
2023 TRENDS AND
PREDICTIONS

I n s i g h t s

After a year shaped by inf lation and uncertainty,
what does 2023 have in store for direct and

digital  marketers?
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INTRODUCTION

HOW CAN MARKETERS
PREPARE FOR 2023?

Monitor for emerging
competitor threats
Communicate proactively with
customers
Share messages that are
relevant and timely

27%
Despite recessionary

pressures in 2022,
marketing volumes were up
y/y. Competiscan panelists
received a 27% increase in

direct mail marketing
compared to 2021.
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Economic concerns touched most
industries in 2022, as inflation,
uncertainty, and rate increases
dominated headlines. However,
despite recessionary pressures,
marketing volumes were up y/y. In
2022 the average consumer
received 27% more solicitations in
their mailbox and 30% more emails
in their inbox compared to the year
prior. 

Competiscan anticipates that
while economic concerns will
continue to define the marketing
landscape for 2023, marketers will
continue to innovate to adapt to
the changing environment. 
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FINANCIAL SERVICES
Financial services marketing volumes are closely tied to macroeconomic

events. Rate increases, inflation, rising delinquencies are all topics that will be
top of mind for financial services marketers in 2023.
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BANKING
Competition will remain heated
for high interest products like
CDs, Money Market and High Yield
Savings accounts in 2023.

Interest rate increases in 2022 presented
an opportunity for marketers to promote
competitive rates on deposit products,
and as a result direct mail and email
volumes for CD and Money Market
accounts grew exponentially. In 2023,
retaining and attracting deposits from
high yield competitive alternatives will
continue to translate into elevated
marketing volumes in this category. 

230%
Competiscan observed
a 230% increase in CD
and Money Market
direct mail and email
campaigns in 2022
compared to the year
prior

Banks will increasingly rely on
artificial intelligence for customer
service, financial wellness, and
fraud prevention.

Several notable AI features were
launched in 2022. Tools like virtual
assistants, once only popular with
national banks, are increasingly being
offered from community banks and
credit unions alike. Virtual Assistants can
provide tailored customer service,
bridging potential gaps in customer
experience. In 2023 we anticipate more
AI-powered launches, especially for
financial management tools.

In Q3 2022, Competiscan estimated that
over 83M email communications
addressing fraud were sent - the highest
volume observed to date. To keep up
with the rapidly changing fraud
landscape, we anticipate that banks will
continue to rely on AI-powered tools to
detect, prevent, and respond to
fraudulent activity in 2023. 
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CREDIT CARDS
Inflation will continue to impact consumers and credit card usage in
2023. 

U.S. inflation in 2022 reached a 40-year high and drove up costs of everyday goods
and services, which included record-breaking prices at the gas pump. Despite
purchasing power being diminished, consumer demand and spending remained high
in 2022. This resulted in one of the largest jumps in credit card debt seen in recent
history. The New York Fed* reported that the 15 percent year-over-year increase in
credit card balances in Q3 2022 marked the largest in more than twenty years.
 
To match the credit demand in 2022, Competiscan observed competition in the
mailbox surpass pre-pandemic levels. In addition, it was another steady year of new
card launches and countless updates and enhancements to product benefits. From
Competiscan’s point of view, we have yet to see the changing market translate into a
slowdown in credit card marketing. However, the combination of inflation, rising credit
card debt, and lower purchasing power will undoubtedly impact consumers and
credit card usage in 2023. 
 
We expect to see a change in product mix and offer constructs in 2023.

While Competiscan anticipates card acquisition campaigns to remain strong, it is
likely that some specific product types might not fit the current demand. Notably,
crypto-based cards or the option of crypto rewards will likely trail off for now due to
the current unpredictability of cryptocurrency. In addition, with the Federal Reserve’s
steady increase to the Prime Rate, sub-prime cards are the most volatile in pricing. We
may see their ability to remain competitive die down in the coming year, especially for
those products that lack rewards or balance transfer promotional pricing. Conversely,
the increase in the Prime Rate will continue to play to the strength of Buy Now, Pay
Later (BNPL) service providers, given their ability to offer consumers an interest-free
payment option. 
 
We may also see issuers scale down the super-rich sign-on bonuses, trim back on
promotional pricing lengths, or no longer waive the balance transfer fee during the
introductory period. With existing portfolio management, we could anticipate some
reduction in promotional rate offers along with a more conservative approach to
credit line management, such as fewer instances of credit line increases.
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Competiscan predicts a growing emphasis on security, which
could translate into higher promotion of digital wallets and other
security-related offerings.

Spikes in email campaigns to existing cardholders occurred throughout the year,
referencing the security of cardholder information and fraud/scam awareness.
This increase was driven by heightened identity theft risks and a newsworthy
threat that occurred in 2022 known as the Zelle payment scam. 

Virtual account numbers and the ability to mask account information, not only
online but also in-store, will likely become a higher-priority offering. The
marketing of identity theft solutions and credit monitoring benefits will become
more widespread, and digital wallet adoption will remain a key initiative. While
issuers like Capital One offer virtual account numbers through Eno and American
Express offers its SafeKey solution for online purchases, digital wallets can be a
universal solution to offer a safer checkout experience. Interestingly, we observed
issuers position digital wallets as a “touch-free” way to pay during the height of
the pandemic, but the value proposition morphed in 2022. This payment option
is now equally positioned as a “secure” way to pay both online and in-store.
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77%
Competiscan observed
close to 88M
cardholder emails
focused on security in
2022, a 77% increase in
volume  y/y.
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With interest rates at elevated levels, Competiscan anticipates that
credit unions will continue to increase their market share in the auto
finance category. 

Throughout 2022, multiple credit unions outpaced national and regional banks in
auto finance marketing volumes. As vehicle prices and interest rates climbed
throughout the year, credit unions were uniquely suited to offer competitive rates and
incentives. 

AUTO FINANCE
With improved inventory in 2023,
Competiscan anticipates that
purchase loan marketing volumes
will begin to show signs of recovery.

Inventory challenges have caused a
stagnation in purchase loan direct mail
volumes within the auto finance category
since 2019. In 2022, purchase loan offers
accounted for only 44% of offers observed,
as the distribution began to favor
refinance loans. At the same time, multiple
banks and lenders have made substantial
investments in improving the digital
shopping experiences within the auto
finance category. Competiscan
anticipates that as supply begins to return
to pre-pandemic levels, marketing
volumes promoting purchase loans will
begin to as well.  
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HOME LOANS
Interest rates will remain high,
furthering the decrease in
homebuying and mortgage demand.
 
Homebuyers are likely to continue to face
roadblocks in homebuying with high interest
rates, high home prices, and low inventory in
2023. The silver lining is that lenders and
mortgage companies will need to respond
and address these challenges by offering
unique borrowing options and high-value
sign-on incentives. Wholesalers ramped up
their buydown product offerings for their
brokers’ portfolios in the second half of 2022
and lenders promoted “Lock & Shop” options
for consumers. These products or similar
loans could expand or become more
frequently available for borrowers in the
upcoming year. 
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Additionally, sign-on perks like lender or closing cost credits, down-payment
assistance grants, statement credits, or on-time closing guarantees will be
highlighted as the prominent value-adds in mortgage marketing. For current
homeowners, lower-rate home financing options like HELOCs could continue to be a
viable option for lending needs. Furthermore, Competiscan observed flat HELOC mail
volumes throughout 2022, also indicating the stability of these products. 
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PERSONAL LOANS
Personal loan marketing will be heavily focused on consolidating high-
interest debts.

With high inflation rates, increasing interest rates, and a threat of a recession,
delinquency rates are expected to rise for loans and credit cards. Personal loan
acquisition offers will have an increased emphasis on consolidating high-interest
credit card and loan debt in response to high delinquency rates. Direct mail and
email volumes throughout 2023 will remain volatile as there continues to be
uncertainty in the financing environment. 
 
To keep up with the uncertainty in the financing environment, traditional lenders and
banks will need to focus on digital personal loan processes with quick approvals to
keep up with fintechs. The personal lending market is competitive and fintechs have
an advantage over traditional lenders with their fast-paced technology and
processes that can easily adapt to changes and challenges. 
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STUDENT LOANS
Implications from federal loan forgiveness and legal challenges remain
to be seen.

Earlier this year, President Biden announced that borrowers below a certain income 
threshold would be eligible to apply for between $10,000 to $20,000 in federal student
loan forgiveness. While many borrowers have already applied for loan forgiveness,
federal courts have blocked the debt relief plan and are no longer allowing new
applications. As legal challenges continue, a new hearing for federal loan forgiveness
was scheduled by the Supreme Court for late February 2023. As the pause on
repayment continues into 2023, Competiscan anticipates that lenders will continue to
encourage customers to refinance their remaining loans.
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BUY NOW, PAY LATER
Buy Now, Pay Later (BNPL) growth may slow down in 2023.

According to industry research, app downloads decreased by approximately 59%
between Q4 2020 and Q1 2021. In addition, the major players in the BNPL space
continued to post significant losses in 2022. 
 
Despite these factors, Competiscan observed a 23% increase in estimated email
volume from Q3 2021 to Q3 2022. Promotions for PayPal Monthly, launched in June
2022, likely contributed to the noteworthy spike in mail volume. The YoY mail volume
increase across the five major BNPL firms was 84%.

As competition intensifies, we expect companies to increase marketing efforts and
offer more benefits (e.g., no fees, discounts, rewards programs, partnerships, etc.) to
attract and retain customers.
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BNPL firms will continue to transform the shopping experience.

In 2023 and beyond we anticipate that more BNPL companies will diversify their
business models to bolster profits, similar to Klarna. In October 2022 Klarna released a
suite of technological innovations, packaged as Klarna Spotlight, in a move that
immediately distinguished the brand from other BNPL companies. It is likely more
firms will follow suit by expanding search capabilities, improving shopping
technology, and incorporating retailers and content creators into the overall
experience.
 
The BNPL industry may be subject to stronger regulations. 

In 2022 the U.S. Consumer Financial Protection Bureau (CFPB) announced plans to
“issue guidance” in order to oversee BNPL firms, which (unlike banks, credit unions,
securities firms, etc.) are not currently subject to rules governing consumer lending.
As concerns over privacy, security and risk of consumer debt continue to loom over
the BNPL ecosystem, we assume the CFPB will maintain the position that BNPL firms
should be examined as closely as credit card companies and will continue pushing
for comparable regulations.



B2B FINANCIAL
SERVICES
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Buy now, pay later marketing will expand within business financial
sectors.

The consumer financial sectors have been flooded with buy now, pay later entrants
and options in recent years. The marketing of pay-over-time availability will likely
permeate the business sector more substantially in 2023. Within B2B, we can expect
to see BNPL primarily promoted in small business card communications, however,
there may even be introductions of unique business lending products with these
payment features. 

Economic anxiety will further the
demand for small business
resources.

Inflation and the presumption of a
recession remain top concerns among
small business owners as 2022 closes
out. Lenders, issuers, and banks will
continue to provide current market
insights and trends for their small
business customers in 2023. Additionally,
educational events will continue to be
hosted in the form of webinars, podcasts,
and in-person workshops that are
focused on resiliency and business
growth. 



FINANCIAL SERVICES
CONSIDERATIONS

FOR CANADA
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BANKING
Rate hikes will lead to sustained
competition.

In 2022 Canadian institutions faced
tremendous pressure as the Bank of
Canada raised interest rates in each
quarter of the year. With more rate hikes
expected for 2023, Competiscan
anticipates continued cross-selling of
deposit products and marketing of
products that have benefited from rate
increases such as interest-bearing
checking and savings accounts, CDs,
and GICs. We also anticipate that banks
will remain competitive by presenting
limited-time offers, fee-free options,
special rates, cashback incentives, etc.,
to attract new deposit customers. 

Banks will continue to innovate to
reach new population segments.

After the war in Ukraine began in early
2022, Canada saw an increase in its
immigrant population, which led to
banks competing for new immigrants
as a key source of growth. Competiscan
anticipates that institutions will continue
to market to immigrants with bundled
offers including fee-free deposit
products and wire transfer capabilities.
As travel restrictions between the U.S.
and Canada decreased in 2022, the
demand for cross-border banking
increased. We expect this trend to
continue to include individuals who earn
U.S. dollars, travel across the border
regularly, or live in the U.S. part-time. 



PERSONAL LOANS
Personal lenders will lean on unique incentives in 2023.

Competiscan expects the personal lending industry in Canada to continue to be
affected by inflation. We also anticipate the continued offering of rate locks on loans
and lines of credit to alleviate the anxiety of borrowers. Banks are also expected to
face more competition as competitors like TD Canada Trust expand lending
capabilities with Canada Post and new fintech companies, like Propel, enter the
market. We anticipate that institutions will continue to offer traditional and non-
traditional incentives, such as cashback, deferred payments and merchandise to
attract new customers and retain existing borrowers. 

HOME LOANS
Marketing volumes will remain
low in the first six months of 2023.

After a year of inflation and the
uncertainty of more rate hikes, Canadian
institutions will continue to brace for
impact. It is likely that as rates increase,
borrowers will have more trouble
qualifying for traditional lending and will
turn toward lending alternatives through
mortgage investment corporations.
Competiscan expects to see lenders
remain competitive by offering cashback
or closing cost incentives, special rates
for new borrowers, and cross-selling. It is
possible that the Bank of Canada will
increase rates in the first half of 2023,
which may cause refinancing demand
and marketing spend to remain low in
the first six months of the year.
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INVESTING &
RETIREMENT

As murmurs of a potential recession linger into 2023, financial institutions
will look to ease investors’ fears. Competiscan expects more conservative
investment vehicles to be promoted in 2023, including guaranteed returns

on uninvested funds (aided by the current higher interest rate
environment) and income annuities within retirement plans.
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PERSONAL INVESTING
We expect to see more features and personalization introduced with
robo-advice products in 2023. 

We expect the robo advisor market to expand in several ways in 2023. First, robo
advisors will offer more customizability in the portfolios investors can choose from.
Second, robo advisors will incorporate more features of traditional retirement plans by
offering benefits like automatic contribution increases and contribution matches. Robo
advisors are already more personalized and portable than traditional retirement plans,
and in the current employment market, their simplified investing model could be
viewed as a viable alternative to a 401(k). Third, more brokerages and fintechs will offer
clients a guaranteed return on their investments in order to keep them calm and
invested in a volatile market. Fourth, more regional banks and credit unions will offer
automated investing services to their clients in 2023. Finally, as robo-advisors become
more ubiquitous, we’ll see more offered with a lower minimum investment requirement
– reducing the barrier to entry.
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Innovative products and plan designs will be introduced in 2023.

To increase retirement readiness, we expect to see plans offering innovative
products, including in-plan annuities providing participants with guaranteed lifetime
income (now more feasible with higher interest rates) and ESG portfolio options
(allowing participants to align their funds with their beliefs following the imminent
DOL ruling). We also expect to see PEPs and hybrid QDIAs grow in popularity –
especially following the passage of SECURE 2.0. 

Retirement plans will be used
to encourage employee
retention.

Given the tight labor market heading
into 2023, retirement plans will be a
critical benefit for employers looking
to retain their workforce. Given this,
Competiscan expects to see more
participant messaging that illustrates
how their contributions are impacting
their future retirement. This could be
in the form of goal tracking, so the
participant knows if they’re saving
enough.

Retirement



INSURANCE &
WORKSITE
BENEFITS

Marketing volumes in the Insurance sector have shown resilience since the
COVID-19 pandemic. Competiscan anticipates insurance direct and digital
marketing will remain stable throughout 2023, and increase in sectors like

Medicare as more baby boomers age-in to eligibility and enrollment trends
continue to increase.

2023 Confidential & Proprietary. All Rights Reserved      14

HEALTH INSURANCE
Carriers will focus on preventive health and regular screenings.

One of the continued impacts of the COVID-19 pandemic and related shutdown has
been the disruption of health screenings and primary care provider interactions, which
is still being felt today. The American Medical Association surveyed consumers and
found that over 40% of people skipped medical care during the pandemic as medical
offices were limiting patient visits or the fear of COVID-19 exposure was heightened.
2022 saw carriers encouraging their members to contact their PCP and take
advantage of covered preventive health benefits. Competiscan anticipates this trend
to continue in 2023. Expect to see health plans leverage telehealth and at-home
services when reaching out to their members about screenings and check-ups and to
potentially enhance virtual support for patients with chronic conditions.
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Recently passed legislation will likely remain front and center
throughout 2023 as Congress and the Biden Administration
continue to try and tackle consumer price transparency concerns.

The Hospital Price Transparency Final Rule was passed in 2020, but there have
been congressional concerns over compliance from hospitals that we expect to
be monitored over the course of the next year. Additionally, a key aspect of the
No Surprises Act included protections against surprise billing which we expect to
be more fully be addressed by health plans and providers in 2023.

More health plans will focus on
offering inclusive benefits in 2023.

With workforces becoming more diverse,
health plans have increasingly strived to
provide more accessible benefits,
including gender affirming care and
behavioral health services. A recent
study from Willis Towers Watson found
that 80% of employers planned to take
steps to promote equity and inclusion
through their benefits packages, and our
team expects to see more health plans
focusing on ways to ensure their
services meet the needs of all members
throughout the next year.
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LIFE INSURANCE &
ANNUITIES
Life insurance marketing to
specific population segments
will increase as insurers try to
differentiate themselves in a
crowded marketplace.

In 2022, Competiscan observed life
insurers targeting specific sectors of
the population for a more specialized
marketing approach. This included
marketing material and product
brochures for women, high-net-worth
clients, millennials, and young parents
among other groups. With these
communications, consumers can feel
that their needs are addressed more
than with the generic one solution fits
all style marketing of the past. We
expect marketing of this type will only
continue to grow in 2023 as insurers
will still be looking for ways to
differentiate themselves in an
increasingly crowded market.

Inflation concerns will continue to drive interest in the best annuity
options to navigate ongoing market conditions.

On the Annuities side, many companies sent out marketing communications and
made product updates on the topic of inflation and market volatility. In 2022,
communications sent to producers saw a 33% increase in the mention of these
topics. Most of the messaging revolved around which annuities could weather the
storm and which products were right for this type of market downturn. In the new
year, these communications will remain top of mind for companies as consumers
are still concerned with economic turmoil.



Carriers will continue to
address inflation and rate
increases within marketing
materials.

Inflation rates increased steadily
for most of 2022 and this resulted
in some major adjustments being
made by carriers across most P&C
lines of business. These
adjustments included rate
increases, higher premiums, and
increases to inflation guards.
Carriers introduced a variety of
strategies to help agents retain
and sign new customers with
these rate increases. 
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Embedded insurance will continue to provide innovative solutions for
point-of-sale transactions in 2023.

According to industry expert Simon Torrance, embedded insurance could account for
over $700M in gross written premiums by 2030. During 2022, embedded insurance
innovations were evident across the entire landscape – with traditional carriers,
automakers, and insurtech companies. These digital advancements were made
possible through acquisitions, white labeling and partnerships. Due to the benefits of
embedded insurance for consumers – personalized products, one-stop shopping, and
reduced risk – we expect to see more carriers offering embedded insurance in 2023.

The strategies included promoting discounts the customer may not be taking
advantage of, UBI/Telematics programs, educating the customers on why rate
increases occurred, and in some cases recommending customers to increase
premiums in exchange for lower rates. With hints of a recession hitting in 2023, we
expect carriers to continue to employ some of these strategies as customers will be
searching for any way to save extra money during tough times.

Property & Casualty Insurance
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WORKSITE INSURANCE
Worksite insurers will continue to expand their focus on mental health
solutions to benefit both employees and employers.

The pandemic has significantly impacted the mental health of America’s workforce.
A survey revealed that more than 40% of employees are experiencing some
combination of mental health, performance, and stress issues since the COVID-19
pandemic began. Mental health not only effects the employee, as missed work and
lower productivity from employees experiencing poor mental health costs the US
economy billions in lost productivity annually. Competiscan anticipates that
carriers will continue to bolster their mental health offerings as mental health has
become top of mind for both employees and employers. 

Increased interest from employees in financial wellness tools will
continue to drive new solutions and tools in this space.

With uncertain economic conditions ahead, American workers are feeling the stress
of financial concerns going into the new year. Inflation and rising interest rates are
driving up living expenses, causing workers to dip into savings and increase their
credit card debt. In fact, 49% of employees who are distracted by their finances at
work say they spend three or more working hours each week thinking about or
dealing with issues related to their personal finances. During 2022, several carriers
rolled out and expanded financial wellness tools aimed at guiding employees
through difficult financial times. Competiscan anticipates that additional financial
tools will come to the market in 2023 as employers aim to provide assistance to
employees and increase productivity.

HUMAN RESOURCES & PAYROLL
Employee retention concerns will necessitate employers to introduce
new onboarding and benefit strategies.

As employers are looking for ways to get and keep employees during a competitive
market for job opportunities, HR companies have reached out to help with
strategies to retain employees. Some of these steps include automating the
onboarding and screening process when gaining new employees as well as
simplifying the benefits experience. In addition to product updates, companies also
reached out with employee strategy brochures and guides for HR professionals. As
companies continue to try and keep up with other employers these strategies and
updates will be key to talent retention going forward.



TRAVEL &
LEISURE

With anticipated increased spending in both personal and business travel in
2023, Competiscan is projecting a strong year for growth in direct and digital

marketing in this category.
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The travel trends in the year ahead will be influenced by two factors:
inflation and a reinvigorated desire to explore.

Revenge travel wasn’t just a buzzword in 2022, it was a reality. According to TSA’s
website, 737M passengers were screened in 2022 - 28% more than the year before and
just 10% less than in 2019. In Canada, based on CATSA data passenger screening
through the eight largest Canadian airports reached 40M, up 150% y/y. Traveling during
2022 wasn’t entirely stress-free as mask mandates and border closings still existed
during much of the year. Plus, shortages in airline staff and rental cars presented new
challenges. Despite some added stressors for travelers in 2022, many experts
anticipate there will be increased spending in 2023 on both personal and business
travel. 
 
Inflation has already impacted airline prices and it’s likely consumers will have a
harder time finding deals and discounted fares in 2023. Gas prices and car rental
shortages could also influence consumers’ travel decisions. Traveling by train may
return in popularity, particularly in the United States. Hilton Grand Vacations used the
subject line “Skip the airfare for these fun trips” for its December 2022 newsletter. The
email featured traveling by train, road trips, and exploring national parks.  
 
Another emerging trend is a desire to travel to less mainstream destinations. There is
interest to explore unique or off-the-beaten-path locations and a growing movement
to travel solo. If you look up the hashtag #solotravel on Instagram, you will find 7.9M
posts to date, and an additional 2.4M posts tagged with #solotraveler. Competiscan
also captured growing references to “solo” in direct marketing communications in
2022.
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LOYALTY PROGRAMS & TRAVEL CARDS

Travel rewards programs and travel cards will continue to be a hot
area in 2023. 

Competiscan observed heightened competition in 2022 as brands worked to
capture their share of the renewed travel interest. Competition translated as
increased marketing volume and rich sign-on bonuses, particularly during the
spring and summer of 2022. Strong marketing activity will continue into the year
ahead, but it will likely be at a more sustainable pace, both in terms of volume and
in sign-on bonuses offered. This doesn’t mean travel programs will stop being
creative or find unique ways to capture interest. For example, Frontier launched the
GOWILD All-You-Can-Fly Pass. Starting in January 2023, the pass can be purchased
for $799 per travel and will allow Frontier customers to fly an unlimited number of
times for 12 months starting May 2023. It’s a unique concept in travel planning and
will be interesting to watch how it performs in the market.

2022 was also a year of restructuring loyalty programs and travel card offerings to
better align with what’s important to today’s travelers. For American Airlines, that
meant simplifying how members earned points and giving them a clearer path to
reach elite status. For other travel brands, improving their product’s position in the
market meant adding new benefits like extra free night awards (Marriott Bonvoy
Boundless) or offering an additional checked bag for free (Hawaiian Airlines). 
 
We anticipate emphasis on travel protections will occur in 2023. Notably, in Q2 2022
American Express introduced Trip Cancel Guard, a free benefit allowing
cardmembers to cancel within two days of departure and can receive up to 75%
back in reimbursement costs for flights booked through AmexTravel.com. 
 
Additionally, Competiscan foresees a growing focus on exclusivity. What it means to
have exclusive perks with an airline/hotel brand is no longer limited to the perks
that can be used within the airport or with a chain of hotels. Many premium travel
cards are reimagining “exclusivity” to extend to premier entertainment access,
premium shopping perks, and other status-based opportunities. Advanced ticket
access, private concerts, and in-lounge events were just some of the ways brands
offered exclusive perks in 2022. We expect the opportunities presented to premium
travel cardholders to grow and improve moving forward. 



TELECOM
The fiber market is expected to be highly competitive in 2023 as the need for

more bandwidth and low latency connectivity grows. As fiber deployment
increases nationwide, Competiscan expects to see an expansion of 5G
networks and compatible devices that rely on fiber as their supporting

infrastructure.
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FIBER
We expect to see services and pricing for fiber internet remain
competitive in 2023.

Throughout 2022, we have observed several Internet Service Providers such as AT&T,
Google Fiber, and Lumen sending out mailers to new and existing customers that
fiber internet is or will be soon available in their neighborhood. Advancements in
technologies such as virtual reality trips through the Metaverse, the growing
choices of streaming services, and millions of people still working from home
needing fast access to data and smooth-running Zoom conferences will continue
to drive the need for more bandwidth and low latency connectivity.

In October 2022, Google Fiber revealed plans to roll out 5 Gbps and 8 Gbps service
tiers in early 2023 and looked to subscribers in their current markets to test out the
product. The 5-gig plan will run $125 per month, while the 8-gig plan will cost $150
per month with both choices catering to households with large, shared internet
demands or professions that exclusively work with large data files through cloud
services. AT&T currently offers 2-gig and 5-gig services for $110 and $180 per month,
while Lumen recently promoted 3-gig and 8-gig tiers in select cities for $150 and
$300 per month.
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5G
In 2023, providers will begin tapping into
5G's true potential.

The nationwide increase of fiber deployment
will also have a significant impact on 5G
networks since they are reliant on fiber as the
supporting infrastructure. Mostly available in
urban areas and big cities, 5G home internet
offers unlimited data,  doesn't contain extra
fees or annual contracts, and creates a cost-
effective alternative to cable or fiber internet.
Verizon and T-Mobile remain the top
providers currently offering fixed 5G home
internet with prices ranging between $50-$70
per month.

Recently, Straight Talk announced a new
prepaid home internet option. It includes
unlimited data for $45 per month using
Verizon’s wireless network and requires a
one-time payment of $99 for the router that
can run on 5G or 4G/LTE signals. They also
partnered with Walmart to offer this service in
areas that don’t have access to high-speed
internet. We predict that a nationwide spread
of 5G networks will bring more 5G home
internet services to millions of households in
the future with competitive prices through
multiple providers.

5G expansion will also provide a boost for IoT (Internet of Things) devices, which
include home automation systems, car technology, and smartwatches. Mobile GPS
apps, smart home devices, locks, security cameras, and other monitoring systems
can run close to real-time. This increase in speed will allow IoT devices to
communicate and share data faster, create more stable connections, and could
soon lead manufacturers to invest in creating more 5G-compatible devices. 
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ENERGY
Marketing volumes in the energy sector have steadily increased in recent

years, partially driven by a rise in community solar programs.
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RESIDENTIAL ENERGY
Rising energy demand and pricing will spur REP expansion

Energy demand and pricing will likely continue to climb in 2023. These conditions
could encourage competition within retail energy in deregulated markets.
Additionally, high energy costs could incentivize new states to deregulate as they
face pressure from constituents. Younger consumers are also increasingly
concerned about climate change and seek out energy choices with renewable
sourcing, which enrollment with an REP often provides. 

SOLAR
Residential solar adoption and
demand will grow

Competiscan has observed residential
solar mailings trend upward since 2021.
We expect to see this incline continue into
2023. High energy prices, familiarity
around panels, and a variety of
government incentives currently foster a
favorable environment for solar panel
providers. Additionally, it’s likely that
several companies will expand services
or products to provide solar panel
installation such as within the
construction or the mortgage sectors. In
fact, a major mortgage loan provider just
recently entered the solar market and is
now operating a sister company that aids
homeowners in obtaining solar panels. 

Direct Mail Over Time
Residential Solar Mailings



RETAIL
In 2022, retail marketing volumes remained elevated after the post-pandemic
surge we observed the year prior. With financial pressures from inflation and
rising household debt heading into 2023, marketers will need to innovate to

attract and retain new shoppers.
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RETAIL MARKETING
The social commerce space will continue to expand in 2023. 

Increasingly, shoppers are utilizing social media platforms such as Facebook,
Instagram, TikTok, and Pinterest for a more convenient end-to-end shopping
experience. Social commerce allows consumers to discover brands, read product
reviews, purchase items, and interact with customer support all within a social
media platform. This means consumers can more easily find and purchase
products on their social media feeds without needing to visit a retailer’s website
directly. The social commerce space is also gaining momentum due to its host of
benefits for retailers. Smaller brands trying to grow their customer bases have an
opportunity to increase visibility. Meanwhile, well-established retailers can benefit
by reaching a larger target audience and by utilizing tools such as Facebook
Audience Insights to gather data and analytics on shoppers.
 
With the rise in popularity of social commerce, retailers have the opportunity to
create a stronger connection with followers by building a community on their social
platforms. Understanding target audience shopping preferences and working with
content creators who exemplify brand values on these platforms will become even
more important for retailer success.



THANK YOU

Competiscan gives our clients the ability to analyze direct and
digital marketing activity. As a market intelligence innovator,
Competiscan leverages the largest longitudinal panels of consumer,
business owner, insurance professional, financial advisor, healthcare
provider, and mortgage broker audiences in the marketplace to
provide key insights and trends. For more information, visit
www.competiscan.com. 
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