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1. Holiday browsing and buying will start earlier 
than ever.

2. Mobile becomes the go-to purchase channel.

3. The top holiday gifts dominate – and it’s not 
always the big players.

4. Black Friday will keep growing, and more 
shoppers will go online than ever.

5. Building more data will mean stronger 
customer relationships.

Based on what we saw in 
2017, here’s what we 
expect to happen in 2018



Now
Holiday shopping will start 

earlier than ever.

Anywhere
Mobile will be the  go-to 

purchase channel.

Dynamic
Shoppers browse across 

multiple devices
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Now is when shopping starts.

Holiday shopping will 
start earlier than ever.
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Now is when shopping starts.

From the US: 

Last year, Walmart, Best Buy, and others started 
promoting deals in early November instead of waiting 
until the official Black Friday. That prompted a cascade 
effect that we’re sure will continue in 2018. Shoppers will 
be looking for deals not just in November, but in 
October, too. 

While we might think of Cyber Monday as the 
penultimate day for online shopping, a great deal will 
attract shoppers to your site earlier in the season 
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Key Takeaways

Criteo Data from 5.1m shoppers, 111 Australian retailers. November – December 2017.

• 26% overall Click Frenzy Sales driven by users that landed in October. For Criteo campaigns, almost 50% buyers 
clicked a banner in October

• People start browsing for Boxing Day sales well in advance

AU Insights: Use October to build prospects for rolling months of deals
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Key Takeaways • Activity remains 150% above October average index from Click Frenzy until Christmas
• Trend indicates strong onsite conversion

Criteo Data from 5.1m shoppers, 111 Australian retailers. November – December 2017.

Q4 Visitors & Buyers Evolution
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Key Takeaways • Fashion is strong during Click Frenzy
• Electronics strong on Cyber Monday and then first half of December

Shoppers are especially keen in fashion, electronics & computing
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Anywhere everywhere.

Mobile will be the 
go-to purchase 
channel.
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Anywhere everywhere.

Australia smartphone 
penetration forecast 
at 89% by 2019

Source: Campaign Brief, Smartphone penetration

“In Australia, nearly everyone under 50 uses 
mobile to go online with a 90% penetration 
rates. 
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Anywhere everywhere.

72% of consumers shop 
on mobile in Australia

Source: retailbiz Australia, PayPal: 72% of consumers shop on mobile

“Over the past year we’ve seen Australian 
consumer frequency and preference for 
mobile purchases grow significantly”
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Anywhere everywhere.

50-60% of our orders 
come from mobile

Source: retailbiz Australia, Australians embracing cyber sales and mobile shopping

“Australia is a global leader on mobile 
commerce and it’s especially relevant to our 
customers… Since [redesigning our sites] we are 
seeing double digit conversion improvement”



13 •

Key Takeaways In most regions, mobile is accounting for more than 50% of online purchases

Global Commerce Review, Q118, ANZ, Criteo

Mobile has become the go-to purchase channel everywhere
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Delivering personalised ads to 
your audience on mobile web 
would increase mindshare and 
help them complete their 
holiday purchases.

Source: Paypal M-Commerce Index 2018

M-commerce is taking Australia by storm
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Key Takeaways • Weekday sales dominated by desktop and weekend by mobile
• Mobile conversions see a sustained peak between mid-Dec and new year

Mobile activity peaks between Xmas-NY
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Dynamic shopping patterns.

Shoppers browse across 
multiple devices
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Key Takeaways
• Share of buyers accessing 3+ devices before purchasing increase by 50% between October & Boxing Day
• Over 45%+ of users use more than 1 device before purchasing

About 50% of users use at least another device to browse 
before purchasing
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Holiday Seasonal Trends 
Around the world









7 Tips for Creating the Best Moments 
for Your Shoppers. 
This Christmas Season.
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Develop an always-on 
holiday strategy that starts 
early and stays late.
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Criteo can reach holiday 
shoppers most likely to be 
interested in your products.
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Optimize your online 
presence for mobile 
transactions.
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Build personalised holiday 
marketing campaigns.
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Get access to more data.
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Criteo connects shoppers to 
the things they need and love 
for key moments in their lives.
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Talk to us about
your needs.
We’re here to help.



Recommendations
 Key dates: Maximise sales volume opportunity on key dates
 Beat the rush: Users start researching in October, well before the key sale days
 Be shopper centric: Create a single shopper view across all devices
 Be prepared: Be competitive with regular campaign and budget management

Key Dates
 Nov 13 – Click Frenzy
 Nov 23 – Black Friday
 Nov 26 – Cyber Monday
 Dec 26 – Boxing Day



Have a fruitful holiday 
this year!

Contact Us. marketing.anz@criteo.com 
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