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Black Friday Week: Rundown Black Friday Week: UK
Thanksgiving Day: . Black Friday - CyberMoqday.:
$1.93 Billion £2.85 Billion
Black Friday:
H1H Mobile: $1.2 Bilflon)
$3.34 Billion - 65/, Shop that weekend
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Over $1 Billion in Revenue
57 out of 61 Days
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Don’t Discount the Desktop!

Purchasing from desktop computers topped
$1 billion for 19 straight days

Desktop ecommerce spending between Now. 1
and Dec. 12 jumped 12% to $49.3 billion
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Share of Traffic & Sales jer
o Channel Analysis:
Conversion Rates by Device:
1. Desktop 5.5%
2. Tablets 4.6%
\,,\ 3. Smartphones  2.4%

Desktop
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Channel Analysis: Channel Analysis:
Traffic Sales Best Performing Channel 2016
1. Organic Search 1. Search (40%) 1. Organic Search
2. Search Ads 2. Direct (28%) i
3. Direct (25.3%) 3. Email (17.8%)
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Email: 4 @ " Email: Most Influential Advertising Media:
1 of every 5 sales =~ 4 Black Friday and Cyber Monday
on CyberMonday v
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Email:

opens on mobile generating
50% revenue compared to
desktiop opens

73% email opens in retail
are mobile (60% all opens)
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The Big Loser:
Social Network “Buy” buttons

The Big Loser:

Have you tried Social Commerce?
Never SW Open to it, but haven't
% Used - will use again
\

820 Used - never again
Would not use
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Uh-oh: o
Global Social Media Users
Interested in the “Social Buy” Button
17%
14% 13% of companies
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But not Everywhere!

SouthEast Asia

30%

of digital sales
are from Social
Commerce
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“Out ona Limb” Award:
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Observation 1:
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Black Friday is now Q4

Consumers are browsing and buying
long before Black Friday

of shoppers expect holiday promotions
0 to begin by October or earlier.
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Black Friday
CyberMonday

22% of Amazon's TV ad spots between November 23-27 actually mentioned *Black Friday™
Ondy 19% of its TV ads between November 27-30 mentioned "Cyber Monday."
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Sales Cut Profits

Factors that Influence
Holiday Purchases:
PUNSCRINE T ——Y K

Quality _[Q}0
T N 60%
Free Shipping  ELy0

[Low Prices  FYb
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Someone has to pay:
Overall holiday “Total holiday sales rose 3.8%
spending rose by 4% Overall holiday spending rose by 4%
(biggest growth since 2011). However,
“consumer's heightened expectations
of cheap or free shipping acted as a
Retailers are expecting Rriher Gamper on maplns.”"
10 see m| dﬂ’ ! « Conkuming |Retail Coraulting Finmy
profit decline 1.9%
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