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Executive Summary
The Economics Center forecasts a 3.4 percent increase in Ohio relevant retail spending for the
2022 holiday season relative to the 2021 season, with total sales of $31.3 billion.
Full-year relevant retail sales in Ohio have exhibited sustained growth over recent years.
Relevant retail sales during the first half of 2021 experienced substantial growth compared to
the first half of 2020, however, relevant retail sales during the second half of 2021 experienced
smaller gains compared to the second half of 2020.
Online shopping continues to be a growing component of retail sales, especially during the
COVID-19 pandemic. Growth in nonstore retail sales, which includes online and mobile shopping,
exceeded overall retail sales growth in Ohio in 2021 compared to 2020.
Ohio’s labor market indicators have improved since the second half of 2020, corresponding with
the COVID-19 pandemic recovery, however, employment in Ohio during Q3 2022 remains 0.2
percent less than pre-pandemic levels in Q1 2020, or approximately 29,400 fewer jobs.
Conversely, wages and salaries in Ohio have increased 12.3 percent between Q1 2020 and Q2
2022.
Overall, U.S. consumer confidence has increased between December 2020 and October 2022,
however, several months over this time-period have been marked by negative month-to-month
changes in consumer confidence. Consumer confidence has partially recovered from the COVID19 pandemic but remains below the peak experienced in February 2020.
Inflation in the Midwest has been increasing at higher rates since 2020. Inflation in the Midwest
increased by 6.6 percent between October 2020 and October 2021 and increased by 7.4 percent
between October 2021 and October 2022. To curb rising inflation, the Federal Reserve has raised
interested rates four consecutive times leading to the highest interest rates since 2008.
The Economics Center projects that the State’s three largest metro areas will again account for
more than half of estimated relevant retail sales this holiday season.
Economics Center forecasts indicate that all nine of the metro areas analyzed in Ohio will
experience an increase in holiday relevant retail sales in 2022 over 2021.
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Introduction
Retailers highly anticipate the holiday season, which retail businesses historically have relied on to
generate sufficient sales to realize profits for the year. 1 Historically, “Black Friday” and “Cyber Monday”
are recognized as signaling the beginning of the holiday spending season. 2 The additional sales and
activity anticipated by businesses leads to seasonal hiring, providing opportunities for temporary
employment. The Economics Center constructs an annual forecast of holiday retail spending to assist
Ohio retailers with preparing for the holiday season.
While holiday spending provides a boost to the economy in general, the size of that boost is largely
determined by how confident consumers feel. 3 In times of uncertainty and volatility, consumers are
generally more likely to spend less than in an economic environment characterized by robust
opportunities and growth. Economic dynamics such as inflation, the amount of debt households carry,
employment, and wages influence the level of holiday spending.
National holiday retail sales forecasts for the 2022 holiday spending season are relatively consistent
among sources. Forecasts by Deloitte and the National Retail Federation estimate sales increasing by
4.0 percent to 8.0 percent. 4 National estimates for the 2022 holiday spending season represent
continued growth from 2021, though holiday sales are expected to be muted compared to the 2021
holiday season, which experienced an increase in sales of 15.1 percent (Deloitte) to 13.5 percent
(National Retail Federation). 5 Following trends in recent years, consumers continue to focus more on
online shopping, as consumers seek bargain pricing in response to record inflation. 6 Deloitte is
forecasting a 12.8 to 14.3 percent increase in e-commerce sales in 2022 compared to 2021, while the
National Retail Federation is expecting online and non-store sales to grow by 10.0 percent to 12.0
percent. 7
Surveys by Deloitte and PwC found that 74.0 percent of consumers will spend more or the same this
holiday season than last year. 8 Deloitte found that consumers will spend an average of $1,455 on holiday
shopping in 2022, consistent with spending in prior years. 9 PwC found that consumers will spend an
average of $1,430 on holiday shopping in 2022 compared to $1,447 in 2021, or a 1.2 percent decrease
in average holiday spending. 10
PwC reports that purchasing power is skewed towards high-income households with low-and middleincome households having less ability to spend money on discretionary items. 11 Overall, households
with annual incomes of $100,000 or more account for approximately 47.0 percent of spending. 12 This
is masking the decline in purchasing power among lower income households.
According to the survey by Deloitte, 37.0 percent of consumers in 2022 and 22.0 percent of consumers
in 2021 report a worsened financial outlook compared to the previous year. 13 Additionally, more than
(Reiter, 2011)
(Bonebright & Ramhold, 2016)
3
(IWB, 2015)
4
(Deloitte 2022b); (National Retail Federation 2022)
5
(Deloitte 2022b); (National Retail Federation 2022)
6
(Deloitte 2022b)
7
(Deloitte 2022b); (National Retail Federation 2022)
8
(Deloitte 2022a); (PwC 2022)
9
(Deloitte 2022a)
10
(PwC 2022)
11
(PwC 2022)
12
(PwC 2022)
13
(Deloitte 2022a)
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half of consumers in 2022 are concerned about inflation, and approximately 41.0 percent of consumers
expect the economy to weaken next year. 14 To offset rising prices, consumers plan to purchase nine
gifts, on average, in 2022 compared to 16 gifts in 2021. 15 Additionally, 32.0 percent of consumers plan
to buy resale items. 16 According to the 2022 annual holiday consumer survey from PwC, 57.0 percent
of consumers will do most of their shopping online this holiday season, consistent with the 57.0 percent
during the 2021 holiday shopping season. 17 Holiday shoppers this season are seeking fast delivery as
same-day or next-day delivery by the retailer or delivery service is expected to increase by a combined
9.0 percentage points compared to the 2021 season. 18 Further, shoppers are also likely to make
purchases online and utilize curbside and in-store pick-up. 19 In addition to the increase in online
shopping, 80.0 percent of consumers plan to use contactless payment options for their shopping this
holiday season. 20
In recent years, consumers have shifted portions of their purchasing preferences from goods to
experiences. Between 2014 and 2016, personal-consumption spending on experiences grew by 6.3
percent annually, on average. 21 This growth is more than 1.5 times higher than overall personalconsumption spending and nearly 4.0 times higher than spending on goods. This shift in consumer
preferences has also been observed during the holiday season. According to Deloitte’s 2017 survey of
consumers, 27.0 percent of consumers preferred purchasing experience gifts, however, the COVID-19
pandemic shifted gift giving from experiences back to traditional gifts due to closed businesses and
concerns over exposure to health risks. 22 According to Deloitte’s 2022 holiday retail survey, consumers
were expected to spend an average of $596 on experiences in 2019. Experiential spending dropped to
$465 in 2020 but partially rebounded to $536 in 2021 and is expected to reach near pre-pandemic levels
at $575 this year. 23
“The lower projected growth for the 2022 holiday season reflects the slowdown in the economy this
year. Retail sales are likely to be further affected by declining demand for durable consumer goods,
which had been the centerpiece of pandemic spending. However, we anticipate more spending on
consumer services, such as restaurants, as the effects of the pandemic continue to wane," said Daniel
Bachman, Deloitte's U.S. economic forecaster. 24
Holiday spending in 2022 is characterized by several differences including an earlier start to the shopping
season, a continued increase in e-commerce sales, and consumer preference towards fast, reliable home
delivery. 25 Although some economic indicators have rebounded from the lows experienced during the
COVID-19 pandemic, not all have recovered to their pre-pandemic levels, including employment in Ohio.
The 2022 holiday season faces headwinds including record inflation, muted consumer confidence,
increased housing costs, high interest rates, and limited purchasing power in low-to-moderate income
households. 26
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Holiday Spending Forecast
Data and Methodology

To develop a forecast for Ohio retail spending during the holiday season, the Economics Center compiled
monthly data from the Ohio Department Taxation on sales and use tax revenues and rates by county.
The Ohio Department of Taxation administers permissive sales and use taxes for all 88 counties and 11
regional transit authorities. Total revenues collected and rates levied by each of Ohio’s 88 counties were
used to develop estimates of county-level and statewide retail sales from July 2005 through August
2022. For purposes of this analysis, revenues attributable to holiday spending include collections from
October, November, and December.
Sales and use tax revenues are generated from a variety of sources other than those included in holiday
retail sales estimates. To isolate relevant retail activity, data on semiannual (twice per year) sales and
use tax revenues by industry from the Ohio Department of Taxation were analyzed to estimate the
relevant retail portion. For purposes of this forecast, relevant retail is defined to exclude Motor Vehicles
and Parts Dealers, Gasoline Stations, Food Services, and Arts, Entertainment and Recreation.
Experiential spending, approximated with Arts, Entertainment, and Recreation, was excluded from the
2022 forecast because consumer surveys indicate that experiential spending has not fully recovered to
pre-pandemic levels. 27 Table 1 identifies the sectors that comprise relevant retail.
Table 1: Relevant Retail Sectors
Retail Sector

Included in Relevant Retail

Furniture and Home Furnishings Stores

Yes

Electronic and Appliance Stores

Yes

Building Material and Garden Equipment & Supplies

Yes

Food and Beverage Stores

Yes

Health and Personal Care Stores

Yes

Clothing and Clothing Accessories Stores

Yes

Sporting Goods, Hobby, Book, and Music Stores

Yes

General Merchandise Stores

Yes

Miscellaneous Store Retailers

Yes

Nonstore Retailers

Yes

Arts, Entertainment, and Recreation

No

Motor Vehicle and Parts Dealers

No

Gasoline Stations

No

Food Services

No

Source: Ohio Department of Taxation.

27

(Deloitte 2022a)
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Relevant retail sectors’ share of sales and use tax revenues exhibited year-over-year declines from 2012
until 2015 but has rebounded over the last few years, as shown in Figure 1. 28 This trend reversal
coincided with a surge in consumer confidence, improving employment and wages, and, beginning in
June 2015, the collection and remittance of sales tax by Amazon and other online-only retailers on their
Ohio sales. The passage of Ohio House Bill 49 (H.B. 49), which went into effect July 1, 2017, contributed
to another jump in relevant retail sectors’ percent contribution to sales and use tax revenues, as most
sales tax revenues attributable to the Finance and Insurance sector were diverted from the General
Revenue Fund (GRF) to a non-GRF fund. 29 Corresponding with the COVID-19 pandemic, relevant retail
sectors’ share of sales and use tax revenues increased to 53.8 percent during the first half of 2020. This
represents a 3.2 percentage point increase from the second half of 2019. Relevant retail sectors’ share
of sales and use tax revenues continued to increase throughout 2020 and the first half of 2021. It
reached 54.8 percent during the first half of 2021 and was the greatest since the start of 2012. Relevant
retail sectors’ share of sales and use tax revenues decreased during the second half of 2021 and the
first half of 2022.
Figure 1 also displays the semiannual total sales and use tax revenue collected in Ohio, as well as the
portions accounted for by taxes from total retail and relevant retail sales. Total revenues rose steadily
from their recent low point in 2012 through 2013, when they surged upward. Total revenues experienced
year-over-year declines in 2017 and 2018 coinciding with H.B. 49. The COVID-19 pandemic has
impacted total sales and use tax revenues during the first half of 2020. Total revenues declined by 6.8
percent in the first half of 2020 compared to the first half of 2019, however, total revenues increased
25.0 percent in the first half of 2021 compared to the first half of 2020. Total revenues continued to
increase through the second half of 2021 and the first half of 2022.
Total and relevant retail tax revenues have exhibited consistent year-to-year increases since the Great
Recession. Relevant retail and total retail tax revenues both experienced declines in the first half of 2020
compared to the second half of 2019. Relevant retail tax revenues declined by 4.9 percent, while total
retail tax revenues declined by 6.4 percent. Compared to the first half of 2019, relevant retail tax
revenues increased by 0.3 percent and total retail tax revenues declined by 1.1 percent during the first
half of 2020. Relevant retail tax revenues experienced year-over-year growth of 12.7 percent during
the second half of 2020 and 27.5 percent during the first half of 2021. Similarly, total retail tax revenues
experienced year-over-year growth of 11.6 percent during the second half of 2020 and 27.5 percent
during the first half of 2021. Year-over-year growth in relevant retail tax revenues was 9.0 percent in
the second half of 2021 and 2.4 percent in the first half of 2022. Similarly, year-over-year growth in
total retail tax revenues was 8.4 percent in the second half of 2021 and 1.9 percent in the first half of
2022.

28
Prior to 2015, nonstore retailers were not included among relevant retail sectors for forecasting state retail sales.
Inclusion is consistent with current national forecasts including the National Retail Federation.
29
(Miller, 2018)
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Figure 1: Semiannual Ohio Sales and Use Tax Revenues and Retail Shares in Millions,
January 2012–June 2022
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Source: Ohio Department of Taxation.

In addition to sales and use tax revenues obtained from the Ohio Department of Taxation, the Economics
Center collected and analyzed data on employment and wages in Ohio, as well as national retail sales,
household debt, inflation, and consumer confidence. The state and regional forecasting models also
include variables indicating the occurrence of a recession and the implementation of the tax on goods
purchased online. Table 2 lists the variables used in the development and estimation of the forecast, as
well as sources and most recent observations.
Table 2: Data for Forecast
Measure

Source

Most Recent
Observation

Ohio sales and use tax revenues and rates

Ohio Department of Taxation

August 2022

Ohio total and county wages and salaries

U.S. Bureau of Labor Statistics

March 2022

Ohio total nonfarm employment

U.S. Bureau of Labor Statistics, retrieved from FRED,
Federal Reserve Bank of St. Louis

Ohio county employment

U.S. Bureau of Labor Statistics

Household debt service payments as
percent of disposable income

Board of Governors of the Federal Reserve System,
retrieved from FRED, Federal Reserve Bank of St. Louis

U.S. retail trade

U.S. Census Bureau

Consumer Confidence Index

The Conference Board

October 2022

Midwest Consumer Price Index

U.S. Bureau of Labor Statistics, retrieved from FRED,
Federal Reserve Bank of St. Louis

October 2022

National Bureau of Economic Research
(NBER) recession indicator

Federal Reserve Bank of St. Louis, retrieved from FRED,
Federal Reserve Bank of St. Louis

October 2022

September 2022
March 2022
April 2022
September 2022
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The Economics Center utilized a Vector Auto Regression (VAR) model to forecast Ohio relevant retail
sales for the upcoming period. The VAR model is a standard macroeconometric approach which takes
into account the movements of all included variables over the time period considered, developing
internal predictions for data that do not have observed values for the forecast period. Thus, the model
forecasts future values for Ohio retail sales as well as future values for employment, wages, consumer
confidence, household debt, and inflation.
For the regional models, regional earnings and employment were included in lieu of statewide earnings
and employment. Regions comprise the counties contained within the geographic boundaries of the
metropolitan statistical areas (MSAs) under analysis. For MSAs with multi-state areas, only the Ohio
counties are included. Figure 2 illustrates the regions used in the analysis.
Figure 2: Ohio Metropolitan Statistical Areas

Ashland

Source: Map developed by Economics Center.
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Retail Spending and Forecast Results

Total retail sales growth in Ohio, as estimated with sales and use tax revenue data, experienced a 0.6
percent increase during the first half of 2022 compared with the second half of 2021. Over this same
period, relevant retail sales increased by 1.0 percent. Total retail sales and relevant retail sales
experienced year-over-year growth of 1.9 percent and 2.4 percent, respectively, between the first six
months of 2021 and the first six months of 2022. Meanwhile, relevant retail spending over the 12 months
ending June 2022 exceeded spending over the 12-month period ending June 2021 by 5.6 percent.
Relevant retail spending over the last six months of 2021 exceeded spending over the last six months
of 2020 by 9.0 percent. These findings suggest that although relevant retail sales growth in Ohio in
recent years has been spread across the year, larger gains were experienced during the second half of
the year.
Figure 3 displays estimated monthly relevant retail sales for Ohio from January 2018 through June 2021
and forecasted estimates for July 2021 through January 2022. Seasonal spikes in relevant retail sales
are seen in October and, to a lesser degree, December. During 2021 and 2022, spikes in estimated
relevant retail sales were also seen from January through May.

Relevant Retail Sales ($M)

Figure 3: Ohio Relevant Retail Sales by Month in Millions, January 2018–January 2023
$14,000
$12,000
$10,000
$8,000
$6,000
$4,000
$2,000
$0

Month
2018

2019

2020

2021

2022

2023

Source: Economics Center analysis.

Statewide Forecast
The Economics Center projects a 3.4 percent increase in holiday relevant retail spending in
2022 compared to 2021.
The Economics Center estimates holiday relevant retail revenues of $31.3 billion statewide in 2022
during the October to December holiday season. This compares to nearly $30.3 billion in holiday relevant
retail revenues during the 2021 holiday season. The forecasted growth rate of 3.4 percent in holiday
relevant retail sales in Ohio is slightly lower than national forecasts, which range from 4.0 percent to
8.0 percent. 30 As illustrated in Figure 4, nominal holiday relevant retail sales in Ohio rebounded to prerecession levels in 2016. Relevant retail sales growth in Ohio was 13.2 percent between the 2019 to
2020 holiday spending season and 6.4 percent between the 2020 to 2021 holiday spending season.
30

(Deloitte 2022b); (National Retail Federation 2022)
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National forecasts project a continued increase in e-commerce sales as consumers continue to focus
more on online shopping. Deloitte is forecasting a 12.8 to 14.3 percent increase in e-commerce sales in
2022 compared to 2021, while the National Retail Federation is expecting online and non-store sales to
grow by 10.0 percent to 12.0 percent. 31
According to the 2022 annual holiday consumer survey from PwC, 57.0 percent of consumers will do
most of their shopping online this holiday season. 32 Holiday shoppers this season are seeking fast
delivery as same-day or next-day delivery by the retailer or delivery service is expected to increase by
a combined 9.0 percentage points compared to the 2021 season. 33 Further, shoppers are also likely to
make purchases online and utilize curbside and in-store pick-up. 34 In addition to the increase in online
shopping, 80.0 percent of consumers plan to use contactless payment options for their shopping this
holiday season. 35

Holiday Season Relevant Retail
Sales ($M)

Figure 4: Ohio Historical and Forecasted Holiday Relevant Retail Sales in Millions,
2005–2022
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Source: Economics Center analysis.

Regional Forecast
The Economics Center forecasts that holiday relevant retail sales will increase in all nine of the metro
regions analyzed in 2022 compared to 2021, although the magnitudes and growth rates vary
considerably, as shown in Table 3. Mansfield is expected to experience the largest increase in relevant
retail sales (17.5%) from the previous year followed by Toledo (11.0%) and Youngstown (10.5%). The
State’s largest metro areas – Columbus, Cleveland, and Cincinnati – again are expected to account for
more than half (54.0%) of estimated holiday relevant retail sales. Of all the metro regions analyzed,
Columbus, Cleveland, and Cincinnati are forecasted to experience the smallest increase in holiday
relevant retail sales in 2022 compared to 2021.

31
32
33
34
35

(Deloitte 2022b); (National Retail Federation 2022)
(PwC 2022)
(Deloitte 2022a)
(Deloitte 2022a)
(PwC 2022)
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Table 3: Ohio Regional 2022 Holiday Relevant Retail Sales Forecast in Millions
Metro
Area

2021 Sales

2022 Forecast

Growth Rate
(2021-2022)

Share of
State 2022

Akron

$1,847

$1,998

8.2%

6.4%

Cincinnati

$4,845

$4,857

0.2%

15.5%

Cleveland

$5,386

$5,591

3.8%

17.9%

Columbus

$6,291

$6,459

2.7%

20.6%

Dayton

$2,073

$2,182

5.3%

7.0%

Lima

$268

$281

4.9%

0.9%

Mansfield

$286

$336

17.5%

1.1%

$1,566

$1,738

11.0%

5.5%

$984

$1,087

10.5%

3.5%

Toledo
Youngstown

Source: Economics Center analysis.

Economic Conditions
Overall, economic indicators reflect improvement since the start of the COVID-19 pandemic and the
brief economic recession in 2020. Employment, wages, and consumer confidence have all increased
since Q2 2020. Despite some recovery, employment and consumer confidence remain below prepandemic levels. Household wealth continues to be strong and is bolstered by increasing housing prices
and low income-to-debt ratios. The Federal Reserve has increased interest rates by three-quarters of a
point, representing the fourth consecutive interest rate hike. 36 The short-term borrowing rate now has
a target range of 3.75 percent to 4.00 percent, which is the highest level since January 2008. 37
Additionally, inflationary growth is at record levels, leaving many consumers worried about the economy.

Employment and Wages

Prior to 2020, Ohio had experienced sustained overall employment growth since 2012 with slowed
growth beginning in 2017. Employment growth between 2018 and 2019 was slower in Ohio than
nationally as employment growth in Ohio was 0.6 percent compared with national employment growth
of 1.3 percent. The COVID-19 pandemic has affected employment both nationally and in Ohio. Between
2019 and 2020, Ohio employment decreased by 5.9 percent compared to an employment decrease of
5.8 percent nationally. Between 2020 and 2021, Ohio employment grew by 2.1 percent compared to
national employment growth of 2.8 percent, indicating a slower employment rebound in Ohio.
Employment in Ohio during Q3 2022 remains approximately 0.2 percent, or 29,400 workers, less than
pre-pandemic employment in Q1 2020. As exhibited in Figure 5, quarterly total nonfarm employment
also exhibits clear seasonality, with annual peaks during Q4 reflecting increased labor demand during
the holiday season.

36
37

(Cox 2022)
(Cox 2022)
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Figure 5: Ohio Total Quarterly Nonfarm Employment in Thousands, Q1 2012–Q3 2022
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Source: U.S. Bureau of Labor Statistics, retrieved from FRED, Federal Reserve Bank of St. Louis.

Total Ohio wages and salaries exhibited positive annual growth from 2010 through 2020, however,
wages and salaries in Ohio experienced a sharp decline in Q2 2020 as a result of the COVID-19
pandemic. Figure 6 illustrates quarterly wages and salaries in Ohio from Q1 2012 through Q2 2022.
Prior to Q2 2020, the last time-period in the sample in which wages and salaries declined from the
previous quarter was Q1 2018. Between Q1 2020 and Q2 2020, wages and salaries in Ohio declined by
7.3 percent. Wages and salaries nationally decreased by 6.5 percent during the same period. Between
Q2 2020 and Q2 2022, wages and salaries nationally have rebounded 23.5 percent, whereas wages and
salaries in Ohio have rebounded 21.1 percent.
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Figure 6: Ohio Total Quarterly Wages and Salaries 38 in Billions, Q1 2012–Q2 2022
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Source: Federal Reserve Bank of St. Louis and U.S. Bureau of Economic Analysis, retrieved from FRED, Federal
Reserve Bank of St. Louis.
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Seasonally adjusted.
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Consumer Confidence

As measured by the Conference Board’s Consumer Confidence Index and displayed in Figure 7,
consumer confidence experienced overall growth between 2012 and the start of 2020. Consumer
confidence reached its peak in October 2018 and dropped dramatically in 2020 as a result of the COVID19 pandemic. During 2020, consumer confidence reached its peak in February, followed by a 47-point
drop to the lowest point in April. This represents a 35.4 percent decrease in consumer confidence
between February and April of 2020. Consumer confidence also experienced a 14-point decrease
between October and December 2020. Month-over-month declines in consumer confidence were
experienced between January and February of 2022 as well as May and July of 2022. Between December
2020 and October of 2022, consumer confidence has partially recovered with a 15-point increase in
consumer confidence, or approximately 17.7 percent.
Figure 7: Consumer Confidence Index, January 2012–October 2022
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Source: The Conference Board.

Household Wealth

Houses in an appreciating real estate market tend to be a source of household wealth. Growth in the
house price index, as shown in Figure 8, has steadily increased since 2012 and began experiencing
accelerated growth in January 2017. The house price index for Ohio increased by 4.9 percent, or
approximately 1.2 percent per quarter, between Q2 2019 and Q2 2020. Between Q2 2020 and Q2 2021,
the house price index in Ohio increased by 12.2 percent. This represents an increase of 2.9 percent per
quarter. Additionally, the house price index for Ohio increased by 18.4 percent, or 4.3 percent per
quarter, between Q2 2021 and Q2 2022. This means that the house price index for Ohio increased by
32.8 percent over the last two years. The growth in the house price index for Ohio has outpaced total
wages in Ohio in recent years. Specifically, the growth in the house price index for Ohio was 18.4 percent
between Q2 2021 and Q2 2022 compared to growth of 8.6 percent in total wages in Ohio. This suggests
that households in Ohio are spending an increasing share of their disposable income on mortgage
payments.
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Figure 8: Ohio House Price Index, All Transactions, Q1 2012–Q2 2022
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Source: U.S. Federal Housing Finance Agency, retrieved from FRED, Federal Reserve Bank of St. Louis.

As shown in Figure 9, household debt payments as a share of disposable income remain lower than a
ten-year high of 10.2 percent in Q1 2012. Household debt payments as a share of disposable income
dropped from 9.9 percent in Q1 2020 to 8.9 percent in Q2 2020. This represents a 1.0 percentage point
decline. Household debt payments as a share of disposable income have since increased to 9.6 percent
in Q2 2022 but remain lower than pre-pandemic levels.
The COVID-19 pandemic and associated stay-at-home and social distancing orders led to an initial
decrease in household debt among consumers. According to the Federal Reserve Bank of New York,
total household debt decreased by 0.2 percent, or approximately $34.0 billion, during Q2 2020,
however, total household debt has increased each quarter between Q3 2020 and Q3 2022. 39
Additionally, loan forbearances, offered through the CARES Act or voluntarily offered by lenders, led to
declines in delinquency rates. The COVID-19 pandemic has resulted in more than $2.3 trillion in loans
entering forbearance for more than 70 million consumers between March 2020 and May 2021. 40 The
stimulus checks and increased unemployment insurance benefits may also have affected household debt
payments’ share of disposable personal income. For example, consumers reportedly spent
approximately 31.0 percent of their stimulus checks on debt. 41

39
40
41

(Federal Reserve Bank of New York 2020); (Federal Reserve Bank of New York 2022)
(Cherry, et al. 2021)
(Coibion, Gorodnichenko and Weber 2020)
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Percent of Disposable Income

Figure 9: Household Debt Payments’ Share of Disposable Personal Income 42,
Q1 2012–Q2 2022
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Source: Board of Governors of the U.S. Federal Reserve, retrieved from FRED, Federal Reserve Bank of St. Louis.

Retail Trade and E-Commerce

National relevant retail trade volumes increased steadily between 2012 and 2019, as shown in Figure
10. Full-year national relevant retail sales exceeded nearly $3.7 trillion in 2019 after reaching more than
$3.5 trillion in 2018. National relevant retail sales increased to $3.9 trillion in 2020 amid the COVID-19
pandemic and continued to increase to $4.5 trillion in 2021. Additionally, national relevant retail sales
during the first nine months of 2022 totaled nearly $3.5 trillion compared to $3.2 trillion during the first
nine months of 2021 and $2.8 trillion during the first nine months of 2020. This represents a 23.7
percent increase in national relevant retail sales between the first nine months of 2020 and the first
nine months of 2022. Unsurprisingly, relevant retail sales exhibit distinct seasonality, with the highest
volumes each year in December and, to a lesser degree, November.

42

Seasonally adjusted.
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Relevant Retail Sales ($B)

Figure 10: Monthly U.S. Relevant Retail Sales in Billions 43, January 2012–September 2022
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Source: U.S. Census Bureau Retail Trade Survey.

Growth in e-commerce sales has been the primary driver of overall retail sales growth in recent years.
After constituting 5.2 percent of total retail sales in Q1 2012, e-commerce accounted for 14.5 percent
of all U.S. retail sales in Q2 2022. The COVID-19 pandemic has shifted spending patterns among
consumers resulting in e-commerce sales accounting for 16.4 percent of total retail sales during Q2
2020. This represents a 4.5 percentage point increase from Q1 2020. As shown in Figure 11, quarterly
e-commerce sales exceeded $257.0 billion in Q2 2022, after averaging approximately $202.9 billion in
2020 and $240.0 billion in 2021.
Figure 11: U.S. E-Commerce and Total Retail Sales 44 in Billions, Q1 2012–Q2 2022
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Source: U.S. Census Bureau, retrieved from FRED, Federal Reserve Bank of St. Louis.

43
44

Seasonally adjusted.
Seasonally adjusted.
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As illustrated in Figure 12, year-over-year growth in e-commerce sales greatly exceeded that of all retail
sales between 2012 and 2020. Between 2016 and 2019, year-over-year growth in e-commerce retail
sales ranged from 9.3 percent to 17.3 percent, compared to growth of all retail sales of 5.7 percent or
less. The COVID-19 pandemic has shifted spending patterns among consumers, which is reflected in the
dramatic increase in year-over-year growth illustrated throughout 2020. E-commerce sales increased
by 52.7 percent in Q2 2020 compared to Q2 2019, while total retail sales decreased by 4.1 percent. The
dramatic drop in year-over-year growth in e-commerce sales during Q2 2021 reflects the increase in ecommerce sales in Q2 2020 and the return to normal levels of e-commerce sales in Q2 2021. During
Q2 2022, the year-over-year growth in both e-commerce sales and all retail sales was 6.8 percent. This
indicates the growth in e-commerce sales is slowing and is more in line with the growth in all retail
sales.
Figure 12: Year-over-Year Growth in U.S. E-Commerce and Total Retail Sales 45,
Q1 2012–Q2 2022
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Source: U.S. Census Bureau, retrieved from FRED, Federal Reserve Bank of St. Louis.

Within Ohio, sales tax revenues derived from nonstore retailers provide a proxy for e-commerce activity.
As depicted in Figure 13, revenues have trended upward overall since 2011 and have exhibited a
consistently high growth since 2012. Annual growth averaged 21.6 percent between 2013 and 2018,
but annual growth in 2019 was 50.9 percent. The nominal growth in 2019 of $236.5 million is the largest
annual revenue jump between 2009 and 2019. The COVID-19 pandemic accelerated this growth with
nominal growth of $607.1 million between 2019 and 2020. This represents an 86.6 percent increase in
tax revenues. Tax revenue grew by 24.6 percent between 2020 and 2021, which reflects a return to
pre-pandemic growth rates. The nominal growth in 2021 was $321.8 million. Notably, beginning in June
2015, Amazon began collecting and remitting sales tax on its own sales in Ohio, and other online-only
retailers have since followed suit. 46 This has boosted retail sales tax revenues overall and tax revenues
from nonstore purchases in particular.

45
46

Seasonally adjusted.
(Williams, 2015)
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Figure 13: Annual Ohio Sales Tax Revenues from Nonstore Retailers in Millions,
2011–2021
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The rise in online and mobile shopping is forcing brick-and-mortar retailers to compete both in terms of
mode of purchase and advertising channels. The ease of shopping provided by online and mobile
platforms allows customers to discover new products and vendors more easily and bargain shop during
the year in advance of the holiday season. Moreover, brand recognition is increasingly important to
shoppers, prompting retailers to court potential customers through special deals and sales events and
to appeal to their charitable and philanthropic preferences.
Digital and mobile technology means that consumers are generally more informed and empowered to
research their purchases before they arrive at the store. The increased speed of shopping also creates
challenges for retailers in terms of optimizing inventory. 47

Inflation

Inflationary growth, as measured by the Midwest Consumer Price Index, has been positive since 2015
but modest through 2020, at less than 2.2 percent annually, however, there has been a significant
increase in inflationary growth beginning in 2020. Between October 2020 and October 2021, inflationary
growth was 6.6 percent. Furthermore, inflationary growth was 7.4 percent between October 2021 and
October 2022. As exhibited in Figure 14, several months over this time period have been marked by
negative month-to-month changes in the inflation rate, however, the month-to-month change in the
inflation rate was positive between December 2020 and June 2022. Inflation has been increasing more
sharply over the past two years, and higher inflationary growth has been eroding the purchasing power
of the consumer.

47

(Deloitte, 2016); (Deloitte, 2018)
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Figure 14: Midwest Consumer Price Index, January 2012–October 2022
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Summary
The Economics Center forecasts an increase in statewide holiday relevant retail sales of 3.4 percent for
2022. Total statewide holiday sales are expected to reach $31.3 billion, up from nearly $30.3 billion in
2021. Compared to 2021, more holiday spending is expected to occur in all nine of the metro regions
analyzed in Ohio. Mansfield, Toledo, and Youngstown are forecasted to experience the largest increase
in relevant retail sales in 2022. The three largest areas – Columbus, Cleveland, and Cincinnati – will
again account for more than half of sales. Following trends in recent years, consumers continue to focus
more on online shopping, with online retailers expected to increase their share of the holiday retail
market.
Key indicators influencing the Economics Center’s forecast of statewide sales during the 2022 holiday
season continue to reflect rebounds amid the COVID-19 economic recovery. Employment, wages, and
consumer confidence have all experienced overall growth since the start of the COVID-19 pandemic,
but employment and consumer confidence remain below pre-pandemic levels. Inflation has sharply
increased in the past two years, resulting in the highest interest rates since 2008. Debt-to-income ratios
have been slowly increasing over the past year, while home prices have skyrocketed. Retail sales data
from the past two decades suggest that economic indicators and consumer confidence are the best
predictors of holiday sales.
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