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Happy Holidays from Samba TV! 
 

The 2022 holiday shopping season is already in full swing with 1 in 5 U.S. adults having 
begun their shopping before Labor Day. 
 
With Americans continuing to embrace a “return to normalcy,” retailers are on the  
look-out for clues to what the season holds from consumer spending during a very 
turbulent economic season. 
 
To understand what is in store for this year’s shopping season, Samba TV partnered 
with the global research firm HarrisX to survey more than 2,500 adults across the U.S. 
and in every demographic group. This year’s findings offer detailed insights into not only 
what consumers plan to shop for and how they plan to shop, it also provides the clearest 
blueprint yet for successful advertiser engagement. 
 
Concerns about the economy are having a greater impact this year than in year’s past 
and are eclipsing concerns about the pandemic, with almost half of Americans reporting 
that they expect to buy fewer actual gifts because of rising costs and the broader impacts 
from inflation on their own economic standing. At the same time however, three-quarters 
of shoppers plan to spend the same or more overall on gifts this season.
 
Samba TV’s holiday report also identified significant challenges for advertisers seeking 
to engage with holiday shoppers. Consumers are in the midst of a multi-year evolution 
transforming both how they shop and how they consume commercial content. Over half 
of all adults no longer have a monthly cable subscription. These consumers are now 
totally unreachable by traditional linear advertising. At the same time, streaming 
has become ubiquitous with every age group with the use of emerging 
technology such as in-home audio assistants for shopping and 
direct from TV purchasing also beginning to take a measurable 
share of holiday spend this season.
 
From the busy online outlets to the city sidewalks dressed up in 
holiday cheer to capture a return to in-store shopping, it’s clear  
that the 2022 holiday season is here!

SAMBA TV 
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1,645
Parents

Reporting Methodology
This survey was conducted online within the United States from August 29-September 1 among 2,505 

adults by HarrisX. The sampling margin of error of this poll is plus or minus 2.0 percentage points. 

The results reflect a nationally representative sample of U.S. adults. Results were weighted for age by 

gender, region, race/ethnicity, and income where necessary to align them with their actual proportions 

in the population.
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It’s the most wonderful time of the year 
- even with inflation
Despite economic uncertainty, a majority of U.S. adults plan to spend the same or more 

money on holiday shopping this year. However, due to inflation and the rising price of 

goods, almost half of consumers also expect they will actually purchase fewer gifts.  

Not all age groups will be handing out coal this season. Millennials remain primed to 

spend, with more than 8 in 10 planning to spend the same or more this year compared  

to last year. 

3 in 4  U.S. adults plan to spend the same or more 
money this year on holiday shopping

74%

The average adult plans to spend

this holiday season

$1,041
Women are more concerned with the 
economic downturn than men, and are 
expecting to buy fewer gifts as a result. 
Overall, 1 in 3 women, yet only 1 in 5 men 
plan to spend less money on gifts this year.

The average woman 
plans to spend

$782
this holiday season

The average man 
plans to spend

$1,310
this holiday season

83%
26%

of millennials plan to 
spend the same or 

more this year



Starting earlier and going back in store.

In-store shopping is back and those hitting the mall  
are poised to spend more.

People planning to do the majority of  
their holiday shopping in-store plan  
to spend $1,286 this year

People planning to do the majority of  
their holiday shopping online plan  
to spend $853 this year

Each year it seems the holiday shopping season begins earlier than in years past. In 

2022, 1 in 5 adults reported starting their holiday shopping before Labor Day. Parents are 

leading the early shopping charge, with 1 in 4 having started before September. Overall, 

more than half of adults plan to start their holiday shopping before Thanksgiving. And as 

they are starting earlier, consumers plan to revert back to pre-COVID habits, embracing 

in-store shopping. In fact, more adults now plan to make most or all of their holiday 

purchases in-store compared to those who plan to do most or all of their shopping online.

31% of U.S. adults plan to do most or all of their 
shopping in-store this holiday season. More than 
1 in 4 plan to increase in-store shopping this year 
compared to last year. By comparison, just 24% 
plan to do all or most of their shopping online. 

6

people began holiday 
shopping before September

parents began holiday 
shopping before September

1 in 5 1 in 4
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Home 
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Other
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Smart phones, 
tablets, computers

In the era of self-care, people are doing just that when it 
comes to holiday shopping.

Shoppers plan to spend a similar 

amount of money on themselves 

as their significant others this 

year. Kids are still the big winners, 

though, with about one-third of 

holiday dollars going towards the 

youngest members of the family.

Children
$356

Significant 
Other
$193

Myself
$183

Extended 
Family
$117

Parents
$108

Friends 
$49

Coworkers
$15

Most holiday shoppers plan to buy 
clothing and gift cards this year.

of people say that when 
shopping for themselves, 
they plan to spend the most 
money on clothing.

2/3rds 

73%

57%

38%

33%

30%

23%

21%

19%

18%

13%

7%Percentage of U.S. adults 
planning to buy specific 
holiday gift items
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Unplugged, streamed and mobile. The 
consumer engagement landscape has 
never been more fragmented.  

Mobile shopping is becoming 
more and more widespread.  
Over 3 out of 4 consumers report 
having made mobile purchases. 

Mobile is merrier.  

This year’s report finds that more than half of U.S. adults 

say they no longer have a traditional linear TV subscription. 

These shoppers are poised to spend hundreds of billions of 

dollars on holiday gifts and yet will be completely unreachable 

via traditional TV campaigns. At the same time, the shift to 

streaming has become ubiquitous across every age group, with 

new technologies such as voice assistants and direct from TV 

purchasing emerging as trends to watch this year.  

Less than half of U.S. 
adults have a monthly cable 
or satellite TV subscription.  

Almost 8 in 10 U.S. adults 
use streaming services. 

48%

79%

The shift away from linear TV is 
even more stark among younger 
consumers. Just 1 out of 3 
Gen-Z consumers subscribe to 
cable or satellite TV. 

8

Younger audiences stream video on 
mobile, while older audiences are 
less likely to do so. 89% of Gen-Z 
consumers report watching video 
on their phones. 

Gen-Z

Millennials

Age 55-70

85%

41%

89%
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1 in 3

Watching TV doesn’t just mean watching TV these days.   

83% of consumers multitask while watching TV, oftentimes checking social media,  

email, or shopping online. The omni-screen consumer is creating multiple opportunities  

to connect television campaigns with deeper online engagements across every screen in  

the consumer journey. 

Mom is the ultimate multitasker, with 43% of moms 
reporting that they shop online while streaming TV shows. 

Hint, hint: 77% of moms say they’re the primary decision maker  
in the households when it comes to holiday shopping. 

When we say consumers are changing their habits in the home, we 
mean everywhere in the home. 1 in 3 U.S. consumers now have a 
voice activated device in their homes.

 consumers shop online 
while watching television.

Hey Google,  
call The North Pole

millennials have made 
direct purchases through 

their connected TVs

millennials have made 
purchases through QR 

codes shown on a TV ad

1 in 5

1 in 3

9

Smart TVs are becoming a clear pathway 
to purchase for younger shoppers.
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Consumer snapshot: Millennials  

10

more than the average  
U.S. adult

$98

Millennials plan to  
spend $1,139 on holiday 

shopping this year

$1,139

Millennials plan to spend 39% of their holiday 
budget on themselves

83% of millennials plan to spend the same or more 
money this year on holiday shopping
 
31% of millennials plan to do most or all of their 
holiday shopping in-store
 
22% of millennials plan to do most or all of their 
holiday shopping online 
 
Of the 55% of millennials who use social media  
for holiday gift ideas Facebook is the #1 source

46% of millennials online shop while they stream TV 
 
60% of millennials have purchased a product using the 
purchase function through their TV or mobile phone 

58% of millennials do not have paid TV

91% of millennials watch TV via 
streaming services

90% of millennials use AVOD services
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Consumer snapshot: Gen-Z

more than the average  
U.S. adult

$377

Gen-Z plan to  
spend $1,418 on holiday 

shopping this year

$1,418

45% of Gen-Z  online shop while  
they stream TV 
 
50% of Gen-Z have purchased a product using 
the purchase function through their TV or mobile 
phone mobile phone

66% of Gen-Z does not have  
paid TV

81% of Gen-Z watches TV via 
streaming services

500K

88% of Gen-Z plan to spend the same or more 
money this year on holiday shopping 
 
35% of Gen-Z plan to do most or all of their  
holiday shopping in-store 
 
17% of Gen-Z plan to do most or all of their  
holiday shopping online 

Of the 60% of Gen-Z who use social media  
for holiday gift ideas TikTok is the #1 source
 

Gen-Z plan to spend 39% of their holiday  
budget on themselves

11



12

Consumer snapshot: Parents  

more than the average  
U.S. adult

$140

Parents plan to  
spend $1,181 on holiday 

shopping this year

$1,181
74% of parents plan to spend the same or more 
money this year on holiday shopping 
 
31% of parents plan to do most or all of their 
holiday shopping in-store
 
23% of parents plan to do most or all of their 
holiday shopping online 
 
Of the 39% of parents who use social media for 
holiday gift ideas Facebook is the #1 source

Parents plan to spend 32% of their holiday 
budget on themselves

 

38% of parents online shop while they stream TV
 
46% of parents have purchased a product using the 
purchase function through their TV or mobile phone

49% of parents do not have  
paid TV

81% of parents watch TV via 
streaming services
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Consumer snapshot: Hispanics

13

more than the average  
U.S. adult

$351

Hispanics plan to  
spend $1,392 on holiday 

shopping this year

$1,392
83% of Hispanics plan to spend the same or  
more money this year on holiday shopping 
 
36% of Hispanics plan to do most or all of their 
holiday shopping in-store
 
15% of Hispanics plan to do most or all of their 
holiday shopping online 
 
46% of Hispanics plan to shop in-store on  
Black Friday this year
 

43% of Hispanics online shop while they 
stream TV
 
56% of Hispanics have purchased a 
product using the purchase function 
through their TV or mobile phone

59% of Hispanics do not have  
paid TV

82% of Hispanics watch TV via 
streaming services
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