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LET THOSE SALES SNOWBALL EARLY 

CAMPAIGN
Looking back, the 2023 holiday shopping season was a merry one:

•	 Sales grew 3.8% to a record $964.4 billion.
•	 A record 200.4 million consumers shopped between 

Thanksgiving Day and Cyber Monday.
•	 November sales increased by 4.2% year over year. 

With eMarketer calling for even more growth in 2024, how can 
you meet or exceed last year’s holiday sales success? By taking 
a full-funnel approach that considers unique physical-to-digital 
media channels like Programmatic Direct Mail (PDM), you can 
reach shoppers at home. Here are three tips based on an analysis 
of the performance of PebblePost’s brand partners that ran 
holiday campaigns in Q4 of 2023.

PERFORMANCE TIPS FOR A HOLLY, JOLLY 
HOLIDAY SHOPPING CAMPAIGN
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Black Friday/Cyber Monday (BF/CM) is 
still the most popular holiday shopping 
weekend. However, 59% of consumers 
browsed or bought before November  
last year, so spreading the word about 
holiday sales as early as possible can  
help boost interest. Here are a couple  
of considerations from our research:

•	 Fun fact: Brands that launched holiday 
campaigns predominantly in October, 
and significantly boosted their spending 
saw corresponding positive performance 
metrics in November.  

•	 Takeaway: This pattern suggests that 
earlier holiday campaigns yield benefits 
by capturing early shoppers and 
building brand presence ahead of peak 
shopping days.  

•	 Fun fact: Conversion rates increased 
noticeably during the BF/CM period. 

•	 Takeaway: Early campaigns likely 
spread out the holiday sales surge, 
leading to more stable inventory 
management and better overall 
performance. They might also  
help consumers manage their own 
budgets during an increasingly  
longer shopping season. 
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https://nrf.com/media-center/press-releases/nrf-says-census-data-shows-2023-holiday-sales-grew-38-record-9644#:~:text=NRF%20defines%20the%20holiday%20season,up%208.2%25%20at%20%24276.8%20billion.
https://www.emarketer.com/forecasts/616de792200dbd09d85b192a/616de9eb200dbd09d85b192c/?_gl=1*8lmt95*_ga*Njk1MDE2OTM3LjE2OTgzMzQ3OTA.*_ga_XXYLHB9SXG*MTcxNjk5NzMxOC40MS4wLjE3MTY5OTczMTguNjAuMC4w*_gcl_au*MTIxNjQ0ODY3MS4xNzE1NjIyMzc2&_ga=2.147346356.2052587813.1716997319-695016937.1698334790
https://nrf.com/research-insights/holiday-data-and-trends/winter-holidays
https://nrf.com/research-insights/holiday-data-and-trends/winter-holidays
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MAKE IT FESTIVE DURING A FRANTIC TIME
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There’s another reason to start your 
holiday campaigns early this year.

Since the next presidential election will 
happen in the first week of November– 
just as the holiday shopping season gets 
underway—an onslaught of political 
ads, emails, and other messages will 
likely be distracting. Coupled with the 
already ever-present digital “noise” of 
the Internet, brands must find a way to 
reach these understandably preoccupied 
shoppers. Programmatic Direct Mail 
(PDM) is an ideal channel for cutting 
through the clutter because it:

•	 Delivers a print asset straight to the 
home: Almost a quarter of McKinsey’s 
Consumer Pulse Survey respondents last 
year said print media, like flyers and 
catalogs, were among the top three 
considerations for which channel to 
use for researching holiday purchases.  

•	 Increases the window of opportunity 
for purchases. On average, postcards 
will remain prominently placed on 
household counters and refrigerators 
for up to 17 days.  

•	 Is cost-effective: Unlike fluctuating 
CPMs that drive up digital ad 
campaign costs, the price for reaching 
a shopper via PDM remains flat. 

•	 Helps shift consumers’ attention: 
Campaigns that start in October  
and run through December deliver 
optimal performance —so, if timed 
just right, your offer will survive the 
tail end of the election cycle, helping 
consumers pivot from politics to 
purchasing presents. 

SPEND MORE SILVER AND GOLD TO BOOST SALES3
To make money for your brand, you know 
you have to spend money. That’s never 
more true than during the holidays.

We found that brands typically increase 
spend significantly in November, 
capitalizing on BF/CM peak shopping 
days. NRF data backs this up, showing that 
starting holiday campaigns in October 
helps capture early shoppers and build 
momentum through Cyber Monday. 

You should know that when brands 
increased their spending in November, 
they saw:

•	  40% higher conversion rates 

•	  39% higher ROAS 

•	  244% higher incremental revenue 

This highlights the effectiveness of using 
PDM campaigns during peak shopping 
periods to drive additional sales, especially 
for brands in apparel, accessories, and 
luxury segments, which showed the 
highest conversion rates, according to 
PebblePost research. 
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Learn more about how PebblePost 
PDM can help your brand.
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