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• RESEARCH OVERVIEW

Online Retail Sales Set to Thrive with Longer Shopping Season
The holiday shopping season is getting longer ever year. With peak shopping periods starting two weeks
before Black Friday and lasting into December, consumers are starting their holiday shopping earlier
than ever in 2017. This year’s holiday selling period is also predicted to be marked by online dominating
offline shopping, as well as notable online revenue growth of 12 percent and 61 percent in mobile
revenue growth.
This report will outline these, and other retail insights, for the 2017 holiday shopping season. These
insights indicate healthy online holiday retail sales in 2017 and reveal great opportunities for retail
marketers to drive new revenue through strategic marketing channels.
Methodology: The survey was completed by more than 1,000 U.S. consumers who responded to an
online questionnaire distributed by third-party research company, Qualtrics. The questionnaires were
completed in October, 2017. This report also includes Rakuten Marketing data demonstrating samestore year-over-year growth and behavioral trends.
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• RETAIL GROWTH & CONSUMER
SPENDING

A Healthy Retail Selling Period
•

Rakuten Marketing expects U.S. online
retail revenue to climb approximately 12%
year-over-year (YOY) for the 2017 holiday
selling season.

•

75% of consumers expect to spend the
same (40%) or more (35%) amount of
money on their holiday shopping than in
2016.

•

Most (43%) shoppers will spend
$100-$499 on their holiday gift shopping
this year.

•

Rakuten Marketing predicts that Q4 AOV
in 2017 will increase 26% YOY.
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Global Shopping
•

44% of U.S. shoppers say they would consider purchasing from a retailer based in another country:

China

U.K.

Japan

Italy

France

Germany

Australia

India

17%

6%

5%

3%

3%

2%

2%

2%

•

4% responded other, including: “Canada,” “any countries from which Amazon delivers,” and “wherever
has the best deals.”

•

The top factors that would influence consumers to purchase from another country are favorable
discounts (22%) and reasonable shipping costs (18%).
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Longer Sales Cycles
Retailers should expect longer sales cycles approaching the holidays as consumers take more time to
explore multiple options when considering a purchase. According to Rakuten Marketing data:
• Beauty & Personal Care: 50% of early October sales convert in less than one day vs. 43%
approaching Cyber Week.
• Gifts: 52% of early October sales convert on the same day vs. 42% approaching Cyber Week.
• Health and Wellness: 76% of October orders convert in one day vs. 60% in November.
• Department Stores: The exception. The closer to Cyber Week it becomes, more purchases are
completed in less than one day, peaking at over 30% of orders the first full week of November.
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Retail Marketing Insights
Highly effective marketing campaigns during the holiday selling season include display ads, search and
social campaigns, and influencer marketing.
•

Consumers who engage with display ads are 31% more likely to purchase than not. Consumer journeys
with display engagements also have 12% higher lifetime value. Engagements also signal that a
consumer is close to purchase, occurring in the last 1/3 of the consumer journey.

•

Search and social marketing strategies initiate 84% new shopping journeys than other digital marketing
strategies, with search at 95% more and social at 64% more.

•

Influencer marketing creates more engaged consumers for marketers, driving an average of more than 7
page views per session. Also, 53% of influencer touchpoints are the first touchpoint in the consumer
journey.
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HOLIDAYS
Christmas is, by far, the most
popular shopping holiday.
Interestingly, Halloween and Winter
Birthdays were ranked by
respondents above other December
holidays, including Kwanza and
Three King’s Day.
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THE SHOPPING SEASON
•

54% of consumers are keeping an eye out for
perfect holiday gifts throughout the year.
•

•

Women are 36% more likely to browse all
year than men.

83% of consumers start actively holiday shopping by
Halloween.
•

Millennials are 38% more likely to start by
Halloween than Baby Boomers and Gen Xers.

•

While 28% of consumers want to be mostly finished
shopping before the holiday rush, only 13% actually
plan to be done in time for Thanksgiving week sales.

•

53% of consumers don’t plan to finish their holiday
shopping until December, and 36% of them won’t
finish until the week before Christmas.
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PEAK SHOPPING DAYS
•

66% of respondents plan to shop on a
traditional peak shopping day this year.

•

Out of the peak shopping days, Black Friday is
expected to be the most popular with 57% of
respondents choosing it over any other sales
day. 38% of consumers also expect to spend
more on Black Friday than any other sales day.

•

Black Friday sales grew 14% YOY globally in
2016, according to Rakuten Marketing data.

•

Thanksgiving Day is the leading peak shopping
day for men, who are 65% more likely to be
shopping on Thanksgiving than women.
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LONGER PEAK SHOPPING PERIOD
In line with Amazon’s early release of Black Friday discounts,
Rakuten Marketing anticipates the peak sales period in 2017
will start two weeks before Thanksgiving, and will continue
until the week before Christmas, given this year’s added focus
on shipping efficiencies and on-time delivery.
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NEW SHOPPING DAYS – PRIME DAY & SINGLES DAY
•

47% of consumers shopped on Amazon Prime
Day this year, and 42% of them say it could
affect their holiday spending. 44% say it could
make them less likely to shop on other peak
shopping days like Black Friday and Cyber
Monday.

•

62% of U.S. consumers still do not know about
Single’s Day, but the China-originated holiday is
growing in the U.S., with sales up 31% YOY on
Single’s Day 2016, according to Rakuten
Marketing data. In all, 14% of consumers said
they do plan to buy something on Single’s Day
this year.
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ONLINE DOMINATES HOLIDAY SHOPPING
•

Online is the most popular shopping destination this year, cited by 66% as the leading place to research
gifts, and 58% as the leading place to buy.

•

Desktop is still the primary shopping platform for Gen Xers (51%) and Baby Boomers (55%) but mobile
browsers lead among Millennials with 53% planning to shop on mobile versus 29% on desktop.

•

Women are 69% more likely to shop and purchase on mobile platforms than men.
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DEVICE GROWTH
•

Rakuten Marketing predicts mobile sales revenue will increase 61% YOY in 2017.

•

From Q4 2014 to Q4 2016, desktop sales revenue increased by 20%, with AOV up by 22%. In contrast,
online mobile revenue grew by 142%, with AOV up by 18%.

•

From Q4 2015 to Q4 2016, desktop sales revenue increased by 18%, with mobile up by 53%.
Conversions on desktop, mobile and tablet devices increased by 13%, 11% and 17% respectively.
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HOLIDAY SHOPPING INSPIRATION
• 19% of consumers will seek gift
inspiration from friends and
family.
• 19% will get inspiration directly
from the retailer’s site.
• 14% will search for ideas on
Google or Bing
• 12% will rely on online reviews
• 10% will rely on people or brands
they follow on social media
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• CONSUMER SHOPPING PRIORITIES

TOP GIFT CATEGORIES
Apparel and toys are the leading
holiday shopping categories among
consumers this year. 31% of
consumers ranked apparel as their
top gift category, and 26% ranked
toys. Electronics and gift cards tied
at 11%.

21

TOP HOLIDAY DISCOUNTS
53% of consumers will be looking firstand-foremost to the retailer for sales
and discounts over coupon sites (22%),
rebate sites (5%) and comparison
shopping sites (10%).
Rakuten Marketing expects top
promotions for 2017 to be highly
influenced by free and on-time shipping,
and promotional discounts that include:
percentage off, dollars off and loyalty
offers, such as cash back.
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TOP SHIPPING NEEDS
•

Free shipping is by far the most important shipping option, with 79% of consumers ranking it number
one when asked to rank which shipping options are most important when making a purchase decision.

•

Free shipping on returns is the next highest ranked shipping option, with 43% of consumers ranking it
as the second most important shipping option.

•

Overnight shipping is ranked the third highest priory by 27%, followed by same-day shipping ranked as
the fourth highest by 13%.

•

If a shipping deadline has already passed, 46% of consumers will opt to go to a physical store to find a
gift over paying for expedited shipping, even if a deal is available.
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