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Why is it important?

* 5$3.45 Billion spent by users on Cyber Monday 2016

* Average Holiday spending per person: $805.65 in 2016

®* 51% of marketers begin their holiday campaigns before
Halloween

® 80 millions tweets about the #holidayseason on Twitter
last year

® 37% increase in ad spend in Q4 on Facebook in 2016

®* 71% of online shoppers say they turn to search first due to
being unsure of what to buy

® Online shopping and holiday spending has increase YOY
since 2011
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Holiday Marketing — Planning & Strategy

Planning for the Holiday

® 2017: The year of social media & video
* Know your audience/stats
O Mobile vs. desktop
O Social referrals vs. organic search
® Set goals
O Your efforts should be within your wheelhouse
and achievable

®* (Create a calendar

O Which holidays are you going to focus on?
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Micro-moments

1. The “l Need Some Ideas” moment
2. The “Which One’s Best” moment
3. “l Want to Buy It” moment.

64% of online holiday shoppers last year did their initial gift
research during their spare time (walking/commuting)

®* Be seen when your customers are online and searching
®* Be Mobile Friendly
®* Have an Omni-Channel Approach

®* |nvestin Video

https://www.thinkwithgoogle.com/consumer-insights/holiday-shopping-trends-2016/

VS HOLIDAY SEARDN"
FETAIL ECOMMERCE SALES
BY DEVICE, }0i5 & 204d

2015 $56.43
2016 $63.10

12%
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New opportunities for experiential
gifting are emerging’

One of the major mistakes you can make during the holidays is .I

pushing irrelevant content. . . . . .

Relevant and Relatable Content

85% of people say Morethan 1indsay  Mearly 1in 2 describe
spending time with loved ashared experience  the ideal holiday gift
ones is an ideal gift is an ideal gift as thoughtful

® Content should be: sentimental, family-oriented, relevant
®* Content Personalization / Smart Content
® Share on Social Media

® Get Creative

® Focus effort on relevant channels to your brand already

of marketers say  ongoing,
personalized communication with
existing customers results in
moderate to significant revenue

impact.
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Optimizing PPC for the Holidays

° Ana|yze last yea r’'s data Relevant Keyword,/DKI : .
l Holiday Messaging

. Social Media
* Start planning now Winter Decorations - potterybarn com

www. potterybam.com/ ~

Holiday Trim, Gifts, & Accessones for the Season, from Pottery Bam®
Pottery Bam has 3,523 followers on Googla+

@ 55 Boylston St, Ste 5540, Chestnut Hill, MA, - (617) 713-2620

° AdeSt your copy Christmas Thanksgiving
. . Holiday Decor Holiday Gifts
* Run holiday deals in copy
e Test targeted copy

Location Extensions Enabled Call Extension Enabled

e Use PPC Ad Extensions Sitelinks Enabled w/ Targeted
Destination URLs

* Increase Spending

* Remarketing in PPC

* Include PPCin your Omni-channel plan



LI\

DENVER

The Mile High City

Social Media during the Holidays

e

Inspiring, influential & important

Social Media is consistently offering new and creative ways to
market your product or experience

Easily provide users with deals or discounts

Influence users to buy product through short,
informational video

Purchases affect by word-of-mouth- friends sharing sales
or products

52% of online and offline purchases in 2016 were
influenced by Facebook

Mobile-first design in Ads Manager

Optimize for conversions, store visits, catalog sales and

lead generation



/I The Importance of Targeting

You know why, but how?

— —|

Social Media is not only good for influencing and inspiring
your audience, but it allows you to target existing audiences,
new audiences and user behaviors/interests

® Custom Audiences
O Built off of website pixels or interactions on your FB
page (video views, clicks, engagements)
O Allows you to retarget those already engaged
®* Interest targeting

O Change specifically for the holidays (credit card users,

online shoppers, parents, stay-at-home moms etc.)
®* Target audiences of major competitors

® Exclude fans of your social page — look for new customers
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Interest Targeting: Gaming

4,533,?00 people

Behaviors = Purchase behaviar =
Buyer profiles = Gamers

Description: Feople whose
activities strongly suggest they are
video game players (gamers).

Source: Partner Category based
on information provided by Oracle
Data Cloud. U.S consumer data on
where consumers shop, how they
shop, what products and brands
thev nurchase the nublic ations

Feport this as inappropriate

purchasing behavior
behavior
behavior
behavior
behavior
behavior
behavior
behavior

behavior

Online Behavior: Purchases |

Suggestions

Browse

Demographics: Financial

ines of Credit
7 Lines of Credit
& Lines of Credit
9 Lines of Credit
Active credit card user
Any card type
Bank cards

Gas, department and retail store cards

High-end department store cards
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| Samsung ‘Unwrap the Feels’:

l‘b_ N — < heartfelt, relevant, promotional

. e . “ - _
60 OUTSIDE - g
TAKE A PHOTO AND TAG
#OptOutside . - - Y %
#OutdoorResearch { __ 5 ., X " ‘_..
AND WE'LL GIVE $1u N AR R
T0 PARADOX SPORTS ¥ —
vy :.._-' ‘." 3 ”,__,. -_. o v - erady;orthe ho;idays? Grandma'’s inflating your air mattress &

' 7 . / checkmg |t twme Maybe this year you should visit, not stay.

;:/» S A _ 5 U

REI #OptOutside: Spirit of giving, HotelTonight: Funny, engaging,

engaging, activation relevant relevant CTA
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