
Holiday Shopper Insights 2022 

Shoppers are thinking 
outside the gift box. 
So should brands.



Bring on all the 
holiday feels.
No matter how or where or who they 
celebrate with, the holidays are a time of 
year that people plan for (some more than 
others). So, how do you make sure your 
brand stands out and adds to the holiday 
cheer rather than distracting from it? 

Here are the top five trends—and ideas on 
how to make the most of them—we see 
emerging as we head into the last quarter 
of the year. 

Target and RoundelTM researched media habits and perceptions (search, social, and CTV) and surveyed Target 
shoppers planning to make holiday purchases.

The Roundel Research team pulled data for the October–December 2021 period relating to holiday gift-giving, 
channel and ad delivery, holiday searches, and purchaser demographics. We also received additional 
purchasing behavior insights from Kelton’s Pre TG Report November 2021 and CivicScience.

Who we talked to. 

Introduction

2022 Holiday 
Shopping Trends
1. Experiential 
2. Personal
3. Convenience
4. Untraditional
5. Influential



Trend #1

Experiential

Wanderlust.  
Optimism. 
The Millennial effect.
Whatever you call it, 
Target guests want gifts 
that help them explore 
new places or activities.



All-in on 
experiences. 

Trend #1 Experiential

50% 
of Target guests surveyed in 
2021 preferred experiential 
over physical gifts.2

61% 
of online holiday sales and 51% of 
holiday shopping is done by Millennials 
(ages 26–45). No surprise here—
they’re also the generation that prefers 
experiential and practical gifts.1 

Travel category sales growth from Holiday 2021.3

97% 
Travel accessories

59% 
Trial and travel

31% 
Swimwear

66% 
Sun care

132% 
Luggage



Trend #1 Experiential

43% 
growth in prepaid 
delivery services 
from 2020 to 20213

30% 
growth in prepaid 
dining cards from 
2020 to 20213

102% 
growth in prepaid 
streaming services sales 
from 2020 to 20213

During the same period that travel gifts 
saw a jump, gifts that were both practical 
and experiential did, too.
What does this mean for gift-givers? We anticipate the 
renewed interest in travel seen in 2021 will continue into 2022 
and beyond. Interest in travel around the holidays isn’t limited 
to destinations. The guests we surveyed also look forward to 
returning to holiday traditions, like visiting friends and family.

With prepaid streaming service gifts rising in popularity, there’s potential for new streamers cozying up in front 
of their TVs after the holidays. This could mean your opportunity for a wider audience using CTV advertising in 
the first quarter of 2023.



Trend #2

Personal 

Nostalgia.
Self-indulgences.
And thoughtful gift-giving.
The holidays and the end of 
a calendar year make many 
people more reflective. 



Home is where the 
holiday baking is.

Shopping remains inspired.

Grocery = 20% 
of top 250 searches  
in 2021. Milk, eggs,  
and bread were the  
top search terms.5

Even if your brand doesn’t fit into the grocery category, there’s still an opportunity. Paper 
goods, plates, food storage, and recipe organizers are just a few of the items that can be 
advertised as fitting naturally into holiday baking moments.

73% 
of Target guests expect  
to make cooking and 
baking purchases for  

the holidays. 

This is the second-highest  
category, following  
gifting purchases.4 

59% 
of guests purchased items for 
themselves in 2021. Look for 
that trend to continue in 2022.6

44% 
of shoppers are willing to 
impulse purchase even if they’re 
in stores less than normal.6

40%+ increase 
in ROAS5

for ads on Target.com in 
apparel, entertainment, 
grocery, and multi-brand 
categories compared to 
benchmarks during the 2021 
holiday shopping season.

Trend #2 Personal



Age dictates purchases—
and wish lists.

Targeting based on age and purchase behavior—or in this case, wish lists—can help 
elevate your ads from an annoyance or missed opportunity to a helpful wayfinder.

47% 
of Target guests would 

prefer to receive 
something useful or 
practical, especially 

ages 16–40.4 

Trend #2 Personal

Between both groups, the most common preference  
for gifts under the “other” category were:

Books  Money  Clothing  Athletic/outdoor gear

Older guests’ preferences  
for gifts received 4

Donations to charity (age 66+)
Candy or food (age 41+)

Younger guests’ preferences  
for gifts received 4 

Tech/gadgets (ages 16–28, 41–48)
Something useful/practical (ages 16–40)



Trend #3

Convenience 

Target run or home delivery.
It’s all about choice.
How Target shoppers 
approach the holiday hustle 
and bustle is changing. 



Busy parents are a 
win for trusted brands.

63% 
of all online guests from October 1 
to December 31 were Millennials 
(ages 26–45). 

More than other groups, they’re likely 
to be parents shopping for gifts for 
children and the whole family.1

61% 
of gifts were intended to 
be purchased online.1

90% 
of Target holiday guests took 
advantage of at least one of 
Target’s fulfillment services (Drive-
Up, in-store pickup, two-day 
delivery, Shipt same-day delivery).4

With 76% of in-store shoppers using their Target app or Target.com while they shop, even traditional holiday 
shopping is a fully integrated experience. Finding the right balance of online ads for consumers will make an 
impact for your brand, wherever your customers are shopping.7

Trend #3 Convenience

Ads that are both relevant and speak to convenience can help your 
campaign win sales and positive impressions.



Trend #4

Untraditional 

The early birds.
The budgeters.
The last-minute  
deal seekers.
The types of holiday 
shoppers are as 
varied as the people 
they’re buying gifts for. 



Black Friday is no longer the 
start of holiday shopping.

16%+ 
more money, on average, is planned 
to be spent by shoppers starting 
their holiday shopping earlier this 
year than those who aren’t.9

Trend #4 Untraditional

43% 
of Target guests are 
shopping for the holidays 
before Black Friday.8 

26%+ 
increase in Target.com searches 
and visitors from October to 
November (2021).5

13%+ 
increase in Target.com searches 
and visitors from November to 
December (2021).5



What’s driving  
early shoppers?
In 2021, it was a range of reasons that will likely 
have an impact on 2022 shopping as well.

31% 
worried that items 
would not arrive in 
time or inventory 
would be limited.8

32% 
like to get  

holiday shopping 
done earlier.8

27% 
found what they felt 
would be the best 

deals—offered earlier 
in the season.8

Last year, Target adapted to changing shopping behaviors by keeping Black Friday and holiday deals running 
for most of November. Sales for brands continued to climb through mid-December. With concerns over 
inflation, it’s possible this year’s figures will extend even further into December—or the new year.

Trend #4 Untraditional



The season isn’t 
just starting earlier. 
It’s going later.

Almost 50% 
of shoppers expressed an 
intent to take advantage 
of post-holiday sales.10

As many as 30% 
of adults weren’t done shopping  
by holiday event dates.10 

Trend #4 Untraditional



Trend #5

Influential 

Binge-watchers and 
serious scrollers.
Understanding media 
habits is key to seeing 
and being seen 
during the holidays.



The family 
room rules.

99% 
of Target guests say they 
subscribe to a video 
streaming service.7

Streaming on connected TV is big 
all year round, but holiday movies 
and specials create can’t-miss 
viewing for audiences.

70% 
of Target guests 
use at least three 
streaming apps in 
an average week.7

67% 
of Target guests with 
at least one child  
are subscribed.7

Trend #5 Influential



Meeting guests 
where they are with 
the media they love. 
Social 
30%+
increase in ROAS for Social by 
Roundel™ ads on Pinterest in 
electronics, entertainment, health,  
household essentials, and toys 
during Holiday Shopping 2021 
compared to benchmarks.5 

Search
25%+
increase in ROAS for Search by 
Roundel™ (paid Google search) 
for apparel brands during Holiday 
Shopping 2021 compared 
to benchmarks.5

While on-site search remains a clear winner for ROAS during peak shopping seasons, employing a 
multichannel approach can help ensure you’re amplifying messaging across the top-performing channels.

Trend #5 Influential

Display and CTV
25%+ 
increase in ROAS for Display and 
CTV by Roundel™ ads on Bullseye 
Marketplace for electronics and 
during Holiday Shopping 2021  
compared to benchmarks.5 

Target app
2x
higher ROAS than other channels 
during Holiday Shopping 2021.5



The holidays are a big opportunity to finish the sales season strong, but Target guests are 
looking for something more. Experiences that make shopping easier. Advertising that’s 
relevant and helpful. And inspiration to help them make their gift lists—whether they’re 
shopping for themselves or others on their lists.

61% 
of online holiday sales and 
51% of holiday shopping 
are done by Millennials 
(ages 26–45). Consider 
how your brand can appeal 
to their love of experiential 
and practical gifts.1 

Make the most of the holiday season. Talk to your sales 
representative or go to roundel.com/solutions/.

31% 
of Target guests started 
shopping before last year’s 
biggest holiday sales over 
worries that items would not 
arrive in time or inventory would 
be limited. Plan on advertising 
early and often to meet guests’ 
concerns with fulfillment 
options and timely orders.8

99% 
of Target guests say 
they subscribe to a 
video streaming service. 
You can reach a highly 
engaged audience with 
holiday movie streaming 
paired with non-skip ad 
placements on CTV.7

Conclusion

Tap into memories and 
experiences that Target 
shoppers love on the media 
they love to consume.

© 2022 Target Brands, Inc. Roundel, Target, and the 
Bullseye Design are trademarks of Target Brands, Inc.
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