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This document provides retailers with strategies for navigating the 2022 Q4 season amid economic challenges. It recommends (1) communicating empathetically with existing and new customers about value and needs; (2) focusing on best-selling items and most profitable customer segments through data-driven testing and personalization; and (3) ensuring stock availability, delivery, returns and building trust with genuine deals. Retailers are encouraged to continually test campaigns, creative and copy using experiments and attribution models to optimize performance through the peak season and beyond.Read less
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	1. HOW RETAILERS CAN  NAVIGATE Q4
Weathering the storm
 


	2. ABOUT THE SPEAKERS
Syed  Ali
Chief Operating Officer
Honcho
Stephen Wright
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	3. BEFORE WE START
  


	4. Source: Retail Economics
50%
of  retailers
expect sales
to increase this
peak season
58%
of consumers
plan to cut back,
showing some
expectations are
out of sync with
reality.
 


	5. INFLATION
RATE
EARNINGS
GROWTH
EXPENDABLE
INCOME
+13.2%
+11.0%
+10.8%
+5.2%
+5.9%
+5.5%
-16.5%
-10.0%
-2.5%
CURRENT FINANCIAL CLIMATE  IS AFFECTING
CONSUMERS AT ALL LEVELS
Source: Retail Economics Cost of Living Tracker, HyperJar - August
LEAST AFFLUENT
MIDDLE INCOME
MOST AFFLUENT
 


	6. SEARCHES FOR ‘SAVE  MONEY’ HAS HIT A 5-
YEAR HIGH
Source: Google trends Oct
 


	7. £4.4
BN
Of non-food spending  is
expected to be cut this festive
season compared to last year
in the UK market.
-22.0%
Expected spend cut by country (Billion)
-14.0%
-12.3%
-11.9%
-9.4%
£4.4B £0.9B £1.6B £2.1B £1.9B
Source: Retail Economics
 


	8. Retailers across categories  expect
volume increases during peak despite
changes in consumer behaviour
 


	9. 4.3%
34.8%
43.5%
17.4%
7.4%
4.5%
23.3%
34.4%
30.1%
4.7%
39.1%
35.9%
20.3%
2.9%
5.1%
38.4%
26.1%
27.5%
3.3%
12.2%
13.3%
26.7%
24.4%
2.8%
9.3%
44.4%
24.1%
19.4%
Apparel
DIY &
Gardening
Homewares
Health &
Beauty
Electronics
Furniture  &
Flooring
Source: Auctane, Retail Economics analysis
More than 10% lower
1% - 10% lower
The same
1% - 10% higher
More than 10% higher
Order volumes expected by
category this season
 


	10. EXPECTED AREAS OF  RETAIL MOST AFFECTED
BY CUT BACKS THIS QUARTER
Apparel
Electronics
Toys
Home
Health & Beauty
DIY & Gardening
3.25 6.5 9.75 13 16.25 19.5 22.75 26
26.0%
22.3%
20.9%
19.8%
17.4%
16.7%
Source: Retail Economics
 


	11. HIGH STREET VS.  ONLINE SHARE OF TOTAL
RETAIL SALES
Source: ONS
Online Share of Total Retail Sales
Year-on-year growth
-10%
High street sales
Year-on-year growth
+2.8%
 


	12. Source: ONS
Online Retail  Sales
Year-on-year growth
-8.1%
ONLINE RETAIL SALES TREND
 



	14. FOUR Areas to  win IN Q4 and beyond
 


	15. Communication
Understanding new and  existing
customer needs and communicating at
the right level is extremely important.
 


	16. Sales message should  not
be the only message you
send your customers this
peak season.
When selling products its
important to make the
proposition relevant to the
customer.
Be empathetic Value for money or longevity
 


	17. Plans to engage  existing customers don’t always get
the same attention as they should compared to the
new customer acquisition strategies.
Knowing your most profitable segments and
approaching them with relevant offers will help
boost your sales.
Focus on existing customers
 


	18. Active Buyers
People who  are buying a
single product or low
value products
Elite customers
People who buy a few
times in the last 12 months
with a value beyond
certain threshold
 


	19. Dormant customers
People who  haven’t
bought in the last
few months
Email subscribers
People who are
interested in any
new products or
range
Infrequent Buyers
People who are
buying products
between certain
intervals
 


	20. Build trust to  stand out
Genuine deals are hard to find
and consumers won’t blindly
trust the deals offered during
the peak period.
 


	21. According to Which,  98% of the
discounts advertised on Black
Friday in 2020 and 2021 were
available for the same price or
cheaper in the six months after
the sales.
“ ”
 


	22. Stock availability, delivery  and returns are all
influential factors as far as online shopping is
concerned. Make sure its clear and communicated
well before a transaction is made.
Stock availability, delivery and
returns policy
 


	23. Data driven decision  making
Benchmarks from previous years, testing
small changes to your messaging and
landing pages can make a huge
difference to the conversion rates.
 


	24. IMPORTANCE OF USING  THE SAME LANDING PAGE
PRE-BLACK FRIDAY LANDING PAGE
BLACK FRIDAY LANDING PAGE
2017
2022
2018
2019
2020
2021
 


	25. THE RESULT?
PAGE 1  OF GOOGLE
 


	26. KEY CAMPAIGN CONSIDERATIONS
  


	27. Utilise Experiments
Utilising things  such as Experiments in
Google Ads to continually ensure you’re using
the best tactics for your business - It helps
reduce risk by testing an alternative version of
a campaign on a subset of traffic.
For example:
Testing different bidding strategies
Testing keyword match types e.g. broad match
 


	28. Focus on Best  Sellers
By creating campaigns focusing on those
products, we can ensure we maximise visibility
on those core / higher converting products.
Using dynamic performance labels on products
feeds, to update with any products which are
surging at any given time.
 


	29. Attribution Models
It’s more  important than ever to utilise a data-
driven attribution model to truly understand
the impact of paid activity.
This helps to make sure optimisations are
being made with a holistic view as opposed
to focusing on the singular impact of that
individual channel.
 


	30. MULTI-CHANNEL FUNNELS
During periods  of low conversion, the first channels to be pulled back are the lower ROI channels (e.g. Facebook, Display).
However, full attribution modelling frequently shows these campaigns directly driving branded search via SEO and PPC, which are often the
campaigns with the highest ROI.
Whilst cutting back on these channels will initially produce an improvement in ROI, after a few days or weeks, as a result of reduced reach and brand
awareness, branded search will start to drop.
 


	31. MULTI-CHANNEL FUNNELS
By using  a blended ROI model you
can use the high ROI of the top
performing campaigns to fund upper
funnel campaigns, which in return will
provide additional traffic to high ROI
campaigns.
This helps to grow your entire channel
mix, rather than just a few campaigns.
 


	32. NEVER STOP TESTING,  NEVER STOP LEARNING
In the current age of AI optimisation,
dynamic ad creation and automatic
targeting, creating campaigns has
never been easier.
A great example of this is Google's new RSA ads.
One ad can do it all, combining 15 headlines to
make thousands of variations. But can you tell me
your top 3 headline variations now?
By running frequent split test you will continue to
improve campaign performance whilst learning
which creative works for your audience.
A B
A/B TESTING
 


	33. 0
18
35
53
70
Place order Pay  now Buy now Pay now Complete order Make payment
%
Retailers
Testing what messaging works
better for your customers is
going to help boost your
conversion rates this peak
season and beyond.
‘Place order’ as a CTA has
delivered the most revenue
across the 241 retailers
benchmarked by IMRG.
Most popular Buy button text according to a research done by IMRG
Source: IMRG
TESTING CONVERSION RATES
Most popular ‘buy now’ button
 


	34. For more insights  and winning strategies for
this quarter and beyond, contact the team at
Honcho.
www.honchosearch.com
hello@honchosearchcom
THANK YOU!
 


	35. BEFORE WE START
  


	36. (+44) 01438 870  220
hello@honchosearch.com
honchosearch.com @
CONTACT US
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