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Methodology

2023 HOLIDAY SHOPPING TRENDS

This survey was conducted online within the U.S. by The Harris Poll from October 13th to 15th, 2023, among a 

nationally representative sample of 2,079 U.S. adults.

This research comprises 258 Gen Z (ages 18-25), 623 Millennials (ages 26-41), 506 Gen X (ages 42-57), and 692 

Boomers (ages 58 and older).
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Top Highlights

• Holiday Dash: Over six in 10 Gen Z and Millennials have already started their holiday shopping for this year, with 95% planning to buy gifts.

• Mall Rats: Amazon remains the top choice for holiday shopping among Americans, while young consumers prefer mall visits over retailer websites.

• Homebound Heartfelt Giving: Family gifts take precedence in Americans’ holiday spending plans this year, with 83% focusing on them.

• One for Me: Six in 10 Gen Z and Millennials plan to treat themselves during the holidays, focusing on luxury and personal spending rather than gifts for others.

• Lucky Pets: Gen Z and Millennials are allocating a significant portion of their budget to pet gifts, with 57% planning to do so; more than 10% are willing to spend 

over $100 on pet presents.

• Eco-Santas + Brands that Match the Vibe: Two-thirds of Americans, especially young consumers, are striving for sustainable holiday shopping, with over half 

willing to pay extra for eco-friendly options. Americans are open to sustainable purchases but expect brands to make it convenient; 75% of Gen Z and Millennials 

believe brands are responsible for ensuring their sustainability during the holidays.

• AI Santas: Hits & Misses: Gen Z and Millennials envision AI as a solution to their holiday-induced stress (62% feel anxious about holiday gift shopping), saving 

them time and money. Nearly half of young consumers are willing to pay $100 for AI to select all their holiday gifts, as they trust AI more than their own gift ideas. 

However, the general sentiment among Americans is that AI-picked gifts are creepy and disappointing.

• Bending Budgets: Despite having budgets, a majority of Gen Z and Millennials view them as guidelines rather than strict rules, with almost half ending up in debt. 

80% of them are willing to exceed their budget to find the perfect gift for someone they cherish.

• Gift Hunters: Gen Z and Millennials are strategic spenders, utilizing discount days and seeking donations, finding joy in the gift-hunting process, especially Gen Z.

2023 HOLIDAY SHOPPING TRENDS
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Shifting holiday spending mindsets
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Over six in 10 Gen Z and Millennials have already started their holiday shopping for 

this year, with 95% planning to buy gifts

When did you start, or when do you plan on starting the majority of 

your holiday gift shopping for the upcoming holiday season?

7%

9%

7%

16%

27%

20%

5%

4%

0%

5%

5%

5%

7%

17%

26%

17%

11%

3%

1%

9%

Last season's post-holiday sale events

This summer

September

October

Early or mid-November

Black Friday / late November

Early or mid-December

Days leading up to the holidays

Other

N/A - I will not shop for holiday gifts this year

2023 HOLIDAY SHOPPING TRENDS

HS02 When did you start, or when do you plan on starting the majority of your holiday gift shopping for the upcoming holiday season? (n=2,079 total) | 1=As of mid-October (10/13-10/15)

HS09 How much do you agree or disagree with the following? (Top 2= Strongly/somewhat agree; n=2,079 total)

62%
Gen Z + Millennials

“I have already 
started1 my

holiday shopping 
for this year.”

68% Latinx

64% Gen Z

61% Millennials

54% Americans

48% Gen X + Boomers
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Amazon is Americans’ main holiday shopping source; meanwhile, young consumers 

are heading to the mall, even more so than retailer websites

HS06 Thinking about your upcoming holiday shopping, which of the following will be your main way of shopping? Please select two choices. (n-2,079 total)

2023 HOLIDAY SHOPPING TRENDS

50%

34%
31%

36%

18%
14% 15%

1%

56%

49%

36%

28%

10% 11%

4%
6%

Online through

Amazon

Online through

retailer websites

In-person store at

stand-alone

department stores

In-person at the

mall

In-person at

second hand

stores

Crafting/making

homemade gifts

Directly from social

media

Something else

Gen Z/Millennials Gen X/Boomers+

Americans’ main way of holiday shopping

39% Gen Z

18% Gen Z
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Spending is joyful, when it’s tied to giving – especially for Gen Z

2023 HOLIDAY SHOPPING TRENDS

Deciding who I need to buy gifts for

65% joyful

67% Gen Z

67% Millennials

35% dreadful

Finding what kind of gifts I am gifting people

73% joyful

80% Gen Z

27% dreadful

HS03 Thinking about the holiday season, do you find any of the following to be joyful or dreadful? (Top 2 (joyful) =Very/Somewhat Joyful | Bottom 2 (dreadful) = Very/Somewhat dreadful); (n=2,079 total) 

Aspects of holiday shopping Americans find joyful vs. dreadful
Among All Americans
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Heartfelt Giving: Americans prioritize family in holiday splurges

2023 HOLIDAY SHOPPING TRENDS

Total Gen Z Millennials Gen X Boomers

Gift(s) for family members $417 $229 $295 $363 $636 

Gift(s) for my significant other $213 $111 $258 $219 $205 

Gift(s) for myself $134 $338 $166 $123 $38 

Gift(s) for friends $85 $116 $116 $82 $48 

Gift(s) for pets $35 $56 $49 $33 $15 

Gift(s) for coworkers $34 $17 $55 $42 $15 

Total $918 $867 $939 $862 $957

Who they’re spending on:

HS01_6 Thinking about this year's upcoming holiday season, how much do you plan to spend on the following? Please put 0 for categories you don't plan to spend on. (n=2,079 total)
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27%

19%
16%

12% 11%

6%

$1-$99 $100-$249 $250+

Gen Z/Millennials Gen X/Boomers+

Merry Me-Time: Six in 10 Gen Z and Millennials deck the halls with self-gifts, 

with nearly a quarter spending over $100

61%

Plan to spend on 
holiday gifts for 

themselves.

Gen Z & Millennials

2023 HOLIDAY SHOPPING TRENDS

HS01_5 Thinking about this year's upcoming holiday season, how much do you plan to spend on the following? Please put 0 for categories you don't plan to spend on. (n=2,079 total)

42% All Americans

39% Gen X

21% Boomers

Thinking about this year's upcoming holiday season, how much money do you 

plan to spend on gift(s) for yourself?
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Six in 10 Gen Z and Millennials plan to indulge in self-gifting during the 

holidays, prioritizing luxury and personal spending over gifts for others

61%
Gen Z & Millennials

“Plan to spend on 
holiday gifts for 
themselves.”

66%
Gen Z & Millennials

“The holidays offer the 
perfect excuse to indulge 

in luxuries I wouldn't 
normally buy for myself.”

52% All Americans

54% Gen X

31% Boomers

2023 HOLIDAY SHOPPING TRENDS

HS01_6 Thinking about this year's upcoming holiday season, how much do you plan to spend on the following? Please put 0 for categories you don't plan to spend on. (n=2,079 total)

HS04 How much do you agree or disagree with the following? (Top 2= Strongly/somewhat agree; n=2,079 total)

42% All Americans

39% Gen X

21% Boomers

46%
Gen Z & Millennials

“I would rather spend 
more money on myself 
than spend it on others 

during the holiday 
season.”

32% All Americans

31% Gen X

16% Boomers
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44%

9%
4%

29%

7%

1%

$1-$99 $100-$249 $250+

Gen Z/Millennials Gen X/Boomers+

Gen Z and Millennials are spending on pets; over one in 10 plan to spend over 

$100 on pet gifts

57%

Plan to spend on 
holiday gifts for pets.

Gen Z & Millennials

2023 HOLIDAY SHOPPING TRENDS

HS01_5 Thinking about this year's upcoming holiday season, how much do you plan to spend on the following? Please put 0 for categories you don't plan to spend on. (n=2,079 total)

46% All Americans

50% Gen X

28% Boomers

Thinking about this year's upcoming holiday season, how much money do you 

plan to spend on gift(s) for pets?
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Most parents are determined to make the holiday season extra magical, as 

they’re spending most on expenses that make up “the moments" 

HS01 Thinking about this year's upcoming holiday season, how much do you plan to spend on the following? Please put 0 for categories you don't plan to spend on. (n=2,079 total)

HS09 How much do you agree or disagree with the following? (Top 2= Strongly/somewhat agree; n=2,079 total)

2023 HOLIDAY SHOPPING TRENDS

54%
Parents

“My kids have 
high expectations

during holidays 
because of 

social media.”

77%
Parents

“I want to make this 
holiday season extra 

magical for my
kids after a 

challenging year.”

Parents Non-parents

Travel $454 $164

Food and drinks $265 $140

Clothing $167 $72

Decorations $114 $47

Entertainment $108 $69

Family members Themselves

$532
vs. $254 non-parents

$120
vs. $160 non-parents

Who parents are spending on

What they’re buying
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Reclaiming the moments 

of joy this holiday season
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This year, Americans are focusing on the little things that make up the big 

moments

HS09 How much do you agree or disagree with the following? (Top 2= Strongly/somewhat agree; n=2,079 total)

2023 HOLIDAY SHOPPING TRENDS

64%
Americans

“I rely on little treats to get me 

through this holiday season.”

74% Gen Z & Millennials

56% Gen X & Boomers

77%
Americans

“I plan to indulge in ‘the moment’

this holiday season.”

81% Gen Z & Millennials

74% Gen X & Boomers

85%
Americans

“This year, I am going to focus on 
enjoying the little things that 

come with the holiday season.”

83% Gen Z & Millennials

87% Gen X & Boomers
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Americans are finding joy in “the moments,” especially those centered 

around tradition and family

HS03 Thinking about the holiday season, do you find any of the following to be joyful or dreadful? (Top 2 (joyful) =Very/Somewhat Joyful | Bottom 2 (dreadful) = Very/Somewhat dreadful); (n=2,079 total)  | 1 = asked among employed only 

2023 HOLIDAY SHOPPING TRENDS

86%

83%

78%

78%

77%

71%

70%

68%

65%

14%

17%

22%

22%

23%

29%

30%

32%

33%

Aspects of the holiday season Americans find joyful vs. dreadful

89% Women | 89% Parents

73% Women | 74% Parents

77% Millennials | 73% Parents

80% Gen Z | 72% Parents

85% Gen Z | 79% Parents

86% Parents

81% Boomers | 82% Women 

81% Parents

82% Millennials | 82% Women

81% Parents

70% Gen Z | 73% Millennials

44% Boomers

40% Boomers

28% Boomers

28% Boomers

25% Millennials

D R E A D F U L

The holiday traditions I participate in

Family holiday gatherings I attend

Holiday music

Decorating my home

Traveling to see my loved ones

Holiday movie marathons

Work holiday parties1

Participating in viral holiday trends

My social media feed

J O Y F U L

80%
Americans

“I wish I still did the 
traditions I did as a 

child during the 
holiday season.”
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More affordable 

gift options
Moments of joy Moments of quiet 

Ideas on how to make the 

holiday season magical

Gift guides and 

recommendations

60%
61% Gen X | 66% Boomers

68% Female | 62% Parents

39%
45% HH 100K+ 28%

28%
38% Gen Z 

31% Millennials  

28%
30% Parents  

Free ways to celebrate An escape from reality
Gift options that are 

eco-friendly 

Free, digital moments 

of fun 

Moral support to help me 

through the holiday season

26%
39% Gen Z | 31% Millennials 

30% Parents  

25%
31% Millennials

30% Parents  

23%
25% Parents  

18%
28% Millennials

16%
21% Millennials

Americans want retailers to amplify affordability, joy, respite, and magic this holiday 

season

2023 HOLIDAY SHOPPING TRENDS

More than ever, this holiday season, I need retailers to give me…
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AI Santa: Hits & Misses
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Gen Z and Millennials imagine AI relieving their holiday-induced anxiety; 

saving them time and money

HS04 How much do you agree or disagree with the following? (Top 2= Strongly/somewhat agree; n=2,079 total)

HS08 How much do you agree or disagree with the following thinking about the potential of Artificial Intelligence (AI)? (n=2,079 total)

2023 HOLIDAY SHOPPING TRENDS

62%

“Holiday gift shopping is 
giving me anxiety.”

59%

“AI could save me from 
having anxiety this 
holiday season.”

Gen Z & MillennialsGen Z & Millennials

“AI would save me time by creating 

more personalized holiday gifts.”

60%
Gen Z & Millennials

“I wish AI could help me find great 

deals on holiday gifts this season.”

69%
Gen Z & Millennials

45% All Americans

34% Gen X & Boomers

51% All Americans

43% Gen X & Boomers
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55%

29%

Almost half of young consumers would pay $100 for AI to pick all their 

holiday gifts; the majority trust it over their own gift ideas

HS08 How much do you agree or disagree with the following thinking about the potential of Artificial Intelligence (AI)? (n=2,079 total)

2023 HOLIDAY SHOPPING TRENDS

“I trust AI to help me find the perfect gifts 

over my own ideas.”
% Agree

46%

20%

Gen Z & 

Millennials

Gen X & 

Boomers

“I would pay a $100 fee for an AI-

enhanced service that found and 

purchased all my holiday gifts for me.”
% Agree

Gen Z & 

Millennials

Gen X & 

Boomers
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Shhh! Don’t tell! Although half of young consumers trust AI to pick a gift, generally, 

Americans would be disappointed if they found out it came from AI

HS08 How much do you agree or disagree with the following thinking about the potential of Artificial Intelligence (AI)? (Top 2= Strongly/somewhat agree; n=2,079 total)

2023 HOLIDAY SHOPPING TRENDS

68%
Americans

“I think it's creepy that gift-

giving could come from AI and 

not actual people.”

67% Gen Z & Millennials

68% Gen X & Boomers

53%
Americans

“If I found out my loved one 

bought me a gift through AI 

and not their own thinking, I 

would feel disappointed.”

59% Gen Z & Millennials

49% Gen X & Boomers

82%
Americans

“People should sign their own 

holiday cards and not have AI 

write them.”

80% Gen Z & Millennials

83% Gen X & Boomers
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Eco-Santas:

Aspiring toward a green holiday
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Two-thirds of Americans, especially young consumers, are trying to shop sustainably 

this holiday season, and over half are willing to pay more to do so

HS09 How much do you agree or disagree with the following? (Top 2= Strongly/somewhat agree; n=2,079 total)

2023 HOLIDAY SHOPPING TRENDS

53%
Americans

“I am open to spending 
more money to ensure 

I'm shopping 
sustainability for 

holiday gifts.”

65%
Americans

“I try to shop sustainably
during the holidays.”

75% Gen Z & Millennials

58% Gen X & Boomers 66% Gen Z & Millennials

44% Gen X & Boomers
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Generally, consumers are willing to make sustainable holiday purchases, but they’re 

counting on brands to make it convenient 

HS07 How willing or unwilling are you to take the following sustainable actions when shopping for gifts this holiday season? (Top 2=Very/Somewhat Willing; n=2,079 total)

HS09 How much do you agree or disagree with the following? (Top 2= Strongly/somewhat agree; n=2,079 total)

2023 HOLIDAY SHOPPING TRENDS

Willingness to take the following sustainable actions when shopping for gifts this holiday season

79%

77%

77%

69%

66%

63%

59%

59%

80%

69%

67%

59%

51%

38%

63%

40%

Avoid extra packaging

Gifting things that benefit charities

Gift items made from sustainable

materials

Skip disposable gift wrap

Pay a little more for a brand that uses

sustainable materials or carbon offsets

Buy second-hand items for gifts

Choosing slower delivery methods

Buying carbon offsets for my travel

Gen Z/Millennials

Gen X/Boomers

75%

“Brands are responsible 
for ensuring I am being 
sustainable during the 

holidays.”

Gen Z & Millennials

58% Gen X & Boomers
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Budget Benders + Primed for Deals
Gen Z and Millennials’ money mentality 

when it comes to holiday shopping 
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Most Gen Z and Millennials view their budgets as guidelines, not rules – as 

almost half have gone into debt

HS04 How much do you agree or disagree with the following? (Top 2= Strongly/somewhat agree; n=2,079 total)

2023 HOLIDAY SHOPPING TRENDS

65%
Gen Z & Millennials

“I rarely stick to my 
holiday budget.” 

50% Gen X & Boomers

59% Male 

59% Parent

71% Employed

64%
Gen Z & Millennials

“My holiday gift 
shopping has 

ballooned over 
recent years.”

45% Gen X & Boomers

63%
Gen Z & Millennials

“I tend to be 
impulsive when 

holiday gift 
shopping.”

45% Gen X & Boomers

44%
Gen Z & Millennials

“I went into debt before 
due to holiday gift 

shopping.”

27% Gen X & Boomers
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This year is no different: For the most part, Gen Z and Millennials know they 

can’t afford to spend, but that’s not stopping them from doing so

HS04 How much do you agree or disagree with the following? (Top 2= Strongly/somewhat agree; n=2,079 total)

2023 HOLIDAY SHOPPING TRENDS

62%
Gen Z & Millennials

“I am not financially 
prepared for this 
upcoming holiday 

season.”

44% Gen X & Boomers

80%
Gen Z & Millennials

“I'm more than willing to 
splurge beyond my 

budget if it means finding 
the ideal gift for 

someone I truly adore.”

63% Gen X & Boomers

51%
Gen Z & Millennials

“I can only afford to gift 
others if I pursue 

no-cost gifts.”

30% Gen X & Boomers
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But they’re not spending carelessly: Gen Z and Millennials leave no stone unturned in 

finding funds – relying on discount days, and wishing for donations

2023 HOLIDAY SHOPPING TRENDS

HS04 How much do you agree or disagree with the following? (Top 2= Strongly/somewhat agree; n=2,079 total)

74%
Gen Z & Millennials

“I rely on discounts on 
days like Prime Day, 

Black Friday, and Cyber 
Monday to buy holiday 

gifts.”

60% Gen X & Boomers

54%
Gen Z & Millennials

“I wish I could start a Go-
Fund-Me for my holiday 

wish list because no one/I 
can't afford to get what I 

really want.”

31% Gen X & Boomers
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Appendix
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The majority of Americans, especially older generations, agree that the 

holidays start way too early these days

HS09 How much do you agree or disagree with the following? (Top 2= Strongly/somewhat agree; n=2,079 total)

2023 HOLIDAY SHOPPING TRENDS

72%
Americans

“Holidays start way too early 
these days.”

67% Gen Z & Millennials

75% Gen X & Boomers
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A proven approach for building credible and authentic brand authority

Building on 50+ years of experience pulsing societal opinion, we design research that is credible, creative, and 

culturally relevant. Give your pitches an edge with custom information designed by research experts.

Libby Rodney

Chief Strategy Officer

lrodney@harrispoll.com

To learn more about this research, please reach out to…

Tim Osiecki
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tim.osiecki@harrispoll.com
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