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THANKSGIVING TO CYBER MONDAY

SEARCH, SHOP, BUY 
OBSERVATIONS & INSIGHTS



AGENDA

  

RESULTS & TRENDS

TOP DAY-PARTS – SEARCH & BUY

HOW BIG WAS THE IMPACT OF 
MOBILE?

SHOPPING CART EXIT 
COMPARISON

OUTLOOK FOR REMAINDER OF 
THIS HOLIDAY SEASON



BASIS OF THIS PRESENTATION

• Hourly Search Marketing and Website data recording and analysis for our 
holiday retailers between Thanksgiving Day and Cyber Monday. 
(Aggregated Holiday Traffic Data > 600 MM Impressions).

• Data captured separately for mobile and desktop for 9 holiday categories.

• We used our proprietary customer intelligence technology, LXRInsights™, 
to gain deeper understanding of holiday consumer behavior.

• This is our 12th Annual Cyber 5 Results Report.



CONTEXT

• Based on 6 fewer days between Thanksgiving and Christmas this year 
plus global economic uncertainty, we had forecasted a muted 9% Y/Y 
Ecommerce revenue growth during our webinar on 9/12.

• 6 fewer days meant that retailers had to sell 20% more online, every day, 
during the holidays.



Y/Y CHANGE (OVERALL US ECOM SALES INCREASED BY 
23%)

WEST
19.2%

SOUTH
28%

CENTRAL
21%

NORTHEAST
22%



PAID SEARCH KEY METRICS

YOY INCREASE

AVG. CPC: -9%
CONVERSIONS: +17%
AOV: -6%



 

ORDERS BY DAY:
CYBER MONDAY’S CONTINUED DOMINANCE AS THANKSGIVING GETS BIGGER



POLL #1
ON WHICH DAY WAS AVERAGE 

ORDER SIZE THE HIGHEST?



 

BLACKFRIDAY BEAT OTHER DAYS IN AVERAGE ORDER SIZE (AOV)



WHAT WERE THE TOP DAY-PARTS: 
SEARCH & BUY 



  

DAYPARTS (SEARCH IMPRESSIONS)
MIDNIGHT OF 11/28 – MIDNIGHT OF CYBER MONDAY(12/02)

2019



  

DAYPARTS (SEARCH IMPRESSIONS)
MIDNIGHT OF 11/28 – MIDNIGHT OF CYBER MONDAY(12/02)

2018



 

DAYPARTS (ORDERS)
MIDNIGHT OF 11/28 – MIDNIGHT OF CYBER MONDAY(12/02)

2019



 

DAYPARTS (ORDERS)
MIDNIGHT OF 11/28 – MIDNIGHT OF CYBER MONDAY(12/02)

2018



POLL #2
WHAT % OF CYBER MONDAY 

SALES HAPPENED BETWEEN 6PM 
AND MIDNIGHT?



 

BUYING PATTERNS, BLACK FRIDAY VS CYBER MONDAY 
(SESSIONS)

2019



 

BUYING PATTERNS, BLACK FRIDAY VS CYBER MONDAY 
(SESSIONS)

2018



• Strong start to the holiday season ~ 23% Y/Y ecommerce sales growth. Southern states 
continue their explosive growth.

• Black Friday continues to dominate in terms of Average Order Size. Cyber Monday’s AOV this 
year was considerably higher than 2018.

• The conversion rates between 6pm and midnight were 21% higher than rest of the day on 
Cyber Monday.

OBSERVATIONS & INSIGHTS



HOW BIG WAS THE 
IMPACT OF MOBILE THIS YEAR?



 

MOBILE SHARE OF ORDERS HAS GROWN Y/Y (BY 31%)
AOV ON MOBILE WAS 40% LOWER THAN DESKTOP



 

MOBILE SHARE BY CATEGORY

MOBILE SHARE IMPRESSION
S ORDERS

Apparel 79.27% 71.82%

Grocery 67.47% 42.99%

Electronics 68.07% 30.79%

Pet Supplies 69.00% 53.27%

Food & Gourmet 64.97% 27.87%

Gifting 55.47% 30.72%

Home Improvement 56.14% 30.05%

Tools 63.48% 43.15%

Flatware 44.31% 34.22%



 

SEARCH VS SHOPPING (ORDERS)

INDUSTRY SHARE SHOPPING TEXT ADS
Apparel 34.82% 65.18%

Grocery 43.59% 56.41%

Electronics 24.14% 75.86%

Pet Supplies 28.26% 71.74%

Food & Gourmet 29.75% 70.25%

Gifting 34.56% 65.44%

Home Improvement 21.26% 78.74%

Tools 44.00% 56.00%

Flatware 26.00% 74.00%



 

EXIT RATE FROM CART AND CHECKOUT PAGES



• Mobile Shopping continues to grow: Share of mobile search impressions as well as orders 
experienced sharp increase during the holidays. On Cyber Monday, though, desktop orders 
were higher. Desktops accounted for a higher share of orders between 6pm and midnight on 
Cyber Monday.

• Text Ads still drive more orders: Shopping to Text Ads Order ratio averaged around 
35%:65%.

• More checkout interruptions this year: Exit rates from the checkout page increased 
marginally compared to last year, for most categories. Shipping Minimums may be the reason 
here for higher exit rates. (Who wants to pay for shipping during Holidays?)

UNIQUE OBSERVATIONS (MOBILE SEARCH + SHOPPING FUNNEL)



OUR OUTLOOK FOR REMAINDER 
OF 2019 HOLIDAY SEASON



NETELIXIR PREDICTS MUTED GROWTH IN
ONLINE SALES THIS HOLIDAY SEASON

9% Y/Y GROWTH

9/12/2019



ACTUAL Y/Y GROWTH (%)
THANKSGIVING-CYBER MONDAY

ORDERS: 26%     REVENUE: 
23%



HOWEVER…

76% OF ONLINE HOLIDAY 
SALES ARE YET TO HAPPEN!
2015: 20% OF SALES THANKSGIVING -> CYBER MONDAY
2016: 22% OF SALES THANKSGIVING -> CYBER MONDAY
2017: 24% OF SALES THANKSGIVING -> CYBER MONDAY
2018: 24% OF SALES THANKSGIVING -> CYBER MONDAY



netelixir.com/holidays

RESOURCES FOR
2019 HOLIDAY SUCCESS

&
A STRONG START TO 2020





netelixir.com/holidays

DOWNLOAD NOW

http://netelixir.com/holidays


QUESTIONS PLEASE
EMAIL: UNIVERSITY@NETELIXIR.COM




