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They’re here…Many retailers have already had months of
planning underway in preparation for Black Friday and Cyber
Monday. While there are optimizations that can be made in
real-time, much of what can be done now is to focus on what
comes next.
All businesses, large or small, have active, lapsed and new
customers. Within each of these groups, there are different
levels of loyalty to the business. Typically, most customers
acquired through these two holidays are “one and done” but
some might end up being your most loyal customers. The trick
is to figure out which channels, offers, products and customer
experiences are the ones that acquire the best customers:
Create Deals for the Customers You Really Want: At one
of my former companies, we realized that some
acquisition channels were responsible for acquiring
customers that had no interest in spending money with
our company. For context, our Black Friday and Cyber
Monday campaign allowed customers to try our product for
free! While the order volumes skyrocketed, we analyzed
their behavior after the fact only to learn that they
would never return to purchase a full-priced item. The
costs of acquiring a customer never actually ended up

creating revenue although there was really good shortterm buzz. It’s important to balance the short-term and
long-term financial impact that comes with Black Friday
and Cyber Monday deals.
Reconnect With Lapsed Customers: Chances are you have a
database full of customers that have lapsed and you have
largely forgotten about them. An analysis of consumers
who lapsed and then eventually made their way back to
the company will help you to hone in one what type of
messaging and offers you should be providing to this
potential gold mine of already acquired customers. Black
Friday and Cyber Monday are really good excuses to reach
out to your lapsed customer population – it’s always
cheaper to re-engage a lapsed customer than trying to
find a new one.
Don’t Freeze: Many retailers shy away from testing
during the holidays, but there are opportunities for you
to create some lightweight tests to learn something
about the shopping habits of customers. Heading into the
holidays, spend some time ideating hypotheses about
customer behavior that you want more insight into during
the holidays. Pay particular attention to any customer
segments that might be more prone to shop during the
holidays and use these groups to test.
And, of course, don’t forget about the customers once you
acquire them!
Most importantly, enjoy the day! It’s one of the few times
that you have a short-term campaign that gives you quick reads
on how well you planned your marketing and promotions plan.
Take the time to analyze your successes and failures and make
the following year even better. The data you receive this year
is going to make you even better tomorrow, next month and next
year.
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