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Methodology

Online survey with over 50 in-depth 
questions about the impact of rising 
inflation on savings, shopping, Black 
Friday, and the holidays.

The data collection took place in
June 2022.

Independent research powered by Future’s insight platform - The Lens - 
let us look into general trends as well as specific Future audiences.

Format

2,676 respondents were recruited 
independently via our research platform - 
The Lens.

The sample is nationally representative 
for the US. The percentage  split was 
ensured for:

● Gender

● Geography

● Age

Sample

According to the latest Comscore data, we 
reach 99m adults in the US on a monthly 
basis. That’s 35% of the population. 

This is reflected in the nationally 
representative sample, where 39% (1,051) 
confirmed that they’ve read / visited at 
least one of the Future brands recently.

Audience

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
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Findings Summary

Rising costs are a top concern, but there is 
cautious optimism01

02

03

04

05

06

Higher Black Friday participation

There is a role and opportunity for brands 

Black Friday planning already underway Passionate audiences with keen intent to 
research, plan, and spend are key for brands

Holiday gift giving remains a priority

Almost two thirds of Americans are very concerned 
about rising inflation and prices increasing. Most are 
making significant changes to their spending habits. 
Once inflation rises subside however, 58% say they 
will return to their normal spending.

94% of respondents will be turning to expert content 
online to seek help navigating rising costs. While half want 
to know where to get a good deal and 40% also want 
expert product reviews.
Consumers want brands to give something back to those 
most in need while also prioritizing benefits for loyal 
customers.

Americans are already starting to pick out holiday gifts 
for loved ones and plan their Black Friday purchases. 
Two thirds are excited for the holidays and see Black 
Friday and Cyber Monday deals as more important now 
than ever before.

Hobbies and passions remain a key driver of consumer 
spending. Spending will increase for gifts that align to 
loved one’s hobbies and interests this holiday season. 
Tapping into the power of high-intent audiences 
pursuing their passions will help brands win in the final 
quarter of 2022 despite rising inflation.

A third of respondents will be getting into the holiday 
spirit earlier than usual. As many have money saved 
from pandemic restrictions and resulting changes in 
lifestyle, most of these savings will be used to purchase 
gifts. Shopping will mostly take place in online 
marketplaces, however, half of respondents plan to 
visit major retail stores in person.

There will be higher participation in this year’s Black Friday 
sales and expected spend is set to be higher. Purchases will 
mostly be gifts for others, with some respondents treating 
themselves. The top deals people are looking for in the sales 
are on TVs and smartphones, while clothes, toys, and jewelry 
rank high on consumer’s deal-seeking agenda.

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022 (N=2676)
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America’s Top Concerns

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“What are you most concerned about right now for you and your family, from the list below?” (N=2676)

01 Rising Costs / Inflation

02 You and your family being healthy

03 You and your family being financially 
secure

04 Mass shootings / Gun violence

05 Crime

06 Affording healthcare

Rising costs and inflation is 
currently the number 1 
concern for US citizens, with 
50% listing it as one of their 
top 3 concerns.

Concern for Covid-19 has 
dropped considerably 
relative to other issues.

07 Covid-19

08 The war in Ukraine

09 Climate change 

10 Homelessness

11 Terrorism 

12 Global Poverty 
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Rising Inflation Concern Is Leading to Financial Cutbacks

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“How concerned are you about the increases in cost of living?” (N=2676)

87%

Very Concerned

Concerned

“As prices have begun to rise, have you made any 
financial cutbacks to your household and personal 
spending over the last few months?”

of US citizens are 
either concerned or 

very concerned about 
rising  costs

Unconcerned/Neither

Significant changes to 
spending habits 

Slight changes to spending 

No change



7 Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“[...]How prepared do you feel to get through the rising inflation period  successfully?” (N=2,676)

Rising Inflation Crisis Confidence - The Majority Feel Prepared For What’s Ahead 

Future insight

The Future audience is 10% more likely than the 
average American to feel suitably prepared.

Feel fairly prepared and will have to make changes and cut 
back on spending to a degree, but should be ok

Feel suitably prepared and feel positive about negotiating 
this period with minimal impact on my usual spending

Concerned and don’t feel very prepared, but not sure what is 
needed to do to get through this

Very worried and not prepared or able to get through this 
without is significantly affecting finances and way of life

35%

27%

23%

15%
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Are confident they can 
survive rising inflation 
given their pandemic 

savings

69%

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“To what extent do you agree or disagree with the following statements?” (ANY AGREE) Those with pandemic savings only (N=1811)

73% of the US 
population have 
savings remaining 
from the pandemic.  

Of those with these remaining 
pandemic savings:

Pandemic Savings and Inflation Resilience 

Are concerned they will 
have to use their savings 

to purchase essential 
goods/services

62%

Consider it likely they will 
use their savings to buy 

non-essential retail goods

48%

Plan to use their savings to 
maintain their current 

lifestyle rather than reduce 
their spending

43%

Future insight

The Future audience is +23% more likely than the average Brit to use their savings to purchase non-essential 
goods, and +24% more likely to use their savings to maintain their lifestyle rather than reduce spending.
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25%

Methods to Make Savings During This Period - Black Friday and Holidays are Not a Key Area for Savings 

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“Please indicate any of the following that you have recently done / would consider in future in order to make savings.” (N=2676)

The Future audience is more likely to switch service providers, 
rather than cutting back on socializing and eating out

Cutting back or stopping 
dining out, going to bars, and 
similar socializing

Stopping or cutting back on 
entertainment subscriptions 
(e.g. Netflix, Spotify.)

Cutting back on non-essential 
personal treats for myself

Making general savings to my 
household budget across every 
area possible

Switching utility suppliers to 
get a cheaper deal

Putting planned vacation 
spend on hold or cancelling 
plans altogether

Buying more generic or store 
brand goods at the grocery store 
(as opposed to name brand)

Putting planned home 
improvement spend on hold 
or canceling altogether

Switching phone carriers 

Cutting back on non-essential 
treats for my family and/or friends

Switching to a cheaper grocery 
store for my grocery shopping

Scaling back my planned spend 
on holiday gifts this year

Putting planned tech purchases 
(e.g. laptop, TV) on hold or 
canceling altogether

Putting planned new car 
purchases on hold or 
canceling altogether

Scaling back my usual levels of 
spend on Black Friday deals this 
year

Putting home move on hold or 
canceling plans altogether

50%

40%

37%

32%

20%32%

31%

20%

27%

22%

23%

21%

19%

17%

12%
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Future’s Content is Primed to Advise, Inspire, and Help Those Seeking Inflation-Busting Guidance

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“What type of content will you seek out to help you navigate the rising cost of living and inflation?” (N=2676) 

94%
of the Future audience will 
seek out content to help 
navigate the cost of living rises

Interest in articles and content giving advice 

Future US

59%
56%

53%
40%

41%
32%

6%
16%

Where to get the lowest price 
for a particular product 

Expert product reviews combined 
with advice on where to get the 

best deal for that product 

Hints and tips on 
managing my finances

None of the above



11 Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“What do you expect from brands and companies that produce products and services during this time?” (N=2676) 

Consumer’s Expectation Of Brands At This Time

Although rising inflation impacts businesses as well 
as consumers, 92% of the Future audience are 
expecting brands to take corrective action.

Would like to see brands actively 
‘giving something back’ by 

supporting those that are most in 
need of help through charitable 

donations or supporting causes.

39%
(US: 33%)

Expect brands to meet customers 
halfway by reducing product prices

to encourage sales

38%
(US: 42%)

Believe loyalty should be rewarded 
now more than ever and want to see 

increased benefits and added 
value for loyal customers

35%
(US: 31%)
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A Keen Future Audience

The Future audience is significantly more likely than the 
general US public to start all steps of the holiday 
planning process and more likely to have plans in place.

November Black Friday December

When Will Consumers Start Planning and Spending? A Holiday Preparation Timeline

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“When do you think you will start planning for the holiday season this year across the following areas?“ (N=2676 minus “not sure / not applicable” answers)
“Approximately for how many weeks do you research information (online or in store) before you make the most important holiday gift purchases and Black Friday shopping decisions?” (N=2676)

(Future audience)

2-3 Weeks
Is the average time the Future 
audience researches their most 
important Black Friday purchases

Within 1 Month
Is the average time the Future 
audience researches their most 
important holiday gifts

Planning where you will spend the holidays 

Buying gifts

Planning home improvements

Planning home holiday decor

Planning food and meals for the holidays

Now September October November Black Friday December Couple of mos.Soon
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Holiday Marketing 
Timing
The US public believes that holiday 
marketing should start at the same 
time it does every year.

The Future audience, on the other hand, is 
significantly more likely to say that they’d 
like to get into the festive spirit earlier 
than usual this year (48%).

84% want festive ads earlier or no later than 
usual, suggesting that brands very much 
have permission to engage with consumers

This year, given the current worries about rising cost of living, 
when do you want brands and stores to start advertising 
and getting into the holiday spirit?

Future US

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“[..]when do you want brands and stores to start advertising and getting into the holiday spirit?”(N=2676) 

48%

31%
36%

42%

13%

18%

Earlier than usual 
- let’s get into the 

festive spirit as 
soon as possible

No change - it 
should be just the 

way it was last year

Later than usual - we 
need a break from the 
stress of the holidays 

this year
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Majority will be 
engaged in this 

year’s Black Friday 
and Cyber Monday.

90%
of the Future 

audience take part

Black Friday Engagement

Future US

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“Do you make purchases as part of Black Friday / Cyber Monday promotions?” (N=2676)

76%
of the US
take part

77%

64%

51%

41%

Yes - I buy gifts for 
others

Yes - I buy for 
myself
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84%
of those that take 

part in Black Friday 
will be more or 

similarly engaged 
this year.
(US: 77%)

Black Friday Engagement

Majority will be more 
engaged in this year’s 
Black Friday and Cyber 
Monday weekend.

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“Do you think you will be more or less engaged in buying products during Black Friday / Cyber 
Monday this year?” (N=2676 minus those that don't take part in BF/CM)

Of those who take part in Black Friday/Cyber Monday:

58%
37%

27%

40%

12%

16%

More

Similarly

Less

16

Future US
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“I’m looking forward to 
Black Friday - it’s fun and 
a great way to get some 

great deals”

“I always shop for Black 
Friday deals, this year is no 

different”

80% 72%

(US: 60%) (US: 54%)

The Role of Black Friday

“I’ll make the most of my 
Black Friday purchases 

online this year”

76%

(US: 61%)

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“To what extent do you agree or disagree with the following statements about this year?” (ALL AGREE) (N=2676) 
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Black Friday Shopping

of the US audience are either not planning 
on buying any tech or don’t yet know what 
products they’d look for during Black Friday.

That number reduces to only 6% when 
looking at the Future audience. 
Many of them have already started 
planning what tech they will be 
purchasing in November.

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“What tech / gadgets / appliances are you most likely to look for during Black Friday / Cyber Monday?” (N=2676)

Future US

TV32%43%

31%42%

28%39%

28%39%

28%39%

25%34%

22%
34
%

23%34%

21%30%

Mobile phone/
smartphone

Games

Laptop

Headphones

Tablet

Smart watch

Gaming console

Smart home 
devices

18%29% Gaming laptop/PC

16%25% Camera

14%25% Desktop PCs

16%25% Sound system/ 
Speakers

21%24% Small-medium 
kitchen appliances

13%20% Fitness tracker

12%19% Large kitchen 
appliances

15%16% Other household 
appliances

9%16% Home cinema

21%

7%12% GPS
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Black Friday Shopping

Other popular items 
bought this Black Friday 
will include clothes, 
shoes, jewelry, and 
toys.

Would you also consider buying other items during Black Friday/ 
Cyber Monday?

Future US

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“Are there any other items you are looking to purchase during Black Friday / Cyber Monday?” (N=2676) 

55%

49%

38%

29%

36%

26%

34%

25%

33%

22%

32%

23%

31%

24%

28%

18%
24%

14%

Clothes/
Shoes

Toys Hair 
care 

Jewelry House 
decoration

Accessories 
/ Handbags

Cosmetics/
Beauty

Experiences None of 
these / 

Not sure

Pet 
products

31%

23%

Furniture

14%

23%

8%

23%

Fitness 
equipment/ 
accessories
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Budgeting
Despite rising inflation, 
approximately 2 in 5 are 
expecting their Black Friday 
and/or holiday gifting 
budgets to increase this year.

Will have the same amount or more money to spend this year 
compared to 2021.

Holidays Black Friday

55% 54%

Budgeting and Saving

Future insight

The Future audience is more likely 
to have more money to spend this 
Black Friday.

Future audience data

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“Do you think you will have more, less, or about the same amount of money this year to spend on Black Friday and/or the winter holidays?” (N=2676)

More

The same

Less

More

The same

Less
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Holiday Gifting & 
Black Friday 
budgeting
The Future audience will 
spend significantly more 
during their Black Friday 
(+76%) and the holidays (+55%) 
than the average US citizen.

$1,583 $1,440
Holiday gift budget Black Friday 

shopping

US: $1,017 US: $818

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“And approximately how much do you expect to spend on your Black Friday shopping this year?” (N=2676)

Nothing

Under $100

$101 - $200

$201 - $300

$301 - $400

$401 - $500

$501 - $1,000

$1,001 - $2,000

$2,001 - $3,000

$3,001 - $5,000

$5,001 - $10,000

More than $10,000
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Pandemic Savings: Planned Use of Savings During this Holiday Season / Black Friday

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“How will you use any of your savings during this holiday season / Black Friday?” (N=2676) 

Future US

01

Paying for nice gifts for my family & 
friends

Investing in my house / redecorating 
before the holidays

Upgrading technology and/or 
appliances before the holidays (e.g. 

new tv, new laptop, etc.)

Buying tech or appliances for my 
home during Black Friday promotions

Paying for premium food and drinks 
for the holidays

Treating myself to something 
expensive for Black Friday

Getting new holiday decorations 
and/or nice Christmas tree

Booking a trip or experience for the 
future during a Black Friday sale

Going on a longer vacation during 
the holidays

Nice gifts for loved 
ones

Tech

New holiday decor

Black Friday tech & 
home promotions

02

03

04
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Shopping Confidence

Online shopping continues to be the preferred 
method of gift shopping, however, respondents 
prefer to visit major retailers in person.

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“Which of the following places are you likely to shop at this year on Black Friday / for the holidays?”(N=2676) 

55%
51%

46%

30%
27% 26% 26% 26% 25% 25%

Online 
marketplaces

Major retailers
(in person)

Major retailers
(online)

Shopping malls
(in person)

Brand websites 
directly

Local 
independent 

stores

Department 
stores 

(in person)

Online 
independent 

stores

Strip malls and 
outlet stores 
(in person)

Department 
stores

(online)
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The Connection Between Passions and Gifting

47% Yes, all or most of them will be linked to people’s passions

28% Yes, some of them will be linked to people’s passions

15% Yes, but only a few of them will be linked to people’s passions 
(e.g. just for my close family members)

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“Would you like the holiday gift(s) you will receive to be related to your passion(s) and interests? ”
“Will you try to match holiday gifts for others with their passions / interests? ” (N=2676) 

82%
Would like to receive 

holiday gifts related to 
their passions
and interests

(US: 73%)

90%
Will try to match holiday 

gifts for others 
with their interests

(US: 84%)

Most will look to match gifts for others with their 
passions and interests

The majority would like to receive gifts related to 
their passion and interests
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Consumers Are Seeking Out Deals - This Content Drives Action and Spend

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“And what type of holiday season content would you be interested in reading / watching / hearing?(Select all the apply) ” (N=2676) 

of the Future audience is 
interested in reading articles and 
content about the holidays

Interest in holiday articles & content 

Future US96%
Discount coupons for shopping

Cooking recipes for the holidays

Family activities ideas for the 
holiday season

Practical tips on how to make this 
holiday season amazing

Home decor inspiration

Healthy gifts inspiration

Ranking of top retailers to shop 
with

Stories from celebs/influencers on 
how they make the holidays 

special
Anything not related to the 

holiday season

None of the above / Not sure

Best value-for-money deals for gifts

Gift ideas related to my passions 
and/or my friends’ and family’s hobbies
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Gifting - Sources of Inspiration

Future US

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“When searching for Black Friday items and holiday gifts this year, which, if any, of the following places do you think you will look for ideas and inspiration? 
(Select all that apply) ” (N=2676) 

Top sources of information when searching for gifts:

Black Friday Holiday Gifts
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Opportunity across retail sectors

Source: “Black Friday & Holiday Planning 2022”, The Lens, Future plc, US, June 2022
“Which of the following items would you consider as holiday gifts for loved ones this year? ” (N=2676) 

Top 10 present categories:
(Future audience)

46%

41%

40%

40%

37%

36%

35%

34%

30%

28%

Gift cards

Clothing / 
footwear

Tech / gadgets

Jewelry

Computer games / 
console games

Children’s toys

Books

Food & drink 
products

Watches

Arts & crafts 
products
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Thank You!

For more information, contact us at:
ustrademarketing@futurenet.com


