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OVERVIEW

e Preparing for BFCM 2020
Why last year’s data is the best place to start

e Performance

o Evaluating last year’s results to inform this year’s forecast
e Products

o  What you can learn from last year’s top-selling products
e Channels

o Finding inspiration from your best holiday channels and

campaigns

e Customers

o How identifying your 2019 holiday customers can help
you drive 2020 acquisition and retention




BFCM 2020

$51 billion

projected in U.S. online
spending

66%

plan to shop small/local
this season

o
73%
of shoppers plan to
shop more online

o
25%
started holiday shopping
in late August

Source: Google comissioned Ipsos COVID-19 tracker; Google data

o
30%
have purchased from a
new brand this year

(o)
60%
increase in searches for
“best affordable”




PERFORMANCE

Performance notes:

e |ook at KPIs from key date ranges during
the last holiday season to understand
what you can expect this year

o Revenue

o Conversion rate

o Cart abandonment rate

o Device and website performance
o  Website testing

e The COVID effect: how can you anticipate
the impact?

o Layer in this year’s YTD data for a
more accurate understanding
o Anticipating inventory needs

) Highlights

Revenue
Through 2pm today, you generated $32,522.90 (up $2,956.63 and 10% from same hours Last Tuesday).
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Gross Profit
Through 2pm today, you achieved $19,452.28 in Gross Profit (up $1,768.39 and 10% from the same hours last Tuesday).
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PRODUCTS

Product notes:

s Custom Period
<& Products » Segments [52] Nov1,2019 - Dec 31,2019 ¥ e

e What products and categories sold well
during last holiday season?
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e Inventory metrics
o Inventory velocity
o Sell-through rate
o  Ensuring enough inventory lead
time
e Understanding the best products for
acquisition, retention and more

° Most Profitable
Highest gross profit amount




CHANNELS

Channel notes:

Don’t reinvent the wheel - see what
marketing channels and tactics worked
well for you last year and adapt as needed
Campaign performance:

o BestforlLTV

o Best for acquisition

o Best for repeat purchasers

o Best for profitability
How to see your highest-performing
channels and campaigns, and what to look
for

Performance » Overview
018 - Dec 31, 2018

Nov 1, 2t
$1,485 ~148.07%

Revenue by Channel

social is your top profit-generating channel at $4,913 (15% of total) and email is your bottom profit-generating channel at $1,034 (3% of total).

ull BarChart v Group by Week v

5 First Order Attribution

Channet n
sssss . sa03
retoral saq28
ety S
e $4.077

xxxxxx

$2,758
5%
Total $325528

Net Profit By Channel

Taking into account your COGS and Advertising Spend, your Net Profit for Nov 1st - Dec 31st is $2
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CUSTOMERS

Customer notes:
B S o~ @

22 Customers » Segments 3
Paying Customers 142,507 3165 316058

5137 $865,662 $168.52 $244.26

e |dentify last year’s holiday shoppers and
see what they have in common
o How many are gifters? How many

High AOV 3584
) High AoV o Koo Mailchimp. Sync Settings 3
Disabled  Disabled Edit

Customers with an Average Order Value (AOV) above the median AOV.

</ Line Chart v

purchased again? P
e 3,544 @ $865,662
Products 49.6% of Customer Bast 75.4% of Total Revenu
Purchased

o  Find high-LTV holiday shoppers
e Personalize holiday experiences for VIPs
and value shoppers
o Early access
o  Free gifts
o  Promotions
e Where do you need to adjust your
acquisition or retention strategy to improve
this year?

Number of Orders Average Order Value

e 5,137 @ $168.52

Full Price Customers 4,633 6,072

$117.56

$713,797

First Purchase 4,525 5938

Repeat Customers 2,592 3,902




QUESTIONS?

Current Glew user?

Interested in Glew?

support@glew.io

megan.brenneman@glew.io
caitlin.tittl@glew.io
go.glew.io/free-trial

go.glew.io/schedule-a-demo

BFCM 2020 guide: https://go.glew.io/hubfs/Content/BECM_Guide_2020.pdf
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