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WELCOME TO THE 2016 MONETATE 
HOLIDAY GUIDE
This resource is your guide to success this holiday season. It includes 
an array of practical pointers to make sure your ecommerce operation 
runs smoothly during the holiday rush, plus advanced personalization 
and optimization tactics you can adopt to drive Q4 conversions.  
 
We also answer: 

๏ How often do those mysterious first-time holiday buyers turn into 
long-term customers? 

๏ Should I test my website during Q4 or is that too risky? 

๏ How can I optimize my mobile experience for holiday shoppers?
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THE $342 BILLION OPPORTUNITY
According to a recent report from Internet Retailer, 
total ecommerce sales grew 14.6% YoY in Q4 20151. In 
that same report, researchers noted that ecommerce 
made up 10.5% of retail sales in 2015, versus 9.5% in 
2014. 

Emarketer2 predicts that total 2016 holiday sales 
(across brick-and-mortar and ecommerce) will remain 
roughly flat. But if the percentage-point growth of 
ecommerce sales from Q4 2014 to 2015 is similar this 
year, there will be plenty of room to improve Q4 results 
with a strong personalization strategy designed to 
capture conversions and drive positive business results.

1. Internet Retailer 
2. Emarketer
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https://www.internetretailer.com/2016/02/17/us-e-commerce-grows-146-2015
http://www.emarketer.com/Article/Ecommerce-Sales-Expected-Boom-Again-This-Holiday-Season/1013778
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THE TOP THREE MISSION-CRITICAL Q4 
QUESTIONS YOU MUST ANSWER:
๏ Should I run tests during the holiday season, or put those 

initiatives on hold? 

๏ How can I best serve my mobile shoppers? 

๏ Are holiday/Q4 shoppers really all that different from those I 
serve all the other times of the year? 

Read on for the answers to the above questions, and more.



HOLIDAY PREP FOR 
TESTING
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๏ Test the most important parts of your shopping experience (checkout 
process, product detail page, etc.) early in the season so you can roll them 
out (or roll them back) by early November. 

๏ Ask yourself: “What’s my ultimate desired outcome?” Increase 
conversions? Increase retention? Improve performance for first-time 
buyers? Once you’ve answered that question, you can build out an 
effective testing strategy. 

๏ What about multivariate testing? Same recommendations apply. Just 
make sure you have enough time for your tests to reach statistical 
significance, so you can learn from the results. Use audience and time 
calculators if your optimization platform includes them.

SHOULD I TEST DURING Q4? 
Yes. Here’s how to make the most of your holiday 
testing initiatives.
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LOOK FOR A SOLUTION THAT ENABLES YOU TO: 
๏ Get reliable and actionable results fast. 

๏ Set flexible goals based on the metrics you care about, such as click-throughs, 
form submissions, or conversions. 

๏ Reap the benefits of an approach that pairs machine learning and advanced 
algorithms with your professional knowledge and intuition.

OR TRY THE DYNAMIC APPROACH 
Recent advancements in machine learning enable faster 
ways to learn from tests and optimize your website, 
without waiting for statistical significance.



HOLIDAY PREP FOR 
MOBILE
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THE ELUSIVE MOBILE SHOPPER

๏ Start with user intent. Why are your shoppers coming to your site? Are they 
looking for store locations or checking the status of an order? Leverage contextual 
behavior to anticipate their needs.  

๏ Think through the user experience. Minimize distractions, highlight top items, and 
make the checkout process as easy as possible. This will help set you apart from 
the competition.   

๏ Your shoppers don’t think about your marketing channels as mobile vs. in-store; in-
store vs. catalog. It’s just you and your brand. Consider the different needs of 
shoppers visiting from a mobile device, but ensure that the transition across 
devices is seamless.  

How can you best serve mobile shoppers during the holiday season?
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MOBILE MUST: LOCATIONS
Make it easy for shoppers to browse your site and find 
what they’re looking for fast. Show them the nearest 
store, its hours, and any unique offerings that set you 
apart from the competition.  

You might also want to feature nearby store details 
prominently when a shopper first gets to your 
homepage: in the header, banner, or with a lightbox that 
can be easily dismissed. Use location-based 
personalization to ensure you're not promoting retail 
locations or regional offers to shoppers who aren't 
located near one of your stores. 

Location-sensitive emails are a great way to remind 
customers that there’s more than one way to find the 
perfect holiday gift from your brand. Consider adding 
nearby stores, events, or special offers to your holiday 
email campaigns.
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OMNICHANNEL OPTIMIZATION
Highlight synergies between your online and 
retail locations. Call out closest location, ship-
to-store options, easy returns, and whatever 
else makes life easier for your customers.  

As the shipping window winds down, promote 
your brick-and-mortar locations for additional 
last minute sales opportunities. 
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MOBILE UX
The average time-on-site for mobile users is 
5–10% less than the time on site for desktop 
users. Mobile users multitask and they move 
fast. They’re not looking for that exploratory 
browsing journey that your desktop shoppers 
might crave. 

Speed things up by ensuring the UX is mobile 
optimized. CTAs should be clear, with 
appropriately sized buttons (read: bigger than 
you think). Popups and interrupters should be 
kept to a minimum.
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SCREEN SIZE MATTERS
You have a vey small window through which to 
convey your value proposition, key product 
details, and checkout security—while providing 
a smooth buying process. Maximize your 
potential by using screen real estate 
thoughtfully.  

Ensure clickable areas, social sharing buttons, 
and navigation are large and contain distinct 
interaction areas to mitigate shopper 
frustration. Keep copy succinct to keep 
messaging clear. 
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PUT A BADGE ON IT
Make the most of a small space with product 
badges. These little callouts, placed on product 
thumbnails, help shoppers find products faster. 
They can also increase sales: a Monetate report 
found a 55% improvement in conversion rate 
among websites that use product badges 
compared to those that don’t. 

Call out key holiday messages, such as: 

๏ Holiday best sellers 

๏ Shipping deadlines 

๏ Good gifts for moms, kids, etc. 

๏ Special holiday promotions

New!



OPTIMIZE FOR 
NEW CUSTOMERS
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OPTIMIZE FOR NEW CUSTOMERS
You’ll probably see significantly more first-time shoppers who aren’t 
familiar with your brand during Q4. 

What’s up with those new customers? Are they likely to turn into 
new long-term customers? What can you do to optimize the 
experience for them?  

We analyzed 12.6 billion shopping sessions (88.1 billion pageviews) 
that occurred from Q4 2015–July 31, 2016. We found that: 

๏ 1.9% of new customers converted in Q4 of 2015 

๏ 86% of those customers made 1 purchase and never returned 

๏ 6% will come back and make 1 more purchase 

๏ 8% will come back and make 2+ purchases 

One of the ways you can make the most of this reality is to 
prominently highlight relevant policies and promotions.
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DON’T TAKE IT FOR GRANTED 
New shoppers may not be familiar with your brand and 
what sets you apart from the competition. Here are 
some customer-centric policies you may wish to 
highlight: 

๏ Shipping: Free or fast—you have to be one. 

๏ Service/returns: Clearly explain all the options. Make 
sure you change up the messaging after the season. 

๏ Pricing: Do you offer a price match? Price guarantee? 

๏ Quality: You don’t have to be the cheapest if you’re 
the best! Explain how and why your product is better.
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GET CONSISTENT
Increase the impact of your holiday marketing spend by 
creating a consistency campaign. Start by auditing your 
marketing campaign calendars for the holiday season. Then 
ensure you have messaging campaigns set up to reinforce 
your acquisition and retention marketing programs.  
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EMBRACE ALTERNATIVE PAYMENT METHODS
Since many new Q4 shoppers won’t be coming back, 
they may be reluctant to enter their credit card data. 

Make it easy for new shoppers to feel secure buying from 
you while speeding up the process with third-party 
payment options. 

Prominently feature icons for customer favorites like 
PayPal and MasterPass, and highlight mobile-friendly 
options like Apple Pay and Android Pay that make 
checking out simple and secure.



2016
Holiday Prep Guide

NAVIGATE FAST
You don’t need to rebuild your navigation to get 
people where they need to go fast.  

Try adding banner-style navigation elements that 
call out gift promotions. 

Personalize the gift-buying experience for 
returning customers by showing them a brand- or 
category-affinity promotion that highlights an item 
they viewed in a previous session.

 General  Brand Affinity
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STREAMLINE THE FIND 
Gift shopping ≠ hide and seek 
Make it easy on new shoppers to find the best-selling products through 
messaging. You might even create a curated collection like a gift guide, and 
promote it on a specific on-site section or landing page. You might also want 
to add a Gifts section to the top nav. 
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SIMPLE GIFTS 
Gift cards still rule 
Some people just have it all. And for those shoppers who are 
checking out your brand for the first time, the total breadth of 
available products and potential gifts might be overwhelming. 

Promote gift cards to new customers loud and often. But don’t forget 
existing customers! Test different messages for each audience to see 
which approach works best.



OPTIMIZE THE 
BRAND EXPERIENCE
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SEASONAL STAND-OUT
Have a holly, jolly… background? 
The retail world pulls out all the décor stops 
starting in October (if not earlier!) Why should 
your website be any different? 

Whether you use the same brick-and-mortar 
holiday style or create something exclusively for 
your ecommerce channels, ensure it’s festive 
without being fussy and delightful without being 
distracting. 

A seasonal background can help drive relevance 
while subtly reminding shoppers it’s time to buy. 

Monetate pro tip: Use the background to promote a  valuable product or category too.
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EMAIL ACQUISITION
The holiday season is the perfect time to ask 
shoppers to signup for your email newsletter.  

Boost your signup rate by promoting exclusive 
access to new items or special offers. Update 
creative assets to support the new message 
and give it a holiday look and feel. 

Make sure to make the CTA as clear as 
possible, so shoppers know right away that 
you’re asking for an email address, not 
promoting a new offer.

Monetate pro tip: Update creative assets to support the new message and give it a holiday look and feel.
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HIGHLIGHT NEW FEATURES 
You’ve probably made significant updates to your 
ecommerce shopping experience since the 2015 
holiday season.  

Call out these changes, especially ones that will have a 
big impact on the experience, to returning holiday 
shoppers. Then highlight value-add features—such as 
a loyalty club or a new customer review interface—to 
all shoppers to encourage engagement. 

Monetate pro tip: Create a target to limit the introduction to one-time per visitor for an optimal experience
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Flash sales and countdown times may no longer be new, 
but they still work. Leverage a flash sale to move 
inventory or to create a sense of urgency. Reward your 
best customers (or email subscribers, dormant 
customers, etc.) by providing them access to a gated flash 
sale with exclusive pricing.  

Encourage additional sales with countdown timers by 
prominently displaying how much time is left in your site-
wide sale, how much time a shopper has left to buy for 
guaranteed holiday delivery. 

Get creative with a new spin on these holiday fixtures. 

EMBRACE THE MOMENT
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DELIVER HAPPINESS
Delivery speed is one of the top-five factors 
shoppers use to decide where to spend their 
money. Separate yourself from the pack by 
calling out holiday shipping deadlines clearly 
and prominently.  

Add a countdown timer as key shipping cut-off 
dates approach to ensure shoppers are well 
informed. Make sure any delivery estimates 
you provide include a buffer for order 
processing and handling timelines, and can 
account for a spike of orders. Err on the side of 
over-communication on your FAQ and support 
pages to ensure customer happiness.

Monetate pro tip: Upgrade customers near your shipping facility to a faster shipping service 
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CUSTOMER ASSISTANCE
If a new shopper exceeds your average time-on-
site or page-views, they may be having trouble 
finding what they’re looking for. This is a great 
time to trigger a lightbox that asks them if they 
need assistance via live chat. You can also 
provide a customer service phone number, but 
ensure the message displays only if the lines are 
actually open! 

Conversely, suppress live chat when wait times 
exceed your average wait time. Instead, ask 
shoppers to call customer service or reach out to 
your brand on social media for faster assistance. 

Need Help? 

Chat with Support Now

Need Help?  Click to Call Customer Support
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CLEAR OUT INVENTORY 
Schedule post-holiday promotions in advance to make the 
most of the holiday season. You can even target specific 
customer segments for a highly relevant experience that 
will help you stand out from the competition.  

Inform shoppers that a particular category or product they 
viewed previously is now on sale. Segment campaigns 
based off of weather, geo-targeting, and past behavior for 
ultimate relevancy.  
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DON’T FORGET TO…
๏ Setup your campaigns well in advance to make sure 

everything is working properly.  

๏ Check your work. Make sure all tests and 
personalization campaigns are working as expected. 

๏ Lean on an agile ecommerce personalization platform 
like Monetate for last-minute changes, updates, or 
website corrections when waiting for a code change 
isn’t possible.  

12X
0
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WANT TO LEARN MORE?
Monetate makes it fast and easy for marketers to test, target, 
merchandize, synchronize, and personalize experiences across channels 
and devices.  

Our clients grow their businesses by delivering one-of-kind experiences 
to every customer at each moment of interaction. Monetate offers the 
only platform that combines marketer creativity with predictive models 
and machine learning to optimize each moment of interaction.  

Monetate drives positive business results for the world’s best brands, 
year-round. Schedule your free personalized demo or holiday 
assessment today.

CONTACT US

http://www.monetate.com/about/contact/
http://www.monetate.com/about/contact/
http://www.monetate.com/about/contact/
http://www.monetate.com/about/contact/
http://www.monetate.com/about/contact/
http://www.monetate.com/about/contact/
http://www.monetate.com/about/contact/
http://www.monetate.com/about/contact/
http://www.monetate.com/about/contact/


HAVE A   
PROSPEROUS HOLIDAY!


