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Key Takeaways: 

• Brand success will depend on visually dynamic and engaging ad creative, 

especially video, that reaches customers instantaneously on their devices.

• Design a mobile marketing plan that maximizes engagement, conversion 

and profitability, by determining who your target audience groups are and 

understanding what resonates with them.

• Don’t stop at Christmas - celebrate your wins into the new year and continue 

converting shoppers with the holiday sales data you’ve gathered.

The number of global consumers who shop via mobile during 
the holidays continues to grow; last year, nearly 75% of all online 
holiday sales were made via mobile.

EXECUTIVE SUMMARY

In this report, brands will learn about the importance of mobile during the 

holiday season and how to effectively reach consumers by planning marketing 

campaigns early. We’ve compiled a roadmap of creative best practices and 

recommended steps for each peak holiday throughout the season to ensure a 

prosperous Q4 and new year.
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MOBILE SHOPPING PLAYS AN OUTSIZED ROLE YEAR-LONG IN RETAIL,  
AND ITS ROLE DURING THE HOLIDAYS IS JUST AS IMPORTANT.  

In fact, the number of mobile-first shoppers grew by 33% between the 2017 

and 2018 holiday seasons.  

This is because customers are more likely to shop via mobile during the holidays 
as schedules are busier than at other times of the year. They are also on the go 
more at this time of year and are therefore relying more on the convenience of 
mobile.  

And globally, 66% of all 2018 online holiday sales were made via mobile.  

33%

66%

MOBILE FOR  
THE HOLIDAY SEASON

THE IMPORTANCE OF

THIS SEASON, MOBILE SHOPPING IS EXPECTED TO GROW EVEN MORE.   
In fact, some experts have predicted that fully half of all holiday shopping will occur 

via mobile. For many, mobile is the most expeditious means of completing holiday 

shopping.    

Knowing that consumers are going to be completing holiday shopping via mobile in 

such considerable numbers, your creative must be designed to be visually dynamic 
and engaging, making the best use of existing mobile ad.  formats. 
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This retention rate is one of the reasons that video ad spending is expected to reach 
$29B this year alone, according to the Interactive Advertising Bureau (IAB). This is 

expected to account for 49% off all US programmatic ad spending in 2019.  

If you’ve developed video assets for non-mobile mediums - such as TV campaigns or 

in-store video - it’s easy to adapt them for mobile and serve them via social feeds and 

stories. This exponentially increases the audiences you can reach versus if those 
video assets remained siloed in non-mobile channels. 

Even without existing videos to start with, creating video ads for the holidays is still 

achievable. By converting any static image into life-like animation, you can now 

develop a larger amount of content and still reap the benefits of greater video  

performance across social channels. 

When it comes to advertising on mobile, video is the way to go when designing your 

holiday marketing plan. 

Video is one of the most powerful tools in your advertising 
arsenal as viewers retain 95% of a message delivered in 
video form, compared to just 10% when in text form.
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NOV

DEC

JAN

FEB

29 Nov Black Friday

02 Dec Cyber Monday

13 Dec Last Shipping Day

01 - 31 Jan New Years + January Sales 

HOLIDAY  
TIMELINE

The following roadmap provides key monthly 

checklist items that will help you in preparing 

your mobile ad creative, and edge closer to 

holiday campaign success.  
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THE MEDIA LANDSCAPE IS MORE FRAGMENTED THAN EVER.  

Which means your campaigns need to follow suit by reaching across numerous 

platforms. Now, at the peak of the holiday season, adapt and scale your creative for 

every touchpoint while staying authentic to the nuance and tone of each platform.

EXPAND AND CONQUER
NOVEMBER

YOUR NOVEMBER CHECKLIST

Take your learnings from pre-season concept testing and use them to build 

custom creative for key dates such as Black Week.

Set up scheduled campaigns to boost spend and drive conversions around 

key dates. 

Scale top-performing creative concepts from earlier tests across different 

platforms and placements. 

Tip: Use multiple ad 
placements to reach a 
larger audience.  
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Holiday advertising is hitting its peak.

This is where the months of preparation will really pay off. Convince last-minute 

shoppers with deadlines, flash deals and fresh creative to recapture attention amidst 

all the noise. 

YOUR DECEMBER CHECKLIST

Create urgency and drive conversions with lightweight direct-response 

creative. 

Drive audience members to seamless in-store or in-purchase options on 

mobile. 

Take stock of performance to execute appropriate campaigns during the 

post-holiday period that takes place post-Christmas through the beginning of 

January. 

CAPTURE ATTENTION
DECEMBER

Tip: use fresh creative and 
CTA’s to drive action. 
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CHRISTMAS DOES NOT SIGNAL THE END OF THE  
SHOPPING SEASON.   

After all, how often do you get everything from your own wish list during the 

holidays? Use the early days of January to convert shoppers who want to treat 

themselves after the bustle of the holidays. 

CONVERT SHOPPERS
JANUARY

YOUR JANUARY CHECKLIST

Use holiday sales data to target your new customer base with related products 

in order to drive repeat purchases. 

Give it one more shot with those who did not previously convert by sharing a 

post-holiday offer that uses gathered data to appropriately target your potential 

customer.  

Associate your brand with the positive energy and self-improvement 

motivations of the new year. 

WISH LIST
Tip: Re-target shoppers with 
New Year Messaging 
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PEAK HOLIDAYS

The following creative best practices and recommended 
steps have been tailored specifically for each of the peak 
holiday shopping periods, to help you succeed each step 

of the way this season. 
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Black Week takes place from November 25 to 
December 2 this year and is the biggest shopping 

week of the holiday season as it incorporates 
U.S. Thanksgiving, Black Friday, Small Business 

Saturday and Cyber Monday. 

BLACK WEEK
18 NOVEMBER - 22 NOVEMBER
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BLACK WEEK

Black Friday this year is November 29 and is celebrated globally, making it 
a perfect time to employ creative that is scaled to suit different languages and 
cultures.  

It originated in the U.S. in 1952 and has been the busiest shopping day of 
each consecutive year since 2005. Its success in its origin country has spurred 
Black Friday observation in Canada, the U.K., Romania, India, France, Germany, 
Switzerland, Australia, New Zealand and Mexico.   

Creative Best Practice: 
Many take this opportunity to use a specific discount as the focal point for their 
creative. If you follow suit, keep it simple with a short, single message video that 
drives action to your website.   

Get your branding front and center in your ad creative and share the message wide. 
Attract the attention of those customers who are ready to shop now and those who 
will make their purchasing decisions later in the holiday season.   

1

2

3

RECOMMENDED STEPS: 

Run brand awareness ads every day from November 18-22, to build 
excitement for the holiday shopping season in general, and the ramp-up 
to Black Friday in particular.  

Pre-black week is also a good time to start teasing Black Week and 
Black Friday deals, due to the level of competition for impressions in 
Black Week, it’s much more cost-efficient to reach customers early with 
a message that will make them remember your brand come purchase 
time. 

Set your biggest deals live either on Thanksgiving or the day of Black 
Friday to push the shopping hype to its absolute peak. 
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In 2018, Cyber Monday sales totaled $8 billion 
in the United States alone.

CYBER MONDAY
02 DECEMBER
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CYBER MONDAY

This year, Cyber Monday falls on December 2 and in 2018, sales totaled $8 billion 
in the United States alone. Cyber Monday has become popular due to the 
convenience it offers in contrast to Black Friday and other shopping events that 
require physically visiting a store.   
 
Mobile in particular is key for Cyber Monday as its shoppers are looking for 
convenience in shopping online, and creating dynamic experiences within your 
mobile channel offers even further convenience and chances of conversion. 

Creative Best Practice: 
Avoid ad fatigue by freshening up your creative. Make the most of the buzz created 
by Black Friday and push your ads well into the new week with creative that will 
stand out from the noise.  

Highlight different products than Black Friday to attract a new shopping audience 
- and given the online shopping focus, items that are easy and cost-effective to ship. 
Animation is a great idea here.  

Keep the excitement high with your choice of messaging and clear call to action. 

1

2

RECOMMENDED STEPS: 

Providing a seamless shopping experience in mobile is crucial, so make 
sure your site is functioning properly and optimized for mobile. 

Update ads with Cyber Monday-specific content highlighting the 
convenience of clicking through (“Finish holiday shopping now and save - 
swipe up!”). 
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December 13 (international shipping),  
December 18 (standard shipping),  
December 20 (express shipping) 

LAST SHIPPING DAY
13 DECEMBER
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LAST SHIPPING DAY

The dates for Last Shipping Day vary depending on country and delivery services, 
so check with your shippers to confirm the drop-dead dates in your markets and 
countries. This new shopping holiday has become a rising star for last-minute 
online purchases and signals to shoppers that their time is running out. While 
this signifies the final push for e-commerce, it provides retailers a competitive 
advantage to drive foot traffic in-store right up until Christmas; in fact, creative can 
underscore that the shipping window is closed, but in-store deals remain. 

Creative Best Practices:
Urgency is crucial and your creative should focus on the actual amount of limited 
time that remains in your markets.
 
Use holiday imagery and messaging alongside images of planes, ships and 
anything related to shipping. 

Make use of remaining holiday themes and creative here as the window for using 
compelling holiday iconography and tropes is closing.  

1

RECOMMENDATION

Offer free shipping to encourage your customers to meet the shipping 
deadlines and increase conversions. 
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NEW YEAR &  
JANUARY SALES

01 - 31 JANUARY
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JANUARY SALES

The final push of the holiday season is often a missed opportunity for those still 
recovering from the November/December rush. January Sales are a great time 
to retain your holiday customer base and retarget those who didn’t convert prior. 
Shoppers are accustomed to receiving the deepest discounts of the year during this 
period. 

Creative Best Practice:
Introduce fireworks and other signifiers of the new year. 

Focus messaging on the positive energy and self-improvement that comes with 
the new year. 

1

2

RECOMMENDED STEPS: 

Prepare January creative in December, and be ready to tweak as your 
team gets back from the holidays. 

Your retention strategy is just as important as acquiring your new holiday 
customer base. Decide what loyalty schemes to put in place to ensure 
your customers continue to purchase from you throughout the year. 



19

SUMMARY

MOBILE SHOPPING IS INCREASINGLY BECOMING THE PREFERRED WAY FOR 
CONSUMERS TO MAKE THEIR HOLIDAY GIFT PURCHASES. 

The difference between a ho-hum holiday season and a successful one comes 

down to your ad creative. Designing visually dynamic and engaging mobile ads is an 

important part of your holiday mobile marketing plan, especially when delivered in 

video form.  

This document references information and terminology from the Facebook 
Holiday Marketing Guide 2019.  

Shoppers are always looking for help with their buying decisions. 
By identifying your approach with each target audience, you 
can tailor your creative and engage your customers this holiday 
season.  

Give consumers the gift they’ve been looking for - convenient, dynamic 

experiences through seamless mobile shopping - and celebrate your ad wins into the 

new year. 
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THANK YOU


