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Holiday Report

Introduction

Last year, holiday e-commerce sales in the CJ network achieved a few 

important things:

1. Collective same-store revenue growth was 34% year-over-year, 
exceeding third-party reported holiday season revenue growth 
by 16 basis points. 

2. Average order values and total orders were up across the global 
network.

3. Thousands of retailers, enabled with Cross-Device tracking, 
experienced their first holiday season with a complete view of 

affiliate customer shopping journeys.

Online shopping is the growth engine for US retail, in general, and 
even more so during the holiday season. What can affiliate marketers 
learn from the holiday shopping trends of 2017? What strategies 
should they incorporate into their approach for holiday 2018? 

CJ Affiliate’s 2018 Holiday Intelligence Report draws upon the 
network’s 2017 holiday retail sales to highlight the past season’s 

trends and what they mean for brands as they plan for holiday 2018. 

In this report, CJ Affiliate examines: 

• The important shifts in buying patterns over the course of 
November and December, and new opportunities for converting 
shoppers

• The impact of Cross-Device usage on Black Friday and Cyber 
Monday shopping

• The countries with consumers who are increasingly making cross-
border holiday purchases

• Publisher growth and share of holiday sales by Publisher types 

across CJ’s global network 
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Key Strategies for 
Holiday 2018

Leverage Cross-Device Insights  

With 1,000+ Advertisers in the CJ network now enabled to track 
sales occurring across multiple devices, Cross-Device is the 
opportunity this holiday season. Now that they have all this 
Cross-Device data, Advertisers and Publishers may ask, “What 
are we going to do with it?” 

Two key Cross-Device data points that should be examined 
are initiating and concluding device data. This data provides 
an essential view into the affiliate customer shopping journey 
and can be used to optimize mobile and desktop promotions, 
creating a seamless customer shopping experience. 

Cross-Device tracking also reveals the devices and Publishers 
that are driving the highest order values. This can be 
strategically applied to promotions at the Publisher- and 
device-level to encourage conversions. For example, content 
or promotions offered in a Publisher’s tablet app could be 
designed to showcase higher price point items if Cross-Device 
data reflects higher AOV purchases are concluding on tablets. 

Cross-Device insights offer both Advertisers and Publishers 
new opportunities to create streamlined marketing plans that 
leverage customer device usage habits and preferences. 

Go Beyond Black Friday and Cyber Monday  

After years of subtle shifts hinting at what was to come, the 
prominence of Black Friday as the official start of holiday 
shopping, at least in US shoppers’ minds, has altered. 

High double-digit growth early in November 2017 and late in 
December 2017 underscores a growing need for marketers 
to keep pace with shoppers’ interest to buy at the moments 
convenient to them. 

Yes, shoppers will still buy like crazy on Black Friday and Cyber 
Monday. But, marketers who rightfully obsess about the right 
time to release promotions can now count the second week 
of November and third week of December as high conversion 
time periods. Conversion rates during these weeks last year 
increased 18% year-over-year and orders were up 29% year-
over-year.

While Black Friday’s share of sales has decreased in the US, 
overall the holiday has grown as a retail event in the UK and 
broader Europe, but with a key difference—it has not acted as 
an artificial barrier to early season shopping. UK and European 
holiday shopping has been spread more equally over the weeks 
of the holiday season, and now it seems that US shopping will 
follow suit. 

Engaging Cross-Border Shoppers 

The entrance of a new suite of payment and logistic 
improvements in the past few years has created an 
e-commerce landscape that is, essentially, borderless. This was 
apparent in a big way during the 2017 holiday season—cross-
border shopping volumes reached their highest rates in the last 
three years. 

The opportunity for affiliate marketers this holiday season is 
to harness Publishers’ reach and influence to present brands 
to new, international audiences who have shown a strong 
inclination to experience global apparel, luxury and home goods 
brands from outside their own regions—and are willing to pay 
higher taxes and shipping to do so.  

Brands that are “winning” cross-border shoppers have 
integrated site features that allow shoppers to localize their 
experience. For example, language and currency preference 
options are important functionalities that allow a French or 
Tagalog-speaking shopper to comfortably navigate a brand’s 
site. In addition, easy-to-find international shipping policies and 
payment methods are key indicators that a brand supports and 
caters to global shoppers.
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Throughout holiday 2017, most shoppers’ first engagement 
with affiliate campaigns happened more on desktops than 
smartphones. But the margin between desktop and mobile 
devices as the source of the first affiliate click is closing—43% 
of last year’s holiday sales originated on either a smartphone 
or tablet. As smartphones replace desktops for more and more 
tasks, they will increasingly become the first device for engaging 
holiday shoppers. 

Marketers should take note of the differences in shopping 
paths and the devices used on Black Friday compared to Cyber 
Monday. On Black Friday, for example, 17% of cross-device 
orders began on desktops and completed on smartphones, 
compared to 14% of sales on Cyber Monday. 

Cyber Monday, which finds many shoppers browsing and 
buying on both home and work computers, saw 36% of sales 
initiate and conclude on desktops, compared to 30% of sales 
on Black Friday. 

Share of cross-device orders

Most Popular Shopping Paths

Taken by Black Friday and 

Cyber Monday Shoppers, 2017
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As flexible payment and shipping options have increased, last 
year more shoppers demonstrated a willingness to holiday 
shop with retailers beyond their own geographic borders. 
Looking at holiday 2016 and 2017 orders, CJ Affiliate ranked 
the countries with the greatest volume of orders purchased 
from brands that were not a homegrown brand or operating a 
country-specific shopping site and plotted the year-over-year 
change in cross-border shopping by country. 

Last year Canadian shoppers purchased the greatest volume 
of goods from online brands that were not homegrown brands 
or .ca sites. Based on holiday 2017 sales, Canada was the 
number one market for cross-border sales, followed by South 
Korea, China and the Philippines. Apparel, luxury and beauty 
goods topped the list of items that shoppers purchased last 
holiday season from brands beyond their own borders.

Change in rank YOY

CJ Global Cross-Border Retail 
Holiday Sales Rank by Country

New Shoppers, 
New Markets
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A demonstrable shift in the timing of holiday shopping 
occurred during holiday 2017. Across all global markets, there 
was an increased rate of sales happening both earlier and later 
in the shopping season. 

Looking at the share of revenue by each week of the holiday 
season, early to mid-November and mid to late-December saw 
increases ranging from 3% to 6%, while the share of revenue 
during the weeks including Black Friday and Cyber Monday 
decreased. This is a strong signal that shoppers are less inclined 
to think of Black Friday as the official start of the holiday 
shopping season. 

In addition, growth in orders was highest during the second 
week of November and third week of December. Promotions 
before Peak Week (the Monday before Thanksgiving to Cyber 
Monday) and after Free Shipping Day (Dec. 15) appeared to 
find ready buyers who were both set to kick off shopping early 
or wait until the 10 days leading up to Christmas.

% change vs. same period prior year

Early and Late Season 
Shopping CJ Global Holiday Order Growth by Holiday Season Week, 2017 

Holiday Report

% share  and % change vs. same  
period of prior year
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Orders on mobile devices accounted for a third of all holiday 
orders in CJ’s global network, with the highest percentage of 
mobile orders occurring in the UK. Last year in the UK, 51% of 
all holiday purchases were made on either a smartphone or a 
tablet, compared to 28% in France and 20% in Germany. 

While a greater share of holiday revenue is also occurring 
on mobile devices, the overall growth in revenue on mobile 
devices was lowest in the US. The discrepancy in mobile 
revenue and order growth between the US and European 
markets last year indicates that US brands should closely 
monitor their mobile performance during holiday 2018, as they 
may have missed opportunities to convert shoppers. 

Mobile Orders:  
Global Growth

Holiday Report

% of total holiday and % change 
from prior year

CJ Global Retail Orders Value, 
Holiday 2017
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Across the global network, the orders and revenue of Content, 
Search and Social Publishers grew at a high rate during 
holiday 2017, resulting in these Publisher types earning top 
spots in terms of growth across the network during Peak 
Week 2017.

Orders from Content and Social Publishers grew 28% and 
75%, respectively, during Peak Week while also driving high 
AOV sales. This reflects both the increased numbers of these 
publisher types entering the CJ network in the past year and 
Advertisers’ willingness to invest with them to achieve program 
diversity. During Peak Week, Search Publishers experienced a 
coup, achieving both triple-digit growth in revenue and 56% 
year-over-year growth in AOV. 

Cross-Device tracking supports the growth of all three of these 
Publisher types by capturing high-value orders starting on a 
mobile phone, for example, but completing on another device. $USD and % change from prior year

% change from prior year

CJ Global Orders and Revenue Growth, 
Peak Week 2017

Publisher Trends:  
Content, Search & Social

CJ Global Retail Orders Value, 
Holiday 2017

Holiday Report
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A look at the clicks and orders driven by different Publisher 
types across the global network during holiday 2017 
underscores the necessity for maintaining a diverse mix of 
Publishers in an affiliate program. 

For many Advertisers last year, Incentive and Coupon 
Publishers drove a high rate of both clicks and orders. Yet, 
in terms of share of orders, many brands saw an increasing 
number of clicks and orders from Content, Search, Social and 
Shopping Publishers. By providing new reach and/or tools for 
shoppers, these Publisher types can place brands in more 
places where customers discover brands, namely in social 
feeds, review sites and search results. 

Publisher Trends: 
Share of Sales

Holiday Report

% of total clicks and orders share and % change

CJ Global Share by Publisher Type, Holiday 2017
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3 Ways to Take Action

 

Create a stand-alone goal for your affiliate 
program that pushes you to harness this year’s 
trends in cross-border shopping, cross-device 
usage or early/late shopping.  

For example, this could mean testing a new partnership 
or new promotional vehicles. The holiday season is 
the perfect time to challenge your program and break 
boundaries. Creating a targeted goal, even a small one, 
could give you results to leverage throughout the year and 
next holiday season. 

 

Achieve broad reach of your brand’s promotions 
by forging, or deepening, relationships 
with Content and Social Publishers, such as 
influencers.

 
Identify ways in which these Publishers can authentically 
write about your products and their merits to engage 
shoppers who are browsing for gift ideas or comparing 
products before buying. Advertisers should also take 
the opportunity this year to connect with customers via 
Publishers’ own social and content posts.

 

Leverage the heavy usage of smartphones and 
tablets as an initiating device for cross-device 
orders. 

 
Email opens are greatest on mobile devices and are a 
promotional vehicle that Advertisers and Publishers 
should use if Cross-Device or mobile tracking is enabled. 
Extending sales referral windows to a minimum of eight 
days will also support the tracking and growth of sales 
from Content, Search and Social Publishers—nearly 
30% of their sales occur more than eight days after the 
original click. 
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Questions?

Contact Sandrine Thompson
sthompson@cj.com


