,
62% intend to spend less on holiday shopping because they
simply do not have the money for it. This share drops to 37%
for those whose incomes have kept up with inflation and 18%
for those whose incomes have increased faster than inflation.
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Figure 4: Why consumers with different financial situations plan to spend
less this holiday season
Share of holiday shoppers planning to spend less this holiday season for select reasons, by

how their income has changed compared to inflation
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Figure 5: How many consumers plan to shop for the holidays
Share of consumers in different income brackets planning to shop this holiday season, by
year
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The drive to roll back holiday spending is evident across gen-
erations. Millennials, Generation X, baby boomers and seniors

are all less likely to shop this year than they were even in 2020.
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Figure 6: The number of consumers planning to shop for the holidays
Share of consumers in different generations planning to shop this holiday season, by year
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Figure 7: Different generations’ plans to finance holiday purchases
Share of consumers planning to finance different shares of their holiday purchases this year,

by generation
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Perhaps counterintuitively, demand for financing options is

Figure 8: Consumers’ plans to finance holiday purchases
also significantly high among consumers whose incomes have Share of consumers planning to finance different shares of their holiday purchases this year,

increased faster than inflation, 37% of whom intend to finance by how their incomes changed compared to inflation
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Figure 9: The methods online holiday shoppers used to pay on Black Friday
Share of online Black Friday shoppers who paid using select methods, by year
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Figure 10: The methods in-store holiday shoppers used to pay on Black

Friday

Share of in-store Black Friday shoppers who paid using select methods, by year
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erchants face an uphill battle to win over

a shrinking pool of holiday shoppers.

Millions are opting out of the shopping

season altogether, and the few who

remain have little left to spend. To win
their business, merchants will need to provide not only
sales, but also the payments and financing options that
can help shoppers stick to their limited budgets.

Holiday Shopping 2022: Deal Or No Deal is based on a
census-balanced survey of 3,074 consumers surveyed
between Nov. 25 and Nov. 26. The Black Friday series ex-
amines how consumers shopped and paid for the items
on their holiday wish lists. Fifty-one percent of the 2022
edition survey respondents were female, and 37% of re-
spondents had an annual income of $100,000 or more.
Our respondents were 46 years of age, on average.
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DISCLAIMER

Holiday Shopping 2022: Deal Or No Deal may be updated periodically. While reasonable efforts
are made to keep the content accurate and up to date, PYMNTS MAKES NO REPRESENTATIONS
OR WARRANTIES OF ANY KIND, EXPRESS OR IMPLIED, REGARDING THE CORRECTNESS, ACCU-
RACY, COMPLETENESS, ADEQUACY, OR RELIABILITY OF OR THE USE OF OR RESULTS THAT MAY
BE GENERATED FROM THE USE OF THE INFORMATION OR THAT THE CONTENT WILL SATISFY
YOUR REQUIREMENTS OR EXPECTATIONS. THE CONTENT IS PROVIDED “AS IS” AND ON AN “AS
AVAILABLE” BASIS. YOU EXPRESSLY AGREE THAT YOUR USE OF THE CONTENT IS AT YOUR SOLE
RISK. PYMNTS SHALL HAVE NO LIABILITY FOR ANY INTERRUPTIONS IN THE CONTENT THAT IS
PROVIDED AND DISCLAIMS ALL WARRANTIES WITH REGARD TO THE CONTENT, INCLUDING THE
IMPLIED WARRANTIES OF MERCHANTABILITY AND FITNESS FOR A PARTICULAR PURPOSE, AND
NON-INFRINGEMENT AND TITLE. SOME JURISDICTIONS DO NOT ALLOW THE EXCLUSION OF
CERTAIN WARRANTIES, AND, IN SUCH CASES, THE STATED EXCLUSIONS DO NOT APPLY. PYMNTS
RESERVES THE RIGHT AND SHOULD NOT BE LIABLE SHOULD IT EXERCISE ITS RIGHT TO MODIFY,
INTERRUPT, OR DISCONTINUE THE AVAILABILITY OF THE CONTENT OR ANY COMPONENT OF IT
WITH OR WITHOUT NOTICE.

PYMNTS SHALL NOT BE LIABLE FOR ANY DAMAGES WHATSOEVER, AND, IN PARTICULAR, SHALL
NOT BE LIABLE FOR ANY SPECIAL, INDIRECT, CONSEQUENTIAL, OR INCIDENTAL DAMAGES, OR
DAMAGES FOR LOST PROFITS, LOSS OF REVENUE, OR LOSS OF USE, ARISING OUT OF OR RELATED
TO THE CONTENT, WHETHER SUCH DAMAGES ARISE IN CONTRACT, NEGLIGENCE, TORT, UNDER
STATUTE, IN EQUITY, AT LAW, OR OTHERWISE, EVEN IF PYMNTS HAS BEEN ADVISED OF THE POS-
SIBILITY OF SUCH DAMAGES.

SOME JURISDICTIONS DO NOT ALLOW FOR THE LIMITATION OR EXCLUSION OF LIABILITY FOR
INCIDENTAL OR CONSEQUENTIAL DAMAGES, AND IN SUCH CASES SOME OF THE ABOVE LIMITA-
TIONS DO NOT APPLY. THE ABOVE DISCLAIMERS AND LIMITATIONS ARE PROVIDED BY PYMNTS
AND ITS PARENTS, AFFILIATED AND RELATED COMPANIES, CONTRACTORS, AND SPONSORS, AND
EACH OF ITS RESPECTIVE DIRECTORS, OFFICERS, MEMBERS, EMPLOYEES, AGENTS, CONTENT
COMPONENT PROVIDERS, LICENSORS, AND ADVISERS.

Components of the content original to and the compilation produced by PYMNTS is the property
of PYMNTS and cannot be reproduced without its prior written permission.
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