
Back-to-School Insights 2022

The lists are basic. The emotions 
are anything but.



Start the school 
year strong.
Like other key retail occasions, back-to-school shopping is part necessity,  
part emotional experience, especially for many households that saw an  
interruption of familiar routines or looked-forward-to events because of Covid. 

 

As part of Target, Roundel™ looks for insights that can help you elevate media to  
moments based on the oh-so-human need to connect—to each other, brands,  
and experiences.

Who we talked to.
We asked 3,758 Target guests—57% of whom 
are back to school shopping for a student—how 
they plan to shop and what they plan to prioritize. 

Besides capturing overall sentiment around the 
upcoming school year, their responses fell into 
three categories:

• Who/what influences their purchases

• What’s on their shopping list

• How college shopping differs

Introduction



Value is more 
valuable than ever.
Back to shopping + back to budgets =  
back to school 2022
This year, back-to-school shoppers want to connect to value  
more than in previous years. 

But while they’re worried 
about the economy, they 
aren’t as concerned about 
what the new school year 
will bring.

70%
of Target shoppers  
say budgeting is a  
back-to-school priority.

56%
plan to do store-to-
store comparisons.

How they’re feeling



Shoppers are hopeful about the school year and long for shopping, making it the milestone moment it should 
be. Focusing on just price or back to normal could be a missed opportunity. The ideal message will be rooted in 
value and celebrating the new school year.

56%
of Target guests plan 
to purchase school 
clothing, shoes, and 
accessories online. 

“More normalcy, no masks, 
no restrictions, relaxing 
environment for teachers 
and students, parent 
volunteer opportunities, 
and so much more.”

—What one parent  
looks forward to  
most this year

Online shopping drives 
back-to-school shopping—
and not just for clothing.

42%
of Target guests plan 
to purchase school 
supplies online, too.



Brand and 
media are big.

Where matters

60%
say they intend to shop 
both in-store and online

When matters

41%
of Target guests anticipate 
shopping during August 
this year

How much matters

40%+
say they plan to spend 
$100-$200

Purchasing influences

Kids matter

53%
say kids have a great 
deal/lots of influence 
when choosing 
products and brands.



14%
Social influencers

25%
Instagram

How shoppers are 
getting inspired in 2022. 

67% of Target guests subscribe to at least one streaming service. Consider advertising on media channels 
that students and decision-makers watch together.

55%
Retail websites

27%
Google search

21%
CTV & TV



It’s all about being 
classroom ready.
How and what kids learn may change over the years, but the tools tend to 
stay the same year over year. To win, it’s key to reach shoppers early and  
often based on what’s on their must lists. 

Containers

>200%
Backpacks

>250%  
Lunchboxes

Electronics

10%  
Computers

>425%  
Calculators

School Supplies

>270%  
Writing instruments

>500%  
Portfolios & binders

Snacks

>10%  
Crackers

>20%  
Fruit snacks

The basics drive traffic to the store and online, creating an opportunity for all CPGs. In 
addition to the usual supplies, think about how you can reach shoppers based on what 
they’re buying for their student’s classroom, like hygiene items, wipes, and sanitizers.

Brands with no connection to classrooms can win by reaching those looking to fill their 
cart or engage in some “the kids are going back” retail therapy.

The season’s musts

Back-to-School Sales Trends (compared to average Target sales through the entire year) 



Off to college— 
but first, off to shop.
As students’ ages rise, so does the back-to-school spend. But some higher-dollar  
purchases happen right before move-in. This increase in spending can indicate that  
shoppers are waiting for last-minute deals or that students aged 18+ don’t prioritize  
shopping early as much as those with young students on their shopping lists.

2x
College shoppers 
are 2x more likely to 
spend over $300 than 
other age groups.

College 101



Time your 
buy to peak 
activity.

Brand preference can extend to campus after classes start. With 150+ small-footprint college campus stores 
and urban stores, Target delivers familiar comfort and convenience to students as they take some of their first 
steps toward adulting.  

Think about how your brand can extend the love through media that’s popular with students (social, CTV, 
influencer marketing) after August, so the sales keep coming all year long while you build brand affinity.

Target.com and app searches for classic back-to-school 
shopping lists peaked in the first week of August.

The Essentials and Home categories culminated in the 
month’s third week, tying into the time frame of dorm 
room/apartment essentials shopping.

Computers, tablets, and calculator searches reached 
a pinnacle during the last week of August. (Survey 
responses show this is due to back-to-college sales 
peaking in August and some guests waiting to 
purchase more expensive items.)



Key takeaways 
for back-to-
school wins.
Students and parents at every education level—primary, secondary, and college—
love the back-to-school experience at Target. Make sure you’re there to connect 
with each of them.

Learn how Roundel™ media solutions can help 
you be a part of back-to-school moments at 
roundel.com/solutions.

41%
plan August shopping.  
Get your brand in the 
spotlight before the  
end-of-summer surge.

53% 
of back-to-college shoppers 
say their kids have a lot of 
influence over products and 
brands. Target shoppers’ 
top categories were Home, 
Hardlines, and Apparel.

While these categories will 
be driving traffic, it’s also a 
great time for nontraditional 
items to be added to carts.

Conclusion

Source: Target Back-to-School Consumer Insight 
Report 2022; sent to 3,758 current Target shoppers.
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