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INTRODUCTION

Do online shoppers shop differently during the holidays? How does online
shopping behavior vary across categories?

To answer these questions, the NetElixir Retail Intelligence Lab analyzed
over 1.5 million unique online customer paths to purchase across 10 retail
categories during the 2018 holiday season. We focused our efforts on the
shopping behavior of high-value online shoppers since, in our retail data set
across categories, they account for over 60% of total website purchases.
The high-value customers’ path-to-purchase data was aggregated,
analyzed, and compared for two 30-day periods. This includes before (10/21
to 11/20/18) and during (11721 to 12/20/18) the holiday season.

We grouped the aggregated data into four categories:

1. Purchase Latency: (The time between the first landing and actual
purchase.) We expected the purchase latency to be lower during the
holiday season. Our hypothesis was that online shoppers are pushed to
complete their purchases quickly through time-bound offers.

2. Cart Size: (The Average Order Value (AQV), as well as the number of
items in the shopping cart.) We expected both numbers to be higher
during the holidays.

3. Day-Parts: We wanted to know whether high-value shoppers were more
likely to start, as well as complete their shopping during a certain day of
the week and time of day.

4. Impact of Mobile: \What percentage of all first-time website landings, as
well as online purchases, was driven by smartphones.

For each of the ten categories, we conducted a data overlay of the above
insights onto the high-value customer demographic data, to build distinct
customer personal for the pre-holiday and holiday campaign season.

FACES showcases these insights for the high-value online shopper for

the following retail categories: women’s apparel, home furnishings, home
improvement, food and gourmet, grocery, sporting goods, B2B, art supplies,
pet supplies, and promotional products.

How Can You Use This Book? You can compare your high-value customer
shopping insights with that of your category to identify if there are any overlaps. You
can use the data to create a more efficient and effective marketing campaign.

We will also publish the Why Paper online for each category, wherein

we explain shopper behavior using academic research models. You can
download the Why Paper focused on women’s apparel on
netelixir.com/whypaper and sign up to receive upcoming editions via email.

According to NRF, in 2018, 41.4 million people shopped only online from
Thanksgiving to Cyber Monday in the United States. These online shoppers
belong to a wide range of demographic segments and exhibit unique
search-shop-buy behaviors. Marketers can improve the overall shopping
experience if online shopping behavior is better understood.

We hope our FACES research inspires retailers to gain a deeper
understanding of their customers’ behavior. Marketers can make more
responsible and impactful marketing programs by constantly aggregating
live customer data streams, analyzing using customized data analysis
models, and applying these learnings.

Best wishes,

Udayan Bose
Founder & CEO, NetElixir
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PAID SEARCH - PAID SOCIAL
SEO - AMAZON - ANALYTICS

{RETAIL SEARCH MARKETING }

NetElixir is a specialized search marketing agency that
helps global retailers thrive online. We’ve been in the
digital marketing space since a tweet was simply the
sound a bird made. Every single day, we combine this
unique experience with our never ending passion for
creating smarter search marketing solutions to help our
clients engage with their customers. And most importantly,
drive results that surpass their wildest expectations.

netelixir.com - 609.356.5112



