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Segmenting average daily sales throughout the year reveals four distinct phases of heightened 
consumer holiday spending, with the action starting well in advance of Black Friday.

Our four stages account for over 50% of total annual sales. Though the Black Friday/Cyber Monday 
period dominates industry and consumer attention, it accounts for less than a quarter of overall 
holiday spending.

Takeaways:

1. There are four distinct phases of holiday
shopping for retailers and brands to target.

2. Black Friday/Cyber Monday grab the

headlines, but there are huge opportunities

on offer both before and after the

Thanksgiving sales period.

3. Higher than average returns represent

a major risk to margins and operational

efficiency throughout the holiday season.

Source: Fit Analytics sales data from 3 major US brands, 2014-2015




