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Your 2024 Black Friday/
Cyber Monday PDM 
Campaign Checklist

3 ways 
to help you maintain 
your brand’s presence 

this holiday season

It’s wise to spread the 
word about holiday sales 
as early as possible to 
get people interested, 
especially this year, as 
consumers will start 
their BF/CM shopping 
in October.

pebblepost.com

How to have a holly jolly 
holiday shopping season

PebblePost’s 
recommended 
best-practice bu�er 
between the mail send 
date and the creative 
expiration date for 
First-Class mail across 
all product categories.

Spread the holiday 
cheer early

The best practice for a 
last direct mail send is 
usually two weeks before 
your sale ends. This is 
also when you should 
switch to a holiday 
creative or turn it o�–
depending on whether 
or not you are promoting 
an evergreen product.

Give consumers ten 
days to act on your 
direct mail o�er

Regardless of the sale or the 
o�er period, it takes up to a 
week for a Standard Class 
and up to five days for 
First-Class mail to arrive. 
Then, it takes another few 
days for the consumer to act 
on the o�er. 

It takes a couple of days to 
a week for a direct mail 
piece to reach the mailbox

Sleigh the sale 
through the mail

If you want to engage new audiences, PebblePost 
recommends running a prospecting and 
engagement campaign for at least four weeks 
before the start of your holiday campaign. This 
time will allow for better attribution and ensure 
that your mailer provides the best experience for 
the consumer by guaranteeing it is in their home 
with enough time for them to react.

Match creatives to di�erent audience segments 
in di�erent phases of the buyer journey. This will 
allow you to scale during the holiday rush more 
easily. You can run more customer retention and 
lifecycle campaigns to show your most loyal 
shoppers you care.

PebblePost can help you 
put the perfect bow on your 
holiday campaigns with our 
Programmatic Direct Mail. 
Contact us today to see 
outstanding seasonal 
marketing results. 

First-Class mail

O�er codes with expiration 
dates create a sense of 
urgency with the consumer. 
PebblePost recommends 
a minimum bu�er of two 
weeks if you have 
promotions you want to 
heavy-up against by a 
specific date. You should 
pause any creative that 
expires within 14 days.

The ideal timing for specific, 
shorter promotions, and 
sales periods

When timing in-home is critical, PebblePost 
recommends always running First-Class mail for 
any product. Standard Class is best for one-time 
sends to specific audiences. It’s not ideal for 
always-on strategies like retargeting without a 
time-sensitive o�er.

4 weeks lead time 

Segment creative

Be merry and bright, 
and be sure to get 

the timing right

Ring those bells–and 
those cash registers, too

       Before you know it, the holiday season will   
       be here. This is why PebblePost wants to help 
           you make the most of it with this PDM 
             campaign checklist.

             The holiday shopping season 2024 is     
              shaping up to be a challenging mixed  
              bag—a kind of frugal ying to the           
              extravagant yang. Consumers are    
                 expected to look for Black Friday/
       Cyber Monday (BF/CM) deals, driven partly 
     by economic concerns. Yet, surveys indicate 
   they will splurge on holiday spending, likely 
   surpassing pre-pandemic levels.     

   Whether they’re spendthrifts or thrifty, 
   appealing to consumers requires good timing, 
   precise targeting, and compelling o�ers.

    Programmatic Direct Mail (PDM) can help 
    you engage consumers in the market to buy 
   from you where they start most of their
      holiday shopping: at home.

To help you get a fast and e�ective start this holiday season, 
PebblePost made a short seasonal event countdown list 
(which we checked twice) with tips on ideal timelines, creative 
formats, and mail classes for a truly holly jolly BF/CM 2024.
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