
How online 
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personalization and 
UGC to smash peak 

season targets
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Black Friday and Cyber Monday are 
right around the corner, which 

means one thing: peak season is 
upon us. Time to start preparing!

While going into this period can be an 
intimidating feat, there’s lots available 
to help online retailers make the most 
out of the additional traffic it brings, 
and successfully nurture shoppers 
throughout the rest of the season.



To help ecommerce brands 
everywhere prepare for peak, we’ve 
put together a guide advising you on 
some of the most fruitful actions you 
can take to make the most of this 
year’s holiday season. 

Let’s dive in.

03



First thing’s first: 
cover your basics!

It never hurts to make sure you have 
your foundational stuff covered, so 
let's go through some quick 
reminders. 



First and foremost, don’t forget to 
prepare for a traffic surge. If you need 
a quick check, use the free Google 
tool PageSpeed Insights and enter 
your site URL to see how your website 
stacks up.



Once that’s all set, you can start 
planning ahead. Peak season kicks off 
with the frenzy that is Black Friday and 
Cyber Monday, and you’re going to 
want to be prepared for that one—
which makes scheduling absolutely 
vital. 



A scheduling tool plans everything out 
in advance, from content campaigns 
to product recommendations. Our 
Commerce Experience Platform can 
handle the timings in the background 
and swap out the likes of hero 
banners, fomo messaging, and more 
to promote your brand’s different sale 
components on different days as it 
fluctuates.
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Other quick tips include 
scheduling Product 

Recommendations that 
show stocking fillers,


or items that are on 
supersale!

https://developers.google.com/speed/pagespeed/insights/
https://help.nosto.com/en/articles/4406934-scheduling-campaigns
https://www.nosto.com/request-a-demo/
https://www.nosto.com/products/product-recommendations/
https://www.nosto.com/products/product-recommendations/


Clearly show deals 
and discounts

05

Now we’ve covered the essentials, let’s get into 
making the most out of peak season with 
personalization and UGC.



Firstly, during the sales period, customers 
expect a great deal. It’s also safe to say that 
they are comparing you to your competitors 
and want to see how everything stacks up. 
That’s why it’s crucial that all of your deals and 
discounts are clearly visible from the get-go! 



So, what qualifies as clearly visible? It all starts 
from the beginning: the homepage. 



If there are certain deals you’re wanting to push, 
it’s imperative that those are front and center. 
For example, Tectake highlights their next big 
deal on a dynamic homepage hero banner, and 
includes a countdown timer for that extra buzz 
(doable with Content Personalization!):

Depending on how the customer moves 
across your page in search for a deal, 
merchants can also personalize content to 
shoppers’ behavior and preferences to 
highlight the deals that are likely to be 
relevant to them specifically. For instance, you 
might personalize a content placement 
further down the page that highlights what 
discounts you have across skincare, to those 
who’ve previously browsed this category. 
Every shopper is unique, and your content 
should reflect that!

Moreover, custom landing pages can be built 
to function as gift guides as a tactical way to 
highlight products that, perhaps, you’re trying 
to move. 



Also, be sure to amend your styling whenever 
you’ve discounts on, to include items’ 
crossed-out full prices, or show the exact 
percentage that would be saved upon 
purchase. It sounds simple, but really 
emphasizing the potential discount will 
motivate shoppers that are on the fence. 


Bonus Tip

Use filters on recommendation 
elements to “show only 
discounted items” to further give 
the impression that everything is 
on sale and encourage dwell 
times. Even better, have these 
highlight items with the biggest 
savings, leaving people with the 
firm impression that you are the 
go-to for the biggest discounts.



Use pop-ups to lock 
in hesitant shoppers
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There are always going to be shoppers who 
won’t be wooed as easily and might leave 
your site empty-handed when browsing. 
Thankfully, exit intent-triggered Pop-ups give 
you the chance to win back their affections 
before they go, by offering special discount 
codes, for example.



Once you’ve got them back, Pop-ups are also 
effective in pushing shoppers towards certain 
actions on site. For example, you might use 
them to keep shoppers on their way to the 
checkout by highlighting, say, a free gift that 
could seal the deal!



During peak, when your traffic’s likely to be 
up, it’s also worth using Pop-ups to target 
new customers and encourage email 
subscriptions, so you’ve a chance to cultivate 
loyalty thereafter. 

There are two common challenges 
merchants face during peak (especially Black 
Friday Cyber Monday!) that pop-ups can help 
with

 Customers leaving without making a 
purchas

 The transient value of visitors to your site 
on that weekend

 Greeting new customers and collecting 
valuable email addresse

 Generating a sense of urgency to boost 
season sale

 Making the most of flash sales to increase 
engagemen

 Offering a discount based on cart value 
for increased AO

 Offering complementary items for 
increased cart siz

 Targeting the most likely buyers for 
increased conversio

 Converting visitors before they leav
 Offering a cart contents reminde
 Making the most of PPC campaigns for 

increased ROAS

So, what's an ideal pop-up strategy?


IMAGE HERE

10% off your order!
Hurry, time is running out.

SHOW MY CODE

05    18    22    09
days hours minutes seconds

https://www.nosto.com/products/pop-ups/


Leverage UGC as 
social proof to 

drive conversions
While you can create new content for peak 
season, why not leverage powerful content 
from your customers that already exists? 
User-generated content (UGC) is real, 
trusted, and authentic, which means more 
conversions.

92% of consumers turn to 
people they know for 
recommendations

of consumers say they 
trust peer 
recommendations above 
all other sources

of people say UGC highly 
impacts their purchasing 
decisions

84%

79%

07



08

As your traffic escalates during the peak 
season, you want to employ things on store 
that increase likelihood of conversion. 
Consumers trust the buying decisions of 
other shoppers, so when debating whether 
to bag a deal during the holidays, UGC as 
social proof can be the decider.



Visual UGC by Stackla gives merchants 
access to a constant stream of authentic 
visuals—aka exactly what consumers are 
looking for. Displaying these directly on your 
site saves them from having to look at other 
social media sources to get that validation at 
a time they’re rushing to shop. Often, this 
means more conversions and greater 
average order value. 



Curating this customer content from every 
social network helps your brand make 
efficient and scalable content choices, 
allowing you to focus on other things while 
your best brand ambassadors do the work. 



Also, UGC doesn’t just stop on your website 
(and it shouldn’t). You can reuse the content 
you curate for your site across the likes of 
ads, emails, social, and more throughout your 
peak season campaigns—and odds are, you’ll 
have a lot of them around peak, so this is a 
goldmine.

42 New Images Added

How to utilize UGC 
throughout peak season

https://www.nosto.com/products/visual-ugc/


Welcome returning 
customers with 

relevant product 
recommendations to 

increase AOV 


During Black Friday Cyber Monday, you’ll have 
inevitably acquired new customers! And if 
they end up liking your product, they will likely 
revisit your store. Returning customers are 
valuable, and to nurture their repeat visits and 
purchases, you need to tailor their experience
—both in terms of the product and content 
they see.



Merchants should at the very least have 
product recommendations on the homepage 
and product detail page, offering 
complementary products, and alternative 
products, such as what that shopper’s 
previously viewed.



When we think of content, you could also 
have homepage banners highlighting 
discounts around specific brands that a 
returning customer has previously shown 
affinity to. Essentially, welcoming shoppers 
back by tailoring suggestions to their 
interests is going to make your returning 
customers feel the personalized touch across 
every part of the shopping journey while 
nurturing additional purchases. 
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https://www.nosto.com/products/product-recommendations/


Acquiring new customers is only one name of 
the game! Equally important is how 
merchants plan on rewarding their most loyal 
(and often most valuable!) customers across 
the peak season. 



Although loyal customers might only make up 
20% of your customer base, they could 
account for over 50% of total revenue 
because of repeat purchases. Winning 
brands know to foster this community from 
BFCM throughout peak season and beyond. 



According to LoyaltyLion, a loyalty program 
customer:
 It’s good to reward your loyal customers 

during peak. A popular tactic is to run early 
access to your sale for, say, a VIP segment. 
You could target them through SMS or email 
to drive them to your site. Early access vs. 
public access is a clear perk that shows your 
most loyal purchasers that you appreciate 
their support of your brand.



The way to recognize these customers is 
through Segmentation and Insights, enabling 
you to create segments of customers who’ve 
repeatedly purchased, and then plugging that 
list into your email software to send early 
sales access marketing comms, for example.

Reward loyal customers 
to increase customer 
lifetime value and build 
brand loyalty

Is  more likely to repeat 
a purchase



Spends  more annually 
than non-members 



Has a  higher purchase 
frequency

47%

40%

28%

10

https://www.nosto.com/products/segmentation-insights/


Let’s take a look at 
True Vintage
For BFCM, True Vintage’s sale strategy was 
twofold: they wanted to create an experience 
that offered easy access to their products, 
while also limiting their sale to shoppers who 
were most likely to convert and drive higher 
AOV.



These customers were added to a VIP 
segment that was then imported to the 
brand’s ESP, Klaviyo. True Vintage then 
launched an email campaign that gave these 
shoppers (and only these shoppers) early 
access to their Cyber weekend sale and used 
a specific UTM that led back to their site.



Ultimately, focusing on already existing and 
loyal customers with perks, especially during 
the biggest ecommerce holidays of the year 
where early access is layered on top of some 
of the best deals, builds trust and drives CLTV.


11

https://www.klaviyo.com/


Send personalized 
sales emails to 
advertise 

Merchants can never go wrong with emails, 
which play a powerful communication role 
across peak. Personalized Emails yield an 
average 20% conversion rate, making them 
invaluable to any marketing campaign. 



To increase clickthrough rates and drive 
purchases around peak season, emails sent 
with relevant product recommendations 
(such as what’s been viewed, or left in the 
person’s cart, for example) make all the 
difference. 



People are going to be browsing a lot in the 
run up to BFCM, so using personalized emails 
to inspire them with what they’re interested in
—and might want to purchase when the 
discounts come round—is a good shout. 



Another great way to utilize emails during 
peak season is to highlight your most 
popular, or new-in products. Tip: Popular 
products combined with UGC is a sure-fire 
method to show exactly what everyone is 
buying and how they are using it in everyday 
life. 



Promoting best sellers can also be a great 
fallback for customers you may not have 
sufficient unique data on, therefore making it 
difficult to curate specific recommendations. 
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And with a high percentage of click-through 
rates and call to actions that lead back to 
product pages on your site, emails create a 
perfect learning opportunity for brands to 
gain that valuable data and insight into their 
customers to utilize next time! 

https://www.nosto.com/products/personalized-emails/
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Highlight your 
return policy to 

promote 
transparency

Every part of the shopper journey is 
important, including the return process. 
During peak season, people are buying in a 
hurry, the sales cycles are substantially 
shortened, and they don’t have the time they 
usually do to research things like returns 
policies.



Your job is to ease this process and make 
shoppers feel comfortable making a snap 
decision; a clear and helpful return policy will 
do this. If there is somewhere on product 
pages or during the checkout process 
pointing people to your return policy, they’re 
more likely to proceed with the transaction.

P.S. if you offer free returns, definitely highlight 
this (it might be a differentiator given how 
many brands have begun charging).



Moreover, consider not only the language you 
use in your policy, but also where else it’s 
highlighted. A clear return policy fits right in 
with personalization and UGC, because all of 
these elements build trust between you and 
your customers.



retarget, 
retarget, 

retarget

And finally
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Peak season (and BFCM in particular!) 
shoppers are on the move, have multiple tabs 
open, and will compare deals across various 
vendors and price comparison sites.



The good news? Someone leaving your site 
doesn’t mean your chances to woo them are 
over. Give them ample opportunity to 
conclude their purchase by retargeting 
through email, Facebook, and display 
advertising.



But remember: BFCM offers can be a one day 
deal, so adjust your retargeting cycle 
accordingly, using the lowest time-frame 
possible. It may go against your normal best 
practice of not bombarding people, but this is 
peak season! Shoppers expect it to be 
chaotic and the competition is fierce. 



Take abandoned cart emails, for example. 
Normally you may wait a few hours or a few 
days to remind abandoned cart owners of 
the goods they were about to buy on Black 
Friday, but for Cyber Weekend you should 
lower this to five minutes to avoid them going 
elsewhere.



Retargeting is a great way to keep your 
customers engaged and interact with people 
who have already shown interest in 
purchasing from you. While it may sound like 
a simple concept, from the beginning of the 
customer journey to the end, you want to 
remind your audience that you have the best 
deals, you appreciate their purchase, and you 
can’t wait to do business with them again!



Remember, customers don't have to only be 
customers for Black Friday and Cyber 
Monday. By using personalization and UGC in 
your marketing strategy, you can create an 
experience that wins customers for life.



Book a demo today

Nosto can help you optimize your 
online store with advanced 
personalization and UGC for a 
successful peak season and beyond.
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https://www.nosto.com/ecommerce-demo/

