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6 Strategies High
Performing Retailers
Can Use This
Holiday Season
Your entire strategy does not have to be centered
on discounts!
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1. KEEP FRICTION TO A MINIMUM

High Performing
Retailers Will Offer
More Than Discounts
This Holiday Season.

2. MAKE THEM AN OFFER THEY CAN’T RESIST
3. LEVERAGE YOUR CONSUMERS’ SOCIAL NETWORKS
4. PLAY TO THE POWER OF THE ECOSYSTEM
5. FOCUS ON FULFILLMENT

Does your holiday strategy include
these approaches?

6. MAP OUT YOUR STRATEGY THROUGHOUT THE YEAR
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STRATEGY #1

Keep Friction to a Minimum
The consumer’s perspective

The strategy

The outcome

Customers have a positive experience with
brands when each touchpoint is as frictionless
as possible. Customers want their interactions
with retailers to be simple and predictable.

1. Conduct one or several journey mapping
exercises early in the year to ensure that
you are addressing eCommerce basics.

Consumers will want to continue
doing business with you because it
was so easy the ﬁrst time around.
Transactions are simple and
questions can be answered
immediately thanks to automated
chat solutions. With the help of
customer feedback, you are aware
of opportunities for change and
growth.

“Will buy again.”
A whopping 96% of buyers
who have a good
experience with a brand or
a store say they will come
back and buy again.

The company’s perspective
Retail used to be about location, location,
location. In eCommerce, it is all about
execution, execution, execution. As a retailer,
your job is to make the customer’s buying
journey as easy as possible.

2. Once the basics are covered, try a pilot
project with an online chat solution that can
help customers get their questions
answered immediately.
3. Pay attention to conversion pixels and
Google Analytics’ enhanced eCommerce
tracking to better understand rates of cart
abandonment. With that data in mind,
activate reminders for customers about
their abandoned shopping carts.
4. Launch post-purchase surveys to identify
and rectify the gaps and breaches in the
customer journey.
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STRATEGY #2

Make Them an Offer They Can’t Resist
The consumer’s perspective

The strategy

The outcome

Personalized promotional emails incentivize
repeat business. In Absolunet’s client work we
have seen that many consumers remain passive
until a promotional email generates the desire
and incentive to purchase. The personalization
point is also critical:

1. Start communicating with frequent buyers
before the holidays arrive. With an
automated email solution like Dotmailer,
send out personalized emails, which greatly
increase the likelihood that an email will be
opened.

67% of consumers have
unsubscribed from an email list
when sent irrelevant information.

2. With the understanding that promotional
emails are often about repeat business, give
your consumers a selection of irresistible
offers to draw them back in.

Your consumers are thinking
about you before the holiday
season. Regular buyers appreciate
the personalized communication
and irresistible offers and are
therefore encouraged to do more
business with you.

The company’s perspective
Especially in the lead up to Black Friday and
Cyber Monday, it can be challenging for
retailers to be heard above the noise. Retailers
are also feeling the pressure of needing to meet
consumer expectations for the highest
markdowns of the year.

For example, let them choose between :
a. $30 off all purchases of $100+
b. 25% off the next purchase or
c. Buy-one-get-one-at-50%-off
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Side note: If the “irresistible”
coupons can be reused or shared,
retailers can leverage their
customers’ social networks
(discussed in point 3) to widen
their customer base and increase
sales.
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STRATEGY #3

Leverage Your Consumer’s Social Networks
The consumer’s perspective

2x

THE CLICKS!

Receiving a product or contest
recommendation from a friend doubles the click
through rate (CTR). Chalk it up to FOMO (Fear
Of Missing Out) or a propensity to follow the
advice of a trusted companion - either way,
promotions shared by a friend or family
member are more likely to be consulted and
used.

The company’s perspective
Social sharing is ultimately cheaper than paying
for ads and is a great and high-ROI approach to
acquiring new customers. However, creating
content that will go viral is easier said than done.
How do you give people the incentive to share?
Give them value.

The strategy

The outcome

1. Try making an exciting offer or running a
contest with great prizes to create buzz and
encourage sharing.

Creative offers and contests can
add value and are more likely to
be shared. This will increase buyer
acquisition and make it easier to
retarget those consumers during
the holiday period and the year to
come.

2. Consider including an element that asks
your audience to submit User Generated
Content (UGC) such as pictures of stories.
This provides a humanizing effect and
increases interest.
3. Consider adding incentives for sharing. For
example, the consumer can unlock an extra
discount if they forward the deal to a friend
or family member.
4. Try creating a contest around buyers’ wish
lists that asks the consumer to leverage
their social network through likes or shares
in order to win.
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STRATEGY #4

Play to the Power of the Ecosystem
The consumer’s perspective

The strategy

The outcome

In the US, over 55% of consumers start
researching products on Amazon. As a result,
many consumers expect a seamless
omnichannel experience, similar to what
Amazon provides.

1. Deploy one shopping cart that connects
across your different eCommerce
properties to provide a consistent and
helpful customer experience (that’s right;
omnichannel)

Your collaborative approach
promotes purchases across
companies and banners.
Consumers experience a cohesive
interaction while receiving
various incentives to purchase.

The company’s perspective
Networks such as manufacturers, distributors
and retailers are moving toward a collaborative
ecosystem business model. Amazon and
afﬁliated networks can play an important role in
this ecosystem approach. Ultimately, it is
important for retailers to view their partners as
media by increasing the opportunities for
partners to see and engage with the brand.

2. Along with brand-partners, launch a joint
newsletter to maximize purchases.
3. Syndicate your contests so that other
members of your ecosystem can use and
promote them.
4. Present ﬁnancial bonuses to your resellers
or partners if they use your promo codes.
5. Whether or not you have an eCommerce
site in the US or in Canada, you can still sell
on Amazon, the global destination for
Cyber Monday.
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“In the US, over 55% of consumers start researching
products on Amazon.”
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STRATEGY #5

Focus on Fulfillment
The consumer’s perspective

The strategy

The outcome

If the inventory isn’t stocked or the purchased
product takes weeks to arrive, the consumer
will express their displeasure far and wide.
Consumers are savvy; 40% of buyers check the
shipping and return policies before following
through with a purchase.

1. Plan for inventory allocations and transfers
before undertaking any massive
promotional operation.

Inventory is stocked, shipping and
returns are frictionless and your
consumers receive added value
from interacting with your
brick-and-mortar stores through
omnichannel interactions.

The company’s perspective
Inventory is an often underestimated factor in
conversion. Expensive or delayed shipping will
leave even the most patient consumer with a
bad impression, leading to a an ever-shrinking
basin of potential customers and reduced
conversion rates.

2. A solution like Return Magic can transform
returns into additional sales by allowing you
to continue engaging with your customers
and providing them with value.
3. Include your brick-and-mortar stores in
your eCommerce fulﬁllment strategy and
train your in-store clerks and salespeople
accordingly. For example, if a customer
comes in with a deal on their phone, each
clerk needs to know how to respond.
4. Implement inventory checks on your
website and a Buy Online Pickup in Store
capability that provide transparency and
utility to the consumer.
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47% of consumers will choose your competition if you
don’t offer satisfying shipping and return options.
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STRATEGY #5

6. Map Out Your Strategy Throughout the Year
August

October

September

November

Social Media Mentions / Direct
Website Traffic

Branded Traffic
SEO / SEM

Social Engagement
Branded Traffic

Online and offline traffic
Branded Traffic

Bounce Rate

Cart/Checkout Abandonment

Cart Abandonment VS Win-Back %
Load Time / Concurrent Users
Checkout Abandonment

Cart Abandonment VS Win-Back %
Load Time / Concurrent Users
Checkout Abandonment

Clean Up / Unsubscribe %

Sign-ups
Welcome Offer Redemption

Open Rate / CTR
Customer Response Time
Customer Service Open Cases

$ per email / Unsubscribe %
Customer Response Time
Customer Service Open Cases

SEO / SEM Ratios

SEO / SEM Ratios

$ per sessions +
Conversion Rate / Load Time

$ per sessions +
Conversion Rate / Load Time

Audit

Stock / Conversion

Delivery Delay

Delivery Delay

Well before the holidays start - as early as July, in fact!
Map out your holiday eCommerce strategy with KPIs and
checkpoints that encompass each of the
following 5 elements:

Brand recognition
Technical capacity
Customer Relation Management

Sales, Revenue and Margins
Logistics
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BRIDGE
THE
HOLIDAY
GAP.
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Are You a High Performing
Holiday Retailer?
It’s about strategy, not just discounts.
•

You know this: consumer expectations are high during the holidays. Many
people wait for this time of year to buy big ticket items. The consumer is
anticipating deep discounts and exceptional deals.

•
•

But as we’ve shown here, markdowns aren’t the only option for acquiring
and keeping consumers. Your strategy should include:
•
•
•
•
•

A frictionless experience for your consumers.
Thoughtfully timed messages before the holidays start
Personalized communications with consumers
A choice of irresistible offers
Fun and dynamic content that adds value and deserves to be
shared.

•

Collaboration with players across your ecosystem (that
includes Amazon)
Ensuring that inventory is stocked and ready to move
Efforts to include any brick-and-mortar stores in your
fulﬁllment strategy.
Finally, conscious planning for the entire year.

As retailers, it’s important to think beyond dazzling campaigns and
discounts. You need to provide a coherent and simple customer journey,
end-to-end. Luckily eCommerce gives you the tools to do just that.
Wishing you a happy and successful holiday season!
Sources used in this paper: Absolunet internal cases, Temando’s State of
Shipping in Commerce 2017 report and Magento’s 2017 Holiday Commerce
Outlook.
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How Absolunet can
help.
Get curious

Get started

Get in touch

If you’ve read this far, you’re probably
getting ideas or have questions about
how you can use digital to get the edge
for your business.

We don’t sell software, we help retailers use
digital to move more merchandise, understand
their people and manage with better oversight.

Let’s talk. You can tell us about your
business, including ideas or challenges
you’re working on. We’ll share what
we’ve learned and what we know,
including case studies, best practices and
industry trends.

Here is what we can do for you:
You’ll be amazed at what’s possible today.
What was complex 5 years ago is now
automated and simple.

●
●

Your business is about to go from
ﬂip-phone to smartphone.
●

Strategy + Analysis: from exploration
to audit to eCommerce business plan.
User Experience Design:
customer-centric, frictionless and
proﬁtable interfaces.
Implementation + Integration: making
it all work together

Go ahead, make your competition look
like they’re still in 1995.
Reach out at
info@absolunet.com
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