HOME FOR THE HOLIDAYS

WILL HOLIDAY SHOPPING TAKE A HIT? *

COMPARED TO LAST YEAR, CONSUMERS
ANTICIPATE SPENDING...
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=08 This year, there will be 45 additional shopping days in the holiday shopping season
(October 13t will mark the unofficial start of the season).

- Tim Hinckley, Chief Commercial Officer for Radial

WHERE ARE CONSUMERS BROWSING FOR HOLIDAY GIFTS?

WHAT INCENTIVES DRIVE CONSUMERS TO PURCHASE?

Price Discounts 74%
Free Shipping 72%
BOGO 39%

Cash Back 29%

WHERE ARE CONSUMERS MAKING PURCHASES?

Stores that offer pickup — curbside, inside, drive-through — will see a 90% increase
in digital sales over the previous holiday season.

ONLINE SHOPPING WILL DOMINATE *

Source: eMarketer

$65 billion mobile sales in 2019

Nearly half of the e-commerce sales in 2019 were done on a mobile device. This year, it's projected to
account for even more sales. Having a mobile-first strategy for the holiday season is essential.
Below are 3 tips to get you started.
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SOCIAL ADS MOBILE SHOPPING APP OWNERSHIP

10% of mobile purchases in 2020 LIST INTEGRATION 37% of adults are more interested
will be made through social in in-app shopping this year.
channels.

Place your ad on in-app shopping
lists.

DIGITAL ADAPTORS (millennials)

DIGITAL NATIVES (gen 2)
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Most popular days for travel

It's customary to see travel websites suggest booking a trip 4-6 weeks before you plan to leave, however
as consumers who are opting for travel are taking advantage of lower year-on-year prices, Expedia is
recommending a longer window: 60-90 days before Thanksgiving and 30-60 days before Christmas.

80% of consumers spend about 4 weeks researching before deciding to
book a trip which means peak research time is in full-swing. Not knowing
what the holiday season will bring for travel brands makes it even more
essential to get your brand out in front of consumers as they're
researching places to visit, accommodations and transportation options.

KEY TACTICS TO REACH TRAVELERS

EXPEDIA LOCATION TRANSACTIONAL
Build brand awareness amongst TARGETING DATA

an engaged travel shopping Create custom geo-fences around 3RD party credit card data allows

audience on premium cities that are driving distance you to reach consumer who have

e-commerce travel sites. from your location to attract book a hotel but not a flight, for
potential customers. example.

O DiGILANT

Digilant is an omni-channel digital partner built to take advertisers from now to next. We do this with
omni-channel digital advertising strategies that are data-driven, actionable, and effective. Part of . ..
ispDigital, Digilant is made up of 100+ data-driven media minds and advertising technologists spread mfo@DlglIant.com
across US offices in Boston, New York, Chicago, San Francisco, Dallas, Denver, Los Angeles, www.DigiIant.com
Washington D.C., and Atlanta. By combining big ideas with executional scale we are well-equipped to

champion consumer insights, campaign analysis, and media initiatives that propel brands and agencies

forward. Visit us at digilant.com to learn more.
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Express, Digital Commerce 360, ABC News, Progressive Grocer, Website Setup, Sheer ID, Medium, YPulse, SteelHouse, Kenshoo, Miva, National Retail
Federation, Newsroom, New York Post,



