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As digital marketers prepare for the upcoming holiday season, 
it is important for them to take a look back at what happened 
in the 2016 season and understand the top performing 
campaigns, highest spending days and results by channel.

It is also important to understand new shopping trends 
led by technical enhancements, acquisition strategies and 
engagement tactics that will impact the coming season.

This guide serves to help digital marketers implement proven 
strategies that will greatly impact Q4 and help them reach  
their goals.

The 2016 holiday season was a record-breaker. The NRF 
reported that retail sales in November and December 2016 
came in at $658.3 billion, up 4% over 20151.

comScore reported that online holiday sales increased 17% 
last year, bringing in $80.2 billion, boosted by strong mobile 
growth. Mobile accounted for a 21.4% share of the season’s 
total digital sales, up from 17.4% in 20152. Cyber Monday  
(Nov. 28) once again ranked as the heaviest spending day of 
the year with more than $2 billion in desktop buying for the 
third year in a row; also becoming the first day ever to eclipse 
$1 billion in mobile commerce3.
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YOY RESULTS 2016 VS 2015

4%
$658.3 B
TOTAL RETAIL SALES

+44%
$17.1 B 
MOBILE SALES

+12%
$63.1 B 
DESKTOP SALES

+17%
$80.2 B 

TOTAL ECOMMERCE 
SALES

EXECUTIVE  

Summary



2017 Holiday Look Book  4

2016 

Results

FULL HOLIDAY 
 (Nov . 1-Dec . 31)

THANKSGIVING  
(Nov . 24)*

BLACK FRIDAY  
(Nov . 25)*

HOLIDAY WEEKEND  
(Nov . 26-27)*

CYBER MONDAY  
(Nov . 28)*

THANKSGIVING THRU CYBER 
MONDAY*

GREEN MONDAY  
(Dec . 12)*

FREE SHIPPING DAY  
(Dec . 16)

2015
$56,427 

$1,096 

$1,656 

$2,169 

$2,280 

$7,201 

$1,408 

$845

2016
$63,099 

$1,287 

$1,970 

$2,486 

$2,671 

$8,414 

$1,621 

$967

% Change
12% 

17% 

19% 

15% 

17% 

17% 

15% 

14%

2016 HOLIDAY SEASON SPENDING VS . 
CORRESPONDING DAYS* IN 2015  
Non-Travel (Retail) E-Commerce Spending  
Excludes Auctions and Large Corporate Purchases
Total U.S. - Home & Work Desktop Computers

Source: comScore, Inc.

*Corresponding days based on corresponding shopping days

Dollar amounts in table = Millions

Dollar amounts in table = Millions

MONDAY, NOV. 28 (CYBER MONDAY)

TUESDAY, NOV. 29

FRIDAY, NOV. 25 (BLACK FRIDAY)

FRIDAY, DEC. 9

MONDAY, DEC. 12 (GREEN MONDAY)

MONDAY, DEC. 5

TUESDAY, DEC. 6

THURSDAY, DEC 8

WEDNESDAY, DEC. 7

TUESDAY, DEC. 13

Desktop Spending
$2,671

$2,207

$1,970

$1,688

$1,621

$1,571

$1,526

$1,419

$1,374

$1,372

TOP 10 DESKTOP SPENDING DAYS  
IN 2016 HOLIDAY SEASON  
NON-TRAVEL (RETAIL)  
E-Commerce Spending Excludes Auctions and  
Large Corprate Purchases
Total U.S. - Home & Work Desktop Computers

Source: comScore, Inc.
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2016 

Results

TOTAL DIGITAL COMMERCE

DESKTOP ECOMMERCE

MOBILE COMMERCE

MOBILE % SHARE OF DIGITAL COMMERCE

2015

$68,306

$56,427 

$11,879 

17 .4%

2016

$80,220 

$63,099 

$17,122 

21 .4%

% CHANGE

+17%

+12%

+44%

+23%

DOLLAR AMOUNTS IN TABLE = MILLIONS

Source: comScore eCommerce and mCommerce Measurement, U.S.

TOTAL ONLINE SPENDING - MOBILE VS . DESKTOP
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2017 

Key Dates

NOVEMBER KEY DATES

Daylight Saving Time Ends Nov . 5 
Veteran’s Day/Singles’ Day Nov . 11 
Thanksgiving Nov . 23 
Black Friday Nov . 24 
Small Business Saturday Nov . 25 
Cyber Monday Nov . 27

OCTOBER KEY DATES

Columbus Day Oct . 9 
Sweetest Day Oct . 21 
Halloween Oct . 31 
 

DECEMBER KEY DATES

Green Monday Dec . 11 
Hanukkah Begins Dec . 12 
Winter Begins Dec . 21 
Super Saturday Dec . 23 
Christmas Dec . 25 
Boxing Day/Kwanza Begins Dec . 26 
New Year’s Eve Dec . 31

DECEMBER
SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY

1 2

3 4 5 6 7 8 9

10 11 12 13 14 15 16

17 18 19 20 21 22 23

24 25 26 27 28 29 30

31

NOVEMBER
SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY

1 2 3 4

5 6 7 8 9 10 11

12 13 14 15 16 17 18

19 20 21 22 23 24 25

26 27 28 29 30

OCTOBER
SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY

1 2 3 4 5 6 7

8 9 10 11 12 13 14

15 16 17 18 19 20 21

22 23 24 25 26 27 28

29 30 31
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2017 

Key Shipping Dates
KEY SHIPPING DEADLINES
FOR ARRIVAL BY DECEMBER 24

USPS Standard Post Dec . 14 

UPS Ground Dec . 16 

USPS First-Class/Priority Mail Dec . 19 

UPS Second Day Dec . 21 

USPS Priority Mail Express/ 
UPS Next Day Air Dec . 22

DECEMBER
SUNDAY MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY

1 2

3 4 5 6 7 8 9

10 11 12 13 14 15 16

17 18 19 20 21 22 23

24 25 26 27 28 29 30

31

*Dates may change. Confirm with service provider.



PART 2

Strategies for  
Acquisition,

Conversions and  
Engagement



2017 has been the year that marketers have finally started 
breaking through the consumer data silos. For years, 
marketers have collected data across every touchpoint 
– site, email, physical locations, social networks – but it 
has been difficult to mine the data in a meaningful way. 
Customer insights were based on data from a single 
channel or on the last transaction, which got us closer to 
1:1 personalization. But this year, the silos came down.

Predictive content, artificial intelligence, machine 
learning, predictive analytics – this technology takes 
personalization to an entirely new level, allowing you to 
individualize every interaction at every touchpoint.

In this section of the guide, we’ll share cross-channel 
strategies that will help drive holiday acquisition, 
conversions and engagement.

2017 Holiday Look Book  9

CROSS-CHANNEL

Strategies
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When considering new acquisition tactics, it’s 
important to understand performance across 
touchpoints. Some tactics, like organic and paid 
search, result in high customer acquisition rates 
but low retention rates. Customer loyalty isn’t a 
priority or focus of that channel. On the other 
hand, email has high acquisition and retention.

While acquisition should be available at every 
interaction point, you must start to think about it 
as customer acquisition, not just email acquisition. 
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ACQUISITION 

Tactics

EMAIL MARKETING

ORGANIC SEARCH

PAID SEARCH

SOCIAL MEDIA

DISPLAY RETARGETING

AFFILIATES

REFERRAL MARKETING

MOBILE MARKETING

MARKETPLACES

OTHER

Acquisition
81%

62%

59%

51%

49%

31%

21%

16%

15%

10%

Retention
80%

36%

43%

44%

37%

21%

18%

8%

11%

8%

DIGITAL TACTICS THAT DRIVE CUSTOMER 
ACQUISITION VS RETENTION

Source: eMarketer4



On-site popups are one of the greatest acquisition points as they 
will grow your list 20%, on average. Not only that, but welcome 
series revenue is 23% higher for subscribers that enter the 
conversation through the popup. If you haven’t implemented a 
popup yet, you should test it as part of your holiday preparation. 
Doing so will build your list quickly while allowing you to remarket 
to site browsers and abandoners during the holidays.

But even if you do already have a popup in place, take the time  
to re-evaluate the performance. And if you are currently only 
asking for email addresses, update the popup to promote your 
SMS campaigns.

Best practice dictates that you should share your keyword and 
short code to allow your audience to begin the conversation 
on their own instead of including a field for them to enter their 
mobile numbers.

For more information on SMS campaigns, download our  
Mobile Marketing Guide “Effective SMS Campaigns that  
Engage and Convert”. 
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ACQUISITION 

Email & SMS

https://www.listrak.com/resources/whitepapers/sms-campaign-guide/#whitepaper
https://www.listrak.com/resources/whitepapers/sms-campaign-guide/#whitepaper


92%
EMAIL 

ACQUISITION 
RATE
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MOBILE TO EMAIL
TEXT TO JOIN

EMAIL TO MOBILE
WELCOME MESSAGE

ACQUISITION 

Email & SMS



An on-site popup is the equivalent to having a sales associate 
greet customers when they enter a store. Similarly, Live Chat 
functionality is the equivalent of the individualized conversations 
customers have with associates in person.

According to Forrester, 44% of online consumers say that having 
questions answered by a live person in the middle of an online 
purchase is one of the most important features a site can offer. 
And an ATG Global Consumer Trend study found that 90% of 
customers consider live chat helpful while eMarketer reported 
that 38% said they made their purchase due to the chat session 
and 62% said that they are more likely to return to the site to 
purchase again due to the live chat session5.

Live Chat clearly drives sales. But you can also use it to acquire 
email addresses. After the chat session, send an email follow up 
asking about the satisfaction of the service to customers that 
didn’t complete the purchase or ones that did purchase but 
didn’t subscribe during checkout and give them the chance to 
subscribe to both your email and SMS campaigns. 
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ACQUISITION 

Live Chat



Another acquisition tactic you must consider for the holidays 
comes through your social networks. This touchpoint offers 
many benefits. First, even the best on-site acquisition tactics will 
convert less than 10% of site visitors. And second, according to 
MOZ, the average time a customer spends on an eCommerce site 
is 3 minutes, 49 seconds6. Compared to the average time spent 
on Facebook, which is 50 minutes7 every day, you have a better 
chance of customers seeing and responding to acquisition forms 
on Facebook and Instagram.

Social acquisition strategies can be just as targeted, timely and 
relevant as other ads. For example, a Facebook or Instagram 
Lead Ad can be served to site visitors who left your site without 
subscribing or to your target audience who looks and acts like 
your best customers even though they haven’t visited your site. 
You can also build relevant retargeting campaigns to serve to 
shoppers who abandoned a product page or cart. 

To learn more, download our Lead Ads Playbook
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ACQUISITION 

Social

https://www.listrak.com/resources/whitepapers/2017-lead-ads-playbook/#whitepaper
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SITE VISITORS
$.70 Average CPA

CART ABANDONERS 
$.78 Average CPA

LOOKALIKE AUDIENCE 
$1.50 Average CPA

ACQUISITION 

Facebook Lead Ads



You have to work hard all year to keep your 
messages timely, relevant and personalized to 
each consumer in order to keep them engaged. 
The holidays provide an even greater challenge 
as there are more distractions in the form of more 
ads, more emails, more flyers, more catalogs – all 
competing for your audience’s attention.

But there is good news. In order to achieve this, 
you don’t have to work harder. Your campaigns do.

Recent developments in artificial intelligence, 
machine learning and predictive analytics 
automates the use of your consumer data, 
ensuring every message you send is personalized, 
timely and targeted. From emails with predictive 
content and product recommendations to 
personalized programmatic display ads, to 
triggered messages based on changes to your 
product catalog…your ads can be individualized 
and tailored to audience segments or specific 
customers like never before.
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ENGAGEMENT 

Tactics

RELEVANCE 
DRIVES

PERFORMANCE



This holiday season, automated Back in Stock and 
Price Drop Alerts will not only save you time, they’ll 
drive engagement and sales. 

Both campaigns generate five times more revenue 
per email than broadcast messages, and with 
average conversion rates of 16% for back in stock 
and 4% for price drop alerts, these campaigns 
will drive a lot of revenue for you. Best of all, the 
campaigns are automated – you set them up once 
and they are triggered through changes to SKUs 
regarding price or availability or though the actions 
of your subscribers on your site.

The inclusion of product recommendations based 
on SKUs in the same category or subcategory 
enhances the performance of these campaigns 
while aiding in product discovery.
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ENGAGEMENT 

Alerts Suite
BACK IN STOCK 

ALERTS
PRICE DROP  

ALERTS



Marketers typically have email addresses for 30% of their site 
visitors. The rest remain anonymous. Programmatic ads greatly 
expand your reach, allowing you to be responsive to your site 
visitors in real time.

Programmatic ads, like Listrak’s solution, allow you to  
personalize banner ads based on each visitor’s on-site behavior, 
profile and customer journey stage. More importantly, Listrak’s 
solution tracks results so you can spend your budget more 
effectively - on campaigns that provide the highest incremental 
revenue and ROAS.

This holiday season, a strategic approach to programmatic 
advertising will recapture the shoppers who visited your site 
and abandoned a product page or cart but didn’t complete the 
purchase. And they will help you keep customers engaged after 
the purchase by keeping related products in front of them.

To learn more, download our Programmatic Marketing Guide
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ENGAGEMENT 

Programmatic Ads
TRADITIONAL PROGRAMMATIC

CONSUMER A

CONSUMER B

CONSUMER C

CONSUMER A

CONSUMER B

CONSUMER C

http://www.listrak.com/digital-marketing-automation/multichannel-marketing-solutions/programmatic-advertising/
http://www.listrak.com/resources/whitepapers/2016-programmatic-marketing/#whitepaper
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On average, marketers spend 28% of their annual 
budgets producing content in the forms of articles, 
blogs, look books, videos and other engaging 
documentation designed to inform your audience 
while positioning their brand as the industry 
thought-leaders and experts.

It’s one of the best ways to compete against 
Amazon, especially for brands that don’t want to 
discount or compete on price alone.

Predictive Content solutions like Listrak’s  
allow you to automatically get the most relevant 
content in front of the right audience, maximizing 
your investment while driving engagement  
and conversions. 

ENGAGEMENT 

Predictive Content

http://www.listrak.com/digital-marketing-automation/digital-marketing-automation-platform/cross-channel-personalization.aspx
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share the latest trends and best practices .

The NRF reported that up to 30% of annual online revenue and 
22% of in-store revenue comes from holiday sales8. With so much 
at stake, retailers need to do everything they can to prepare for 
the upcoming holiday season.

The right cross-channel acquisition and engagement strategies 
will keep your audience shopping with you – and not your 
competitors – this holiday season. 

Remember, relevance drives performance. And with the 
advancements in artificial intelligence, machine learning and 
predictive analytics, personalization tactics can be automated.
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RECAP

Holiday Strategies
CHECK OUT OUR HOLIDAY 
INSIGHTS CENTER FOR MORE 
HOLIDAY-RELATED MATERIALS
Whitepapers, strategy guides, predictions, videos, 
communication plans and calendars .

http://www.listrak.com/resources/holiday-insights/


LOOKING FOR MORE HOLIDAY RESOURCES?  

Find them here!

ADDITIONAL 

Resources

HOLIDAY
INSIGHTS
CENTER

HOLIDAY
STRATEGY

GUIDE

HOLIDAY
LOOK BOOK:

10 KEY
MESSAGING

TRENDS

HOLIDAY
LOOK BOOK:

10 KEY HOLIDAY
ELEMENTS

HOLIDAY
LOOK BOOK:

10 KEY
CAMPAIGN

STRATEGIES
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https://www.listrak.com/resources/holiday-insights/
https://www.listrak.com/resources/whitepapers/2016-holiday-strategy-guide/
https://www.listrak.com/resources/whitepapers/2016-holiday-look-book/
https://www.listrak.com/Resources/Whitepapers/2015-holiday-email-look-book/#whitepaper
https://www.listrak.com/resources/whitepapers/2015-holiday-strategy-look-book/#whitepaper
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Listrak’s digital marketing solutions help you 
create personalized, seamless experiences  

across all customer touchpoints and channels. 

https://nrf.com/news/holiday-retail-sales-increased-4-percent-2016
https://www.comscore.com/Insights/Blog/Mobile-Pushes-2016-Online-Holiday-Spending-Above-80-Billion
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http://www.iqpc.com/media/1003204/66026.pdf
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