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First Look:
Consumers' 2022 
Holiday Plans
An early analysis into the consumer trends that brands 
should anticipate ahead of the holiday season across 
the finance, retail, travel and food industries
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E X E C U T I V E  S U M M A R Y

Inflation dampens 
consumers’ plans for 
holiday celebrations

Consumers’ holiday celebrations were hugely influenced by the 
pandemic in 2020 and 2021. This year, just as many were 
poised to return to some normalcy, harsh economic conditions 
jolted plans.

While there has been little change from last year on what consumers plan to 
spend on holiday gifts, travel and celebrations, the reality of persistent 
inflation means they must make tradeoffs if they want to stick to their budgets.

Will consumers increase their usage of credit or “buy now, pay later” financing 
to delay payments on gifts? Are more planning to take advantage of landmark 
holiday sales? What’s the most important factor for consumers when booking 
a holiday trip? How will hosts shop for holiday meals and beverages? 

Our report, “First Look: Consumers' 2022 Holiday Plans,” answers these 
questions and more, as well as providing insight to business leaders on what 
consumers’ attitudes and behaviors mean for the upcoming holiday season.

Morning Consult will continue to track consumer spending and behavior as 
we inch closer to the holidays. To get the latest intelligence to inform your 
decision-making, subscribe to Our Best Intel, a daily briefing on the most 
important data, charts and insights from the Morning Consult team.

https://morningconsult.com/subscribe/
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Key Takeaways

High financial anxiety 
leads more consumers to 
budget now in order to 
afford holiday expenses.

To avoid going into debt this 
holiday season, consumers are 
being smarter about budgeting 
in advance and are more likely 
to favor a BNPL approach to 
cover holiday expenses over 
opening a new credit card.

F I N A N C I A L  S E R V I C E S

Though shoppers are 
feeling inflation’s pinch, 
spending levels will look 
similar to last year.

Consumers will be looking for the 
best deals and making 
compromises so they can keep 
their holiday spending in check. 
While that may have previously 
been good for Black Friday 
retailers, less than half of 
shoppers plan to to take 
advantage of the sale event.

R E T A I L  &  E - C O M M E R C E

Travelers will need to 
make tradeoffs to combat 
cost concerns. 

Americans are looking forward 
to holiday travel after two years 
of scaled-back celebrations, but 
cost has replaced COVID as an 
influential factor. To avoid 
overspending, travelers plan to 
shorten trips, bunk with 
relatives and leverage points 
and rewards to cover costs.

T R A V E L  &  H O S P I T A L I T Y

Purchasing holiday 
groceries will be a stressor 
for some, but most feel 
excited about celebrations.

Despite inflation, most 
consumers plan on sticking to a 
consistent foods and drinks 
budget. Hosts from different 
generations approach their 
holiday celebrations differently, 
an important factor for brands 
to consider.

F O O D  &  B E V E R A G E
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Financial Services
Consumers are getting realistic about their holiday budgets 
and spending amid high inflation

S ECTION 1
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Morning Consult’s financial 
well-being score for U.S. 
consumers — a reflection of their 
perceived security and freedom 
of choice based on their current 
financial situation — shows that 
consumers feel worse off now 
than at this time last year as they 
grapple with high inflation. 

This state of financial uncertainty 
is likely to be exacerbated by the 
upcoming holiday season, a 
period of high spending for many 
consumers. A third of U.S. adults 
said in August that giving a gift 
would put a strain on their 
finances for the month. 

Financial well-being scores by annual household income

Consumers are entering the holiday season in worse financial shape than last year, 
especially those in middle-income households

Source: Morning Consult Research Intelligence
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The gift-giving season brings with it 
financial anxiety for almost half of 
U.S. adults, but concerns about 
finances are especially prevalent 
among those who traditionally have 
lower financial well-being — namely 
women, millennials and lower-
income households. 

However, Gen X adults are also 
among the most likely to be stressed 
about their finances this holiday 
season. Members of this group have 
struggled financially this year as they 
attempt to navigate future retirement 
amid economic uncertainty. Leaders 
across industries, not just financial 
services, should be aware that for 
these adults, finances will factor 
strongly into decision-making as the 
holidays approach.
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anxiety about upcoming holidays
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Throughout 2022, more U.S. adults have started budgeting consistently 
throughout the year, as opposed to not budgeting at all or just budgeting 
around the winter holidays. A higher rate of budgeting reflects an increase 
in those who intend to avoid accumulating debt for holiday expenses: 
Consumers are much less likely to say they will be going into debt this 
holiday season (15% in 2022 vs. 25% in 2021). 

Gen Z has the highest share of adults who have changed their habits: 13% 
of Gen Zers said that they do not budget, compared with 25% in 2021. 
Presently, a plurality (44%) of Gen Z adults say they budget throughout the 
year. As financial providers seek to establish relationships with this 
population, they should share budgeting tips and advice to help Gen Zers
navigate this expensive season.

U.S. adults were asked which of the following best describes 
how they budget their finances:

Compared to last year, more consumers are budgeting in an effort to avoid holiday 
debt altogether

Source: Morning Consult Research Intelligence
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Although more consumers are 
planning to avoid debt this year than 
last year, many are still planning to 
use credit cards to make holiday 
purchases. Specifically, when asked 
how they plan to pay for different 
types of holiday purchases, 
pluralities said they plan to use 
credit cards for travel, large gifts, 
lodging and leisure. 

Debit cards, however, are the most 
popular payment method among 
U.S. adults for small and medium 
gifts, food, beverages, personal care, 
decor and apparel. This was true for 
the previous holiday season as well. 

Share of U.S. adults who said they plan to use the following payment methods to make most of their 
purchases during the holidays, by category:

U.S. adults continue to plan to use credit for large holiday purchases and debit for 
smaller ones

Source: Morning Consult Research Intelligence
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To cover holiday expenses, consumers are more 
likely to consider using BNPL services than to 
open a new credit card, as rising interest rates 
on credit cards make the BNPL loans, which 
often have no interest, especially enticing.

Almost 30% of U.S. adults are considering using 
a BNPL service to cover holiday purchases this 
season, compared with 18% of adults who plan 
to open a new credit card for the same reason. 
This preference is consistent across 
generations, even among those who tend to be 
reluctant to use BNPL services, such as baby 
boomers, whose financial well-being has 
declined at a faster rate than their younger 
counterparts in the last year.

If the more than 1 in 4 U.S. adults who are 
thinking about using BNPL actually do, it would 
represent a sizable jump from last year, when 
20% and 23% of U.S. adults reported using 
BNPL in November and December, respectively. 

Shares who say they are considering doing the following to cover holiday expenses:

BNPL services will play an important role in holiday purchases this year

Source: Morning Consult Research Intelligence
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Nearly 3 in 10 U.S. adults are considering using 
BNPL services to make a purchase this holiday 

season

https://morningconsult.com/smart-finances-tracker/
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Retail & E-Commerce
Inflation will force shoppers to make hard tradeoffs this holiday 
season, and most will prioritize deals and discounts to stretch 
their budgets

S ECTION 2
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Respondents who have not yet begun their holiday shopping were asked when they plan to start

Shoppers’ timelines are consistent with past years, despite inflation and supply chain threats

Source: Morning Consult Research Intelligence
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Consistent with the last two years, as of early September 25% of people 
said they have already started their holiday shopping and 1% said they have 
completed their shopping. 

Those who said they can afford all their holiday shopping this year plan to 
begin shopping earlier (27% have started already), compared with those 
who can’t and likely need to save up or delay holiday purchases (20%). 
Women, millennials and those in households with incomes under $50,000 
annually stand out as groups that are more likely to say they can’t afford all 
their holiday shopping, so their shopping timelines may be delayed.

Supply chain challenges dominated holiday headlines last year, and while 
retailers are still struggling with inventory challenges, shoppers reported a 
decline of 10 percentage points in delays from December 2021 to August 
2022. However, getting ahead of supply chain issues is one reason the 
early birds are getting their worms: 35% of those who started shopping 
before early September said they would shop earlier specifically 
because of supply chain issues, versus just 18% of those who had not 
yet started shopping. 

https://morningconsult.com/smart-cart-tracker/
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About half (49%) of shoppers plan to spend about the 
same amount of money on the holidays overall as 
they did last year. Actual spending forecasts look very 
similar to September 2021, but inflation’s impact on 
consumer prices means that shoppers will get less 
value for their dollar. Shoppers will prioritize spending 
on food and beverages, celebrations and gifts, while 
making tradeoffs in travel, décor, and alcohol by 
buying from more budget-friendly brands. 

Slightly more than a quarter (26%) of respondents 
who have started shopping already anticipate 
spending more overall (compared with 17% of all U.S. 
adults), meaning that those who have seen current 
prices up close are upping their budgets accordingly. 
Retirees are least likely to plan to increase their 
spending this year. 

As a result of inflation, 82% of shoppers say they 
intend to look for more deals and discounts, while 
72% plan to look for less expensive alternatives. 
Millennials, the generation most worried about their 
finances this holiday season, are most likely to seek 
these lower-cost tradeoffs.

Share of respondents expecting to spend more or less on the 
following categories over the holidays:

Overall spending will roughly be the same, but people will be making tradeoffs

Source: Morning Consult Research Intelligence
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Budget squeezes are readily apparent in 
the gifting categories growing in popularity 
this year — shoppers are gravitating 
toward more practical presents that let the 
gift-givers control their spending.

Gift cards, already a favorite present, grew 
7 points in popularity year over year. They 
let gifters stay on budget, while allowing 
giftees to use them as needed. Similarly, 
gifting money is also up 6 points over last 
year for the same reasons. This should be 
good news, as gift cards are an easy 
upsell at the cash wrap or in a digital 
cart as an add-on to physical gifts, and 
digital versions are great options for last-
minute shoppers. 

Books, a category with a lower spend 
threshold, are up 3 points year over year. 
Apparel, a category moderately impacted 
by inflation, is up 4 points.

Practical, budget-friendly gifts are this year’s winners

Respondents were asked what they will buy or gift this year, and how much they 
will spend in each category

Gift cards 56%

Apparel 39%

Toys 36%

Money 33%

Holiday food 
or alcohol 29%

Personal care 
products 27%

Games 27%

Books 23%

Household items 22%

Entertainment 21%

Jewelry 18%
Personal tech 16%

13%Activities
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39% 
plan to purchase apparel, a 
category moderately impacted 
by inflation, up from 35% in 
2021, with a plurality spending 
$100-$199. 

https://morningconsult.com/2022/08/04/how-inflation-concerns-are-impacting-consumer-spending/
https://morningconsult.com/2022/08/04/how-inflation-concerns-are-impacting-consumer-spending/
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While deals and discounts are a top driver of store choice, far 
fewer shoppers intend to attend specific sale days. Plans to 
shop on Black Friday are consistent with 2020 and 2021 
levels (47%), but fewer consumers will shop on Cyber Monday 
this year than last (38% vs. 43% in 2021). Younger shoppers 
are more likely to shop on Black Friday — 60% of shoppers 
ages 18-34 plan to shop the sale holiday, compared with just 
30% of those ages 65 and older who said the same.

This dampening enthusiasm is in part the fault of retailers and 
e-commerce brands that have spread holiday deals across 
the entire season, rather than concentrating sales to specific 
days. And perhaps at this point, Black Friday’s brand is more 
associated with exhaustion than holiday magic. 

While discounting is necessary for brands to stay competitive, 
consumers are also attuned to product quality and overall 
value in their gifting decisions. Products’ in-stock status is 
also important to shoppers after last year’s supply chain 
issues, so retailers should highlight in-stock bestsellers and 
products with top review scores to ensure shoppers feel 
good about their purchases. 

Black Friday and Cyber Monday sales continue to lose relevance with shoppers
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However, only 47% of 
respondents indicated they plan to 

shop on Black Friday 

84% of respondents indicated 
sales, discounts and promos factor 

into gift purchase decisions

Source: Morning Consult Research Intelligence
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Holiday shoppers’ preferences for online shopping 
look similar to pre-pandemic years, but the real change 
is in how many more shoppers plan to blend their 
shopping across physical and digital channels: In 2019, 
33% said they tend to shop more online, while 29% 
said they tend to split their shopping equally between 
stores and the internet.

Knowing that shoppers are most likely to visit both 
stores and sites, retailers must be transparent about 
discounting practices. This year’s deal-conscious 
shoppers will be disappointed if they head into a store 
only to find that the promotion that drew them in was 
an online-only deal. Clarity up front can help prevent 
front-line staff getting bogged down with price 
adjustment requests. 

This year’s early-bird shoppers are electing to “buy 
online, pick up in store” at lower rates than in 2021 
(47% used BOPIS services last year, while just 32% 
have done so this year). Financially anxious shoppers, 
eager to ensure they get the right item at the right 
price, are more likely to use BOPIS services (41%) than 
those who are not anxious (26%).

Respondents were asked where they plan to do their holiday shopping

Shopping is shifting away from online-only stores, and increasingly blending across channels

Source: Morning Consult Research Intelligence
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Travel & Hospitality
Americans are looking forward to holiday travel after two 
years of scaled-back celebrations, but lingering cost concerns 
will influence trip plans

S ECTION 3
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Holiday travel may evoke images of chaos and frustration: traffic jams on 
the busiest travel day of the year, families dashing through the airport to 
catch their flights, winter snowstorms disrupting plans. But in reality, 
Americans are generally feeling good about the trips ahead. When a range 
of emotions related to holiday travel — including anxiety, stress, excitement 
and preparedness — are indexed, consumers fall on the positive side of 
the spectrum.

The optimism may seem surprising, given the travel industry’s chaotic 
summer, but it reflects the excitement people are feeling about renewed 
opportunity for holiday travel after two seasons of COVID-related cutbacks. 
Notably however, higher-income consumers are more likely than their 
middle- and lower-income counterparts to feel positive, reflecting enduring 
price concerns.

After movement in the index toward positivity through August and 
September, consumers’ emotions took a dip heading into October when 
inflation didn’t cool as much as expected and interest rates were hiked 
once again.

These shifting financial realities will continue to impact the emotions around 
holiday travel, as will the experiences of those traveling for Thanksgiving: 
Major disruptions or issues related to trips could result in increased anxiety 
among consumers ahead of December travel, resulting in holiday travelers 
who are on edge and less likely to give travel companies the benefit of the 
doubt in the case of further disruptions.

How respondents feel about holiday travel, by household income

Despite stresses associated with holiday travel, most consumers are feeling positive
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Source: Respondents were asked whether they felt six emotions (three positive and three negative) about travel for each holiday.
Each respondent was then assigned a net emotion score calculated by subtracting the number of negative emotions they selected
from the number of positive emotions. The data displayed the average of all respondents of that net emotion score.
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While the volume of leisure travel in 2022 so far 
has not returned to pre-pandemic levels, the 
holiday season looks poised to buck the trend.

Compared with last year, the number of people 
who said they will definitely travel is equal for 
Thanksgiving and slightly higher over the winter 
holidays (both being around 1 in 5). However, this 
doesn’t account for those who are unsure of their 
upcoming travel plans — 12% of U.S. adults for 
Thanksgiving and 16% for the winter holidays. If 
any of these consumers decide to indeed travel 
(as they likely will), numbers could surpass 2021 
volume, and possibly even top benchmarks from 
pre-pandemic years.

While holiday travel will be driven by certain 
demographics — specifically millennials, urban 
residents and high-income consumers — this is not 
a shift in pattern from before the pandemic.
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U.S. adults report whether they traveled, or plan to travel, during the following periods:

Travel volumes will bounce back this year as concerns about COVID recede

Source: Morning Consult Research Intelligence
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Consumers affected by inflation who still want to 
travel will need to make some adjustments to this 
year’s trips. Some are cutting back on 
accommodation costs by staying with friends and 
family, which was harder to justify in 2021 given 
concerns over the ongoing spread of COVID-19.

Others are simply not staying overnight, 
particularly over the winter holidays. The share of 
travelers saying they’ll just take a day trip is up 9 
points from 2021, specifically stealing from the 
share who said they’d take a trip of 2-3 days. 
Combined, these shifts should raise flags for 
hotels and vacation rental companies — while 
travel volume is high, that may not result in a surge 
in paid accommodation.

U.S. adults’ anticipated holiday trip length

Tighter budgets will result in shorter trips over the winter holidays 

Source: Morning Consult Research Intelligence
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With prices high and budgets tight, 
travelers overwhelmingly prioritize cost 
when booking holiday travel. When asked 
to rank the importance of each category, 
consumers were most likely to choose 
“price” as the top consideration for both 
transportation and accommodation, no 
matter the occasion.

Second in importance is the date or time of 
the reservation, but there’s a difference in 
intensity: Consumers place more 
importance on this factor when it comes to 
winter holiday travel, likely because 
travelers have much less flexibility when it 
comes to booking trips over the shorter 
Thanksgiving holiday.

The specific brand appears to be more 
influential when booking accommodations 
compared to flights, yet the inverse is true 
of the ability to earn loyalty points.

Share of adults who ranked the relative importance of the following when it comes to holiday travel:

Holiday travelers prioritize price in booking transportation and accommodation

Source: Morning Consult Research Intelligence
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Given lingering concerns over inflation, travelers 
are planning on leveraging their saved points and 
rewards to cover some holiday travel costs. 
Compared with last year, a higher share of 
travelers say they’ll dip into their reserve of 
rewards when booking transportation or 
accommodations during the 2022 holiday season.

Travelers are more likely to use points from a 
specific brand than to leverage a generic travel 
program and are more apt to use their points for 
accommodations over Thanksgiving and for airfare 
during the winter holidays, likely due to restricted 
flexibility related to travel dates in the 
Thanksgiving window.

Points and rewards redemption will be driven by 
high-income adults and millennials, who are 
generally most likely to be active travel credit card 
users and will be especially attuned to redemption 
deals and offers through the holiday season.  
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39%

36%
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39%

37%
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Specific airline

Specific hotel

Travel company
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Thanksgiving Winter holidays

Share of travelers who plan to pay for at least some of a booking with points or rewards

Price sensitivity will drive more travelers to use points or rewards to book travel

Source: Morning Consult Research Intelligence
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Food & Beverage
Eating and drinking are central to holiday celebrations, and 
consumers plan to keep their spending on holiday meals 
and gatherings steady despite persistent inflation

S ECTION 4
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Gathering around shared foods and drinks is central to 
the holiday season for many Americans. Although 
finances are weighing heavily on consumers this year, 
food and drink-centric activities such as purchasing 
groceries, cooking and hosting provide a bright spot 
of excitement.

Still, amid persistent grocery inflation, at least 1 in 5 
who anticipate hosting Thanksgiving or winter holiday 
gatherings have already expressed stress around 
purchasing holiday groceries. This share climbs 
among millennials and Gen Xers, who are generally 
more likely to be concerned about their holiday 
finances. That stress is only likely to grow as the 
holiday meal occasions near and shoppers are 
confronted with the reality of high price tags on 
grocery store shelves.

Share of hosts who said they feel stressed or excited
about their holiday plans this year: 

Excitement outweighs stress for most consumers when it comes to celebrations and meals 
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Anticipated holiday spending in 2022 remains virtually 
unchanged from the 2021 season across food, beverages 
and alcohol, despite worse economic conditions. Since 
food and beverage is a bright spot of the holiday season, 
this is not a time when consumers want to cut back.

However, people are employing other savings tactics to 
ensure they have money to spend for celebrations. 
Nearly 2 in 3 (64%) U.S. adults said they plan to be more 
conservative in spending leading up to the holidays. 

When comparing estimated spending between 
Thanksgiving and winter holidays, food spending for 
winter holidays is 8 points less likely to be in the $50-
$149 range, and that difference is split evenly between 
lower and higher spending. The menu, style and format 
of winter holiday celebrations such as Christmas, 
Kwanzaa and Hanukkah tend to vary more broadly than 
for Thanksgiving, leading to this divergence in 
anticipated budget. 

Winter holiday celebrations also include more drinking. 
Beverage spending trends higher for winter holidays on 
nonalcoholic and alcoholic drinks, which are both 5 
points more likely to be in the $100 or more range for 
winter holidays compared with Thanksgiving meals.

Share of hosts planning to spend the following on food and drinks for 
Thanksgiving and winter holiday celebrations this year:

Consumers are cutting back ahead of the holidays in order to stick to a consistent 
celebration food and beverage budget
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As the curator of the menu and the procurer of necessary ingredients and 
supplies, the holiday host is a key person for food & beverage companies 
to reach. A higher share of baby boomers plan to host Thanksgiving and 
winter holiday meals compared with Gen Xers and millennials. These 
numbers are virtually identical when compared with 2021 research, which 
means we haven’t seen a big hand-off of hosting responsibilities just yet.

Since generations approach hosting responsibilities differently, who is 
hosting this year, and in years to come, has far-ranging implications 

regarding topics such as how groceries are sourced, how recipes are 
selected and which adult beverages are served.

Across generations, the largest share of hosts plan to shop in store for their 
groceries. But millennial hosts are far more likely than Gen X or boomer 
hosts to order their groceries online, either for delivery or pickup. This is 
especially true of winter holidays. Shifting hosting responsibilities will surely 
mean more online grocery shopping for future holiday seasons.

Shares of hosts who plan to get groceries the following ways in 2022:

Baby boomers are still most likely to shoulder hosting duties, but future demographic shifts 
have big implications for how groceries are procured 

Source: Morning Consult Research Intelligence
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In addition to different grocery shopping patterns, what drinks will be 
served to partygoers also varies by generation. While baby boomers stick 
with wine — or nothing at all — for holiday gatherings, millennials are more 
likely to reach for a range of alcoholic beverages. While wine is still a top 
choice for millennials, they are just as likely to serve beer. And millennials 
are roughly three times as likely as baby boomers to say they will serve 
mixed drinks or cocktails at Thanksgiving.

Millennials generally drink more alcohol than Gen Xers and baby boomers, 
which provides more occasions for different types of drinks. They are also 
more likely to say they’ve tried new adult beverages in the past month. 
That experience builds further awareness and usage. 

Millennials are generally more likely to show interest in the moderated 
drinking movement, but Thanksgiving dinner is neither the time nor the 
place, apparently.

Alcohol selections differ by generation, with millennial hosts most likely to provide a variety 
of options for their guests
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Shares of hosts who said the following will be served at Thanksgiving, by generation:
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About the Report 
& Methodology
The “First Look: Consumers' 2022 Holiday Plans” project provides an early look into what 
consumer trends brands should prepare for heading into the 2022 holiday season.

Methodology
The research fueling this project was fielded biweekly from August-October 2022, among 
a representative sample of roughly 2,200 U.S. adults per survey, with unweighted margins 
of error of +/-2 percentage points.

Historical data is drawn from surveys conducted from September-December in the relevant 
year among representative samples of roughly 2,200 U.S. adults each, with unweighted 
margins of error of +/-2 percentage points.

Research Intelligence
Morning Consult helps you understand your brand, competitors and market in a way 
traditional research companies can’t. We survey tens of thousands of people across the 
globe on over 4,000 brands and products every day. Get actionable insights into what 
consumers think, see and say about your brand and products.

L E A R N  M O R E  A B O U T  R E S E A R C H  I N T E L L I G E N C E

https://morningconsult.com/product/research-intelligence/
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