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Increase in revenue 
over 202134% Increase in traffic 

over 202152%
Back-to-School Y/o/Y Findings* 

01 02• Health & Wellness
• Women’s Apparel

• Footwear

To p  c a t e g o r i e s
I n c r e a s e d  R e v e n u e

To p  c a t e g o r i e s
I n c r e a s e d  Tr a f f i c

• Eyewear
• Footwear
• Apparel

*In clients that were with AP for both the 2021 and 2022 season

Key Findings from AP Clients
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BTS is Coming Fast:

• ROAS across clients participating in media saw stronger returns during the month 
of August than July (average of +$2 ROAS increase)

• In 2022, many footwear brands were offering 30-40% off through BTS - we 
anticipate steep discounts again in 2023

• Health & Wellness will continue to be a winner in 2023
• We’ll see an uptick for clients focused on promotions and lower price point items
• August brings tax-free weekends in many states- plan ahead
• Labor Day weekend is still a vital shopping period!

Performance in 2022 began to increase starting on 
Saturday, July 30th, continuing through Labor Day 
weekend

AP Key Insights:

Key Dates 2022
AP Insights & Predictions:
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2022 Insight:

Buy Now Pay Later partners made up 3 of 
our top 5 performing partners across all 

BTS focused clients

PAID PLACEMENTS to CONSIDER:

• Newsletters and BTS Guides were the most common placements run 
during this timeframe, with newsletters performing best.

• Out of the box placements are worth testing. In one 2022 example, a 
Back-to-School TV Segment via a Partner Feature yielded 104% growth 
for one client.

Key 2023 Prediction:

As consumers look for ways to spread out their spending for necessary 
Back to School items, BNPL partners will continue to be large players 
for the 2023 BTS season:
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June will be the unofficial kick 
off, but Amazon Prime Day in 
July will be the true start date

B T S  S t a r t s  I n  J u n e  

According to eMarketer, across the board 
the focus is on apparel and accessories, 

office equipment and supplies, computers 
and consumer electronics. In addition, 

College-bound BTS will include furniture 
and home furnishings, health/personal 

care/beauty, books/music/video, and food 
and beverages.

W h a t ’ s  d r i v i n g  S a l e s ?

01 022023: 
What To 
Expect

Economic Insights & Expectations

P r i m e  D a y  2 0 2 3 :

J u l y  1 1 - 1 2

AP Tip: prepare placements/content opportunities that focus on products that resonate 
with your specific BTS audience 

https://chart-na1.emarketer.com/261499/us-back-to-school-retail-ecommerce-sales-2018-2023-billions-change-of-total-back-to-school-sales
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Many consumers will be especially 
cost-conscious, making smart 
shopping decisions and taking 
advantage of sales/promotions

I n f l a t i o n  C o n c e r n s  C o n t i n u e :

• Start promotions/sales early. Back-to-school is 
typically a high-anxiety period for shoppers

• Instead of waiting for the major shopping days 
during June/July/August, offer exclusives more 
frequently to entice shoppers to make 
more/larger purchases

Back-to-School ecommerce sales are 
anticipated to grow 2.5% compared to 
2022. Overall, ecommerce sales are 
expected to make up 40.7% of all back-
to-school sales, totaling over $29 
billion.

Economic Insights & Expectations 

A P  R e c o m m e n d s :
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As platforms like TikTok and Instagram build out 
their ecommerce capabilities, more consumers 
will begin their online shopping journeys there. 
Future shoppers will be more driven by 
inspiration and discovery, and platforms will need 
to find ways to keep shoppers (especially younger 
ones) engaged.

W h a t  W e ’ r e  S e e i n g :

Tap into the social media space. Try working with influencers via 
the affiliate channel 

Social media offers the best scalable opportunities in 2023:

• For the first time, there will be more Gen Z than Gen X social 
users

• Focus on TikTok, influencers, and new ad formats/technology 
that will come out in 2023 for a competitive edge

Product discovery is playing a larger part 
in online shopping

Key Categories
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Connect with Acceleration Partners to take your 
marketing to the next level this back-to-school season!

W E D O I T D I F F E R E N T LY @ A C C E L E R AT I O N PA R T N E R S . C O M

https://accelerationpartners.com/contact
https://www.accelerationpartners.com/
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