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R E TA I L  B E N C H M A R K  S E R I E S

2022 Holiday habits: 
Predicting the season.
With supply chain challenges, inflation, and 
economic uncertainty in the air, what can 
retailers expect for the 2022 holidays?
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.Holiday shopping is 

having a slower start.

W e e k ly  g lo b a l  c o n v e r s i o n  r at e :  2 0 2 1 ,  2 0 2 2 .

Au g u st S e p t e m b e r O c to b e r
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2021 2022

Fewer early holiday purchases:

33% of consumers had done half of their 
shopping by Nov. 1, compared to 51% 

last year.

More pressure on Nov:

5% YoY decline in average weekly 
conversion rates between August and 
October, with October seeing ~10% 
decline.

Return options can drive sales:

While 69% will avoid retailers with return 
fees, 49% would pay more upfront for 
free returns.
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.Black Friday is back and 

more mobile than ever.
Cyber 5 will be big:

56% of consumers who sometimes or 
never shop Black Friday plan to this year.

And mobile-driven:

54% say mobile makes it easier to shop 
sale days and 34% will complete most 
holiday purchases on mobile.

Desktop drops:

12% YoY decline was seen in desktop’s 
monthly conversion rate, while mobile 
had a 7% bump.
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.Holiday spend is not 

one-size-fits-all.
Cutting back:

59% of shoppers plan to spend $500 
less on holiday gifts than they did in 2021.

Or spending more:

38% plan to spend the same amount as 
2021 or more! To afford it, they will use 
credit card rewards (51%) or BNPL 
services (33%).

Bulk purchasing:

47% YoY bump in average cart values 
for October as 39% pre-plan holiday 
shopping.

W e e k ly  av e r ag e  o r d e r  va l u e :  2 0 2 1 ,  2 0 2 2 .

Au g u st S e p t e m b e r O c to b e r
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Learn how to understand shoppers’ needs so 
you can build digital experiences that convert 
and drive efficiencies.

Request a demo today:

quantummetric.com/request-a-demo
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.Top three things to remember this holiday season:

1
Keep your experience seamless 
for Cyber Week (including 
mobile).

2
Don’t miss the opportunity to 
upsell or cross-sell bulk planned 
purchases.

3
Remember the returns process 
is also part of your customer’s 
digital experience.

Insights are a result of compiled anonymized data from Quantum Metric retail 

customers, alongside survey responses from 3,000 U.S. and UK consumers.

https://quantummetric.com/request-a-demo


About 
Quantum 
Metric.
Quantum Metric is the Continuous Product Design platform. 

We help companies build better digital products faster, by keeping 
business and technical teams aligned, efficient, and focused on 
what matters most to customers. Our platform gives businesses 
real-time visibility into how their digital business is impacted, 
where exactly customers are struggling or engaging, and what 
efforts need to be prioritized based on economic impact.

quantummetric.com
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https://www.quantummetric.com

