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Strategies Marketers 
Should Consider 
Now, To MAXIMIZE 
Holiday Sales Later

B L A C K  F R I D A Y  I N  J U LY 

AA lthough your AC is still cranked to high and 
you may still be sporting your comfiest pair of 

flip flops, it’s high time marketers start planning 
for the single most important time of year for 
retail sales—the almighty holiday season. But 
why now? Well, as much as 20% of shoppers begin 
their shopping in the summer, and over 50% begin 
before Thanksgiving. And with sales predicted to 
rise to a lofty $869B this year, you can bet a few 
billion on the fact that companies will be doing 
whatever they can to grab a piece of that pie. 
Here are five simple strategies for social media 
advertising that you can start thinking about.

5 Simple Social 
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It’s Beginning To Look 
A Lot Like Lookalikes
While the concept of “Social CRM” is in a growth phase and 

currently the most desired CRM feature marketers want, many 

are still hesitant to use it. However, if used properly, you can see 

some pretty amazing results. Essentially, CRM lists can be used 

in 3 main ways for the holidays:

Facebook, Instagram and Twitter all have the ability to take certain 

features of your core customers, and find new users with those same 

characteristics on their platforms. This is great for attracting new 

customers that resemble the people who already love your brand. 

Tip: Appeal to this group even more, by using Audience Intelligence to 

find affinities, habits and preferences that you may not have known 

before. Then incorporate this data into your messaging.

LOCATING LOOKALIKES

STRENGTHENING RELATIONSHIPS 

BULKING UP BUDGETS

Find your exact customers on these networks to ensure that your 

brand is front and center when they begin their holiday planning.

Tip: Reward  their brand loyalty with a free gift, exclusive discount or 

the ability to shop earlier than non-customers.

If your goal is to source new customers only, upload your customer 

list and suppress them so that you do not spend budget dollars on 

existing customers.

Tip: Use this tactic in conjunction with lookalikes to maximize your 

exposure to audiences that are most likely to purchase your products 

and/or services. Make sure your optimizer supports automatic budget 

allocations to make this process even simpler.

A retailer who used a 

combination of lookalikes and 

CRM list suppression was able 

to obtain the following results:

Better CPA 
Compared To 

Benchmark

Conversion
Rate

36.9%75.4%
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Have Yourself A 
Merry Little Mobile
Mobile commerce has seen double-digit growth rates in the past couple of years, and retail 

sales on smartphones increased 95.8% last year. Not only this, there will be an estimated 

162.6MM mobile users on social media in 2016. If you ask us, this seems like a match made 

in ROI heaven. Here are two interesting ways to use this to your advantage this season:

Facebook launched their Canvas 

Ad placement this year, which has 

already seen tremendous results. 

Not only do these ads completely 

submerge mobile users in your 

content, but also creates interactivity 

with various movements of the 

phone.

Tip: Experiment with combinations 

of videos, photos and links to convey 

your message. Make sure you can 

easily organize these ad sets to make 

reporting a breeze.

FACEBOOK CANVAS ADS TWITTER’S AUDIENCE PLATFORM
What’s the quickest way to reach 700MM 

mobile users on Twitter? The Twitter Audience 

Platform (TAP), which is the network’s version 

of immersive ads, is a powerful mobile 

platform for promoted video, app install and 

re-engagement campaigns. 

Tip: Use video targeted by interests, handles 

and keywords to further hone in on this 

massive audience and draw in users. A 

combination of product promotion with 

certain interest can be a powerful combo here 

(e.g. celebrity spokesperson discussing your 

product, etc.).

A video game brand used 

Facebook Canvas Ads to 

generate awareness for a new 

shooter game was able to 

obtain the following results:

Average View 
Duration

Average View 
Rate

43.6%40.0s

Sources

Deloitte’s 2015 Holiday Survey

eMarketer’s “US Holiday Shopping Preview 2016: 

Absorbing The Lessons Of 2015”

Capterra’s “2015 CRM Industry User Research Report”

Dark Social Sleigh Ride
Wouldn’t it be fantastic if your campaigns were actually more successful than you 

originally thought? Dark Social (i.e. copy/paste link sharing) and multi-generational 

(i.e. viral activity from shares of shares and other downstream engagement) can 

account for 70% of sharing activity, and since most tools aren’t able to track it, 

chances are you may be doing better than you originally thought.

Since this activity is often cross-platform, you will need to ensure that 

your website is setup properly to track it. Pay special attention to key 

pages for holiday sales, such as promotional landing pages, order 

completion pages or add to cart.

Tip: Compare your paid Dark Social activity to your organic posts to see 

which is contributing most to your marketing initiative goal.

A beauty brand who 

implemented Dark Social 

Measurement uncovered that

of revenue from dark social 
activity was unattributed to 

their campaigns

34.0%
DARK SOCIAL MEASUREMENT
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Sell The Most Wonderful 
Time Of The Year

Feliz Variedad

While many companies are selling products for the holidays, we don’t want 

to forget another lucrative area—experiences. In fact, 55.0% and 49.6% of 

18-24 year olds and 25-34 year olds respectively, indicated that they would 

like to receive an experience like a sporting event or concert as a present.

Variety is the spice of life, and consequently, of conveying value to 

consumers as well. Just think about the people you buy gifts for—mom, 

dad, kids, coworkers… all are very different in personality and interests. 

In fact, last year 36.0% of shoppers said that this list of gift receivers 

was growing. So how can you show users a variety of products you 

have to offer? 

Continuing on with the submersive theme, consider using Facebook’s new 360 

ads this year. Not only does this create a deeper engagement as the user moves 

his or her phone, but gives brands a unique opportunity to show more than just 

a picture, without the hassle that sometimes comes with video production. 

Tip: Promoters can use footage from previous events to draw in users, while 

retailers can show off intricate product displays. Make sure to test and optimize 

several combinations of imagery and voiceover content now, so you know what 

to build upon come Thanksgiving.

Facebook, Instagram and Twitter offer carousel ad placements, which 

essentially allows brands to show up to 5 distinct posts or tweets that 

a user can scroll through photos, video or a combination of both. This 

essentially means that you can show off the best products for your 

chosen targeting group, complete with conversion-worthy calls-to-action.

Tip: Try starting off with a wide audience and then narrow it down to the 

best performing audiences. This will require clean, real-time intelligence 

and advanced optimization.

FACEBOOK 360 ADS

CAROUSEL ADS

of 18-24 year olds 
would like to receive 
experiences as a gift

55.0%

A retailer who used Carousel 

Ads to show an array of 

merchandise to users was able 

to obtain the following results:

Lower Cost Per 
Click Compared 

To Link 
Campaigns

Higher CTR 
Compared
To Link 
Campaigns

37.0%40.0%
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10 Key Questions To Ask 
Before You Launch Your 
Back To School Campaign
The sadness of the summer season winding down coupled with 

the excitement of a brand new school year has the emotions 
of parents, tweens and anyone in between running amuck. But even 
while consumers balance the last bit of beach time with a massive 
back-to-school shopping list, a huge opportunity emerges for brands. 
That’s because this year is shaping up to be the biggest ever, with 
consumers ready and willing to grease their credit cards to the tune 
of $7.6B more than they did last season. Not only this, but with a full 
quarter of shoppers proactively using social media to inform their 
purchase decisions, we’d go as far as to say that marketers that are 
not embracing social advertising may be at a disadvantage. So what’s 
an advertiser to do? Start by answering these 10 key questions:

Which social channels are best for your creative 

type and business goals?

Each social network has its own culture, features and 

uses that are best suited for certain campaigns. For 

example, highly creative and beautiful imagery is perfect 

for Instagram’s highly visual, creative community. 

Twitter presents a perfect opportunity for seamlessly 

connecting TV and digital, Facebook has a reach that is 

simply unmatched by any other network and LinkedIn is 

king for catching up with career-minded college coeds. 

How will you use mobile?

Mobile will be a lynchpin for brands this year, as more 

than half of shoppers will be using their smartphones to 

help them make more informed decisions. In addition to 

standard mobile placements, think about newer more 

interactive options such as Facebook Canvas Ads and 

the Twitter Audience Platform.

How will you appeal to parents?

When it comes to school shopping moms and dads have 

about as much in common as a teenager and a toddler. 

Moms mull over coupons and are drawn to creative that 

connects with them emotionally, while the majority of 

dads dislike deals and rely heavily on public (and family) 

opinions. There’s one thing they have in common 

however, and that’s personalization—so make sure to 

set up distinct ad sets for each group.

How will you target tweens?

Tweens may be spending a lot of time binge-watching 

Nickelodeon, but that doesn’t mean that they don’t 

chip in for their own school gear. In fact, pre-teens are 

predicted to spend at least $20 of their own money 

towards the cause with 39% shopping without parental 

supervision. Extraordinarily tech-savvy, Gen Zers are 

adept in online research and can appreciate a good deal.
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What’s your campaign pacing strategy?

Many marketers are so busy with strategy and creative 

that they forget about a pacing strategy. In this case, we 

recommend “front-loading” your budget dollars leading 

up to the first day of classes. This way you get the most 

exposure during the most critical timeframe. Once 

the first day passes, there will undoubtedly be items 

forgotten, in which case keeping the campaign going for 

another 1-2 weeks is advisable to reach these shoppers 

as well. For bonus points, change your targeting to within 

school locations to hone in even more on students and 

parents.

What are your competitors doing?

Important to any type of campaign, competitive 

intelligence is particularly essential for brands selling 

common items such as CPG products and electronics. 

Make sure you have access to the posts of the 

competition and the corresponding performance 

metrics to deduce what’s working that you may want to 

emulate, and what you may want to avoid to stand out.

Are you set up to capture all your performance?

If you’re like more than 60% of marketers, you struggle 

with measuring performance across campaigns, 

channels and platforms. Make sure you have reporting 

with built-in cross-channel capabilities, and if you really 

want to impress your boss or client, make sure you can 

also track Dark Social. Why? Dark Social, or engagement 

stemming from users sharing links by copying and 

pasting URLs, accounts for 70% of activity stemming 

from your campaign. Engagement, which by and large 

goes unattributed to your campaign, and could be the 

difference between being successful and not so much. 

5
How will you connect with college kids?

While they may be in the best time of their lives, college 

kids aren’t exactly making the best money of their lives 

quite yet. As a result, about half of college students say 

student discounts are extremely influential to purchase 

decisions, so make sure you have plenty in your arsenal. 

This group is also chock-full of tech savvy titans, so 

make sure you double up on mobile devices. Lastly, 

prioritize dorm essentials like bottled water, cereal, 

clothing, personal care, batteries and other electronic 

accessories over anything else, as these items are most 

likely to be (and stay) on top of their to do lists.
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The moral of the story? As the kids 
say, make sure your audience strategy, 
competitive intelligence and platform 
features are on fleek. For questions or 
more advice on how to get started with 
social advertising campaigns, send us a 
tweet (@Unified) or sign up for Unified 
updates at www.unified.com/signup.

Sources
Deloitte’s “Back-to-school Survey 2016”
National Retail Federation’s “Top Trends For 2016 Back-To-School and College Shopping”
Eye view’s “Back-To-School Survey 2015”
Youthbeat’s “Gen Z Spotlight, Spring 2016”
Field Agent’s  “Back-To-School: Insights Into the Spending, Shopping, & Attitudes of 
American Families,” 2016 Report

How many marketing initiatives will you have?

All too often there’s a gap between how marketers 

plan their initiatives and how campaigns are set up. 

Whether it’s a regional sale, new product or branded 

entertainment promotion, consider organizing your 

campaigns by initiative for more intuitive tracking. 

Bonus points if all campaigns on all channels roll up to 

each business goal.

How many creative combinations will you use?

If there’s one thing we’ve learned running billions of 

dollars worth of social campaigns, it’s that testing 

different creative combinations, from copy to calls-to-

action is a must. In order to do this seamlessly, look 

for power features that allow social buyers to swap 

out creative components and view performance by ad 

set. Try refreshing creative roughly every 3 days for 

maximum testing and results.
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It’s about that time where beach BBQs 

cool down and fall television premieres 

heat up. We’re talking of course about 

the third quarter, which for many brands 

marks the beginning of when customers 

start loosening their grip on their cash as 

we make a beeline towards the holiday 

shopping season. It’s also the time for the 

almighty strategy brainstorm session—

where the brave throw out newfangled 

ideas on how to reach goals and the 

bravest attempt to reinvent the wheel. 

However like anything else, when it comes 

to social advertising, there are some tactics 

that have more promise than others. So to 

save you the tedium of typing “new social 

advertising features” into a Google search 

bar, we’ve identified three “must-run” 

campaign types you can start with.

3 EFFECTIVE SOCIAL 

MEDIA CAMPAIGNS TO 

TRY THIS QUARTER



13

Supercharge Your Chatter:

Twitter Conversational Campaigns

From the Emmys to the Olympics, rest assured there will be 

plenty of users turning to Twitter to talk pop culture, politics 

and TV programs. What you may not know however, is that the 

‘Bird has a breakthrough way for you to start some chirping of 

your own, and that’s through conversational ads. The ad unit, 

which features a unique call-to-action highlighting a hashtag 

of your choice, is a clever way to either create tweetversations 

around your brand, or alternatively around your brand and a 

notable event. Available as either a photo or video placement, 

conversational ads pre-populate your brand message within 

the tweet composer with your chosen hashtags—all with your 

desired creative attached. Once a user tweets, a thank you 

message is displayed and the tweet appears in the timelines of 

their followers.

Tip: When it comes to a use case, the sky’s only as high as your 

ingenuity. For brands looking to piggyback off of all the pivotal 

events going on, one example may be a clothing brand using it to 

generate chatter around which celebrity on the red carpet wore 

their accessories better. 

Bringing Home The Budget: Local Awareness Campaigns

A  little personalization goes a long way, with 40% of Americans 

citing personal relevance as the primary reason they click on 

ads. While there are many ways to customize ads, but one that 

is often underutilized is location or geo-targeted ads. Facebook’s 

take on this type of initiative is the local awareness campaign. 

In essence, this placement allows you to choose between 

targeting users within a distance of a specific address or based 

on a geographic area. Then add in whichever calls-to-action calls 

to you—get directions, call now, send message or learn more. 

Don’t write this off as only for retailers and restaurants however, 

brands can get creative (cough, did someone say Pokémon 

gyms? cough). Target around concert locations, sports arenas or 

even schools for that ever important back to school campaign 

you’re working on.

Tip: Keep an eye out for Facebook’s native store locator, which 

helps people binge on your business by navigating them to the 

nearest store (or other type of) location.

Kill Two Platforms With One Budget: Facebook-Instagram 

Integration Campaigns

What happens when an innovative social network with 1.7B 

monthly users combines its promotional power with a cutting-

edge mobile app with 500MM monthly users? We’d like to 

think an advertising angel gets its wings. What the Facebook 

and Instagram integration means for you dear marketer, is 

that all of the sophisticated targeting, ad units and features 

are virtually the same for both platforms. But before you run 

this type of dual-deployed campaign, you will need to better 

understand what the differences are between them so you 

can optimize your emotional connection with each audience. 

Here’s your 30 second crash course in a simple table.

1

2

3

Tip: You will be running the same creative and targeting on 

both platforms for this type of campaign, so make sure that 

your visuals and copy appeal to the needs and preferences of 

both groups. For example, give them something to react to 

while simultaneously providing a sense of getting an exclusive 

or behind-the-scenes look.
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Award-Worthy Social Media Lessons You Need 
To Know From Last Year’s Emmys
Last year, the Emmys didn’t disappoint anyone in the interesting department, 
with jabs made at ex butter-lovin’ controversial chef Paula Dean, a surprise 
appearance by car wreck survivor Tracy Morgan, an award dedicated 
to the entire trans community and a thought-provoking Harriet 
Tubman reference. While there were many surprises that night, no 
one was particularly blown away by the fact that the show brings 
incredible exposure to both brands and celebrities. So we dug deeper to 
analyze the Facebook and Twitter accounts of the shows that received 
nominations for Best Comedy and Drama Series to see if we could 
uncover any key learnings, and the good news is, we found some.

A Methodology Fit For The Stars

Our approach was rather simple. We looked at the verified accounts for the shows nominated 

for Best Comedy Series (Louie, Modern Family, Parks and Recreation, Silicon Valley, Transparent, 

Unbreakable Kimmy Schmidt, Veep) and Best Drama Series (Better Call Saul, Downton Abbey, 

Game of Thrones, Homeland, House of Cards, Mad Men, Orange Is The New Black) to measure 

social engagements received on their original posts. This in context, if they retweeted 

content from a different account such as retweeting a follower’s post, it would not be 

included in this analysis. The engagement was then broken down into 4 main time periods: 

Facebook & Twitter Engagements
(Shares, comments, likes, retweets 

& favorites)

GA
ME

 O
F T

HR
ON

ES 206.7K

1,467.9%
Increase In Facebook & Twitter 
Engagements (Shares, comments, 

likes, retweets & favorites) Per Day 
Compared To The Nomination Period

• 6 months prior to the date the nominees were announced (Jan 14-Jul 15, 2015) to 

get a sense of engagement levels before the Emmys were a factor

• The period between the date the nominees were announced and the Emmy 

Awards ( Jul 16-Sept19, 2015) to measure the impact of the announcement itself

• The day of and day after the Emmy Awards (Sept 20-21, 2015) to track the effect 

of the awards and the conversations the day after

• The week after (Sept 22-28, 2015) to measure the rate of decay if any

The Big Players On The Small Screen

Although the winners had very different approaches to 

original content, two main findings about the day of and 

after the Emmys were aired stood out:

Lesson 1: Only Down With OPP (Other People’s 

Posts)? You May Be Missing Out

Veep and Game Of Thrones both won major awards, 

however only Game Of Thrones stressed original 

content. This led to hundreds of thousands more 

engagements for the show in addition to the earned 

activity they already would naturally receive from 

winning. In contrast, Veep chose to retweet and share 

content from other accounts.
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Facebook & Twitter 
Engagements Per 
1K Users (Shares, 
comments, likes, 
retweets & 
favorites)

143.4

A Not So Fine Line Between Smiles and Suspense

Surprisingly, the comedies and dramas had very different behaviors on social 

media. But before we get to the differences, let’s take a quick moment to look at the 

similarities. Across both genres, we saw a drop in the number of posts published 

once the nominees were announced—about 52.5% overall. And, as expected, we 

also saw posting volume skyrocket the day of and day after the show, by 483.9%. 

And that my friends, is where the similarities end. The disparities, which span both 

posting volume and engagement, resulted in the third and final lesson.

The Final Takeaway? You Get Out What You Put In
While these shows received great exposure online regardless of if they 
indulged their social audiences, there was an extra award in it for those 
that boosted activity. In general, whether you are a brand, show or service, 
you can potentially miss out on substantial earned engagement if you 
don’t post consistently, often and lack original content. To entice audience 
reactions, marketers should publish a variety of content that can build deeper 
connections with users and potential customers.

Lesson 3: Giving More Gets More Volume, Giving Less 

Gets More Efficiency

Lesson 2: Transparency Is The Best Policy

It’s one thing to build a massive amount of engagements, but quite 

another to have a plugged-in, active audience. Transparent, who’s lead and 

supporting actors won Emmy gold, was very active online. Their strategy of 

sharing and posting a variety of original content (video and photo) led to a 

tremendous amount of audience activity—more than twice the amount of 

any other comedy or drama nominated.

• The dramas posted 2.1 times the amount of content as the 

comedies, resulting in 28.9MM more engagements during 

the entire span of time we measured.

• Comedies, likely due to the fact that they post much less, 

saw the number of engagements received per post go 

through the roof between the nominee announcement 

and the show itself, but decreased by 33.3% on the night 

of the show.

• Dramas had high engagement prior to the nominee 

announcement period, then saw a decline of 49.8% during 

the period between the announcement and the show 

itself, only to rebound with a 64.3% increase on the night 

of the show.

• Both comedies and dramas saw engagement decline in 

the week after the show as one would expect, however 

engagement for the comedies only decreased by 16.2% 

versus a whopping 60.4% for dramas.

TRANSPARENT
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Marketing Cam-PAINs

The Low-Down On Dark Social

Brands find themselves seesawing between meaningful 
measurement and proving performance.

Dark Social activity is in essence, how consumers are sharing your 
content. Remember that interesting article you shared on Facebook? 
Well, a fellow fan who saw your post and loved it may click the link, 
copy the URL and then Tweet, post, email or IM it to their friends. 
It is this type of cross-channel link sharing, as well as the many 
generations of engagement resulting from these actions, that define 
Dark Social. This multi-generational activity represents a massive 
amount of untracked behavior that can have an enormous impact on 
those status reports you have to create next week.

The Lion’s Share of Sharing: What Is Dark Social?

of marketers expect to 
spend time and resources on 
cross-channel measurement 
and attribution

of marketers say there’s 
a growing emphasis on 
marketing investment and 
measurability within their 
organization

of marketers say their 
technology lacks the 
functionality needed to 
drive and track value from 
marketing initiatives
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Dark Social’s Generation Gap
In addition to link sharing, there are generations of interactions to consider. 
Think of the engagement for each social media ad as the original ancestor 
in a potentially long line of digital descendants. The first or “original” 
generation is the area where most marketers have a pretty good read on, 
and many tools measure extensively. However there are numerous other 
layers of activity  from shares of your original post or shares of shares that 
are not being captured. This activity is a critical component to the ROI pie.

3 Reasons Why You Should Care About Dark Social

Social Users Are Doing Their “Share”

or more of sharing 
activity occurs from 
users copying and 
pasting URLs

of Americans 
actively share 
content online

of users in the 
U.S. trust content 
from a friend or 
family member

of Americans are most 
likely to share content 
from a friend or family 
member

75% 72% 73%

of revenue can 
come from multi-
generational and 
Dark Social activity

the conversion rate 
can be achieved with 
multi-generational 
and Dark Social 
audiences



Sources
IAB & Winterberry Group’s “The Outlook for Data 2016: A Snapshot Into Digital Media and the Evolving Role of Audience Insight”
Unified Case Study, “em michelle phan Decodes Dark Social Engagement To Reveal Up To 34% Of Revenue Was Previously Unattributed”
The State Of Content: Rules Of Engagement For 2016

The Dark Social Effect

Now that you’re fully convinced as to why Dark Social is so crucial, you may 
be asking how it would actually impact your marketing initiatives. Below we’ve 
mapped out a scenario based on real-life campaigns to give you a sense of just 
how much attribution you may be missing.

Attribution Is Everything: Taking A Walk On The “Dark Side” Of Social
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