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Intro

The Most Wonderful Time of the Year
The holidays mean big business for retailers. Some stores rake in as much as 30 percent of 
their annual sales during the gift-giving season, according to the National Retail Federation. 
But if you want a portion of the $720 billion holiday retail sales predicted this year, you’ll 
need to go above and beyond your competition.

As the holiday season draws near, small business owners are preparing for an influx of 
customers buying gifts for family and friends. But customers want more than just a place to 
purchase holiday gifts — they want to visit stores that feel festive and pay attention to even 
the smallest details, such as staff wearing Santa hats or providing gift-wrapping services.

In the following pages, you’ll learn how to plan a successful holiday season for your small 
business, with topics including:

We’ve packed this ebook full of tips and links to our Small Business Smarts blog to help you 
create a winning strategy and celebrate the season at your small business.

Happy reading!

• Pre-planning tips for shopping’s biggest season
• Getting ready for key holiday shopping dates
• Preparing your seasonal staff for success
• Perfecting your sales technique for maximum impact

(Photo: Senpo/Shutterstock)
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https://bit.ly/2Qw8bTg
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Chapter 1
Pre-Holiday Planning

With Thanksgiving, Hanukkah, Kwanzaa and Christmas just 
around the corner, business owners are starting to plan 
holiday store schedules, put out seasonal merchandise and 
hang the holly. Here are a few tips to help you plan for a 
successful holiday season at your shop.
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The first element to consider is if staying open on a particular holiday makes 
sense for your type of business. If your business meets an immediate need for 
consumers — such as food, last-minute shopping or other convenience items — 
it may make more sense to stay open.

Does it make sense for my industry?

Just like the Chinese restaurant in the classic seasonal film “A Christmas Story,” 
staying open on a big holiday may expose your business to new customers 
because other nearby establishments are closed.

What is my competition doing?

While most small businesses remain 
closed on major holidays, staying 
open may provide an opportunity 
for new business — especially when 
your competition decides to take the 
day off. At the same time, staying 
open could be a big turnoff for 
certain consumers.

How do you determine what’s right 
for your small business? Answer 
these five questions to guide your 
decision.

Having your doors open and keeping your business running takes money, so it’s 
also good to evaluate if staying open on a holiday is worth it financially. Compare 
your anticipated revenue against your operational expenses. If you don’t think 
enough business will come in to turn a profit, stay closed and enjoy the holiday.

How much will it cost?

In addition to operational expenses, 
consider the opportunity cost of 
being closed on a major holiday. Will 
your average customer appreciate 
the reason your business is closed? 
Different demographics and niche 
markets place greater emphasis on 
some holidays over others, so it’s 
critical you reflect the values of your 
primary audience.

What will my customers think?

For many employees, being asked to 
work on a major holiday can be a big 
demotivator — or even offensive. 
But others may enjoy working the 
slower holiday shift or at least are 
willing to come in when strapped for 
cash. To whatever extent possible, 
let employees choose to work the 
holiday shift, rather than making 
them feel forced to do so.

How will this affect my 
employees?

Setting holiday hours
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Decorating for the season
You may think October is a bit early for rolling out holiday decor, but 
if you wait until December to put out your holiday merchandise, you 
may miss your chance to cash in on the season. Here are four things 
to consider when choosing how early to decorate your store to get 
customers in the gift-giving mood.

While some consumers 
may be frustrated by seeing 

holiday merchandise out before 
Halloween, most retailers don’t have 
much of a choice. From a business 

standpoint, the only way to beat the 
market is to stay ahead of it. 

Whether they approve of your early 
holiday decor or not, customers will start 

preparing to shop the moment you release 
the seasonal decor or items. Being first 

among area retailers to get them in 
the holiday spirit can help boost 

your seasonal sales.

Stay ahead of the market

As with any marketing 
strategy, knowing your target 

audience is key to determining 
which holidays your business should 
decorate for and how soon to deck 

the halls. Identify which celebrations are 
most important to your local community 

and focus on those. 

For example, if your store is in a 
predominantly Jewish community, 

it may make sense to give your 
seasonal decor a strong 

Hanukkah influence.

Understand your audience
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If you’re concerned about turning off 
customers by decorating too far in 
advance for a holiday, try decorating 
incrementally, starting with a small 
corner and easing in more decor as the 
holiday approaches. You can also test 
your market’s receptiveness to holiday 
messaging with an email marketing or 
social media campaign before you 
hang the holly. 

Ease in your holiday decor slowly

Likewise, if you wait too long to trim the 
tree or put out a Kwanzaa centerpiece, 
it could negatively impact your business. 
Maximize your holiday profits by getting 
seasonal products out the door before 
the holiday itself. This will help you keep 
markdowns lower and prevent excess 
inventory and long-term storage.

Avoid overstock Every business is different, so 
there is no hard and fast rule 
for when you should decorate 
your store for the season. Just 
remember that the longer you 
wait, the more likely you are to 

miss out on holiday sales.
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6 Ways to Make Your Store 
Stand Out During the Holidays

1. Add outdoor 
decorations to boost 

your curbside appeal. 2. Theme your 
window displays to 
attract passers-by.

4. Draw crowds with 
special, holiday-
related events.

6. Offer deals that 
appeal to shoppers’ 

selfish sides.

5. Provide wrapping 
services for last-

minute shoppers.

3. Get your staff
 to dress festively 

for the season.
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As the holidays get closer, more people want to take vacation time to spend with 
their families and loved ones. But how can you give your staff the time off they 
deserve, while keeping your business running smoothly? Here are some ways to 
grant time off fairly and avoid being short-staffed during the holidays.

Employees on leave can create gaps 
on your team. Make sure members 
of your staff have the skills to pick 
up the slack outside of their primary 
roles. Giving staff opportunities to 
pick up new skills throughout the 
year will not only prove useful when 
people take time off, but also keep 
employees engaged with their work.

Cross-train your staff

Being generous with granting 
time off keeps morale up, but 
rewarding employees who stick 
around during popular vacation 
times can have a similar effect — 
while simultaneously keeping your 
business staffed.

Incentivize people to stick 
around

Staffing your store

A murky time-off policy is bound to create issues, potentially frustrating 
your staff. Create a clear policy and include it in your employee handbook so 
everyone understands the rules. 

Time-off policies vary, but there are some basic pieces of information you’ll 
want to include, such as how far in advance the request needs to be made, 
how requests are handled and when employees can expect a response.

Put your policy in writing

Time-off requests tend to come in batches, especially right around a holiday. 
Since you can’t let everyone take vacation at the same time, develop a 
transparent way to make decisions on who gets time off and when.

Some owners base vacation decisions on seniority, while others may take 
a first-come, first-served approach or a random lottery. Whichever strategy 
you choose to use, implement it consistently and fairly. That way, when you 
can’t give an employee the time off they’d like, he or she will understand 
the reasons why.

Implement it fairly

By offering a 
compelling incentive 
— such as extra 
vacation days during 
off-peak times or an 
extra bonus — you 
might find that the 
requests for time off 
dwindle, and you’ll 
be fully staffed all 
season long.

“
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Chapter 2
Key Shopping Dates

As consumers finish up their Thanksgiving meals, sights quickly 
turn toward purchases for the gift-giving season. From Black 
Friday and Small Business Saturday to Cyber Monday and Giving 
Tuesday, here’s what you need to know to prep your store for 
the key shopping days this year.
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While there has been some 
decline in Black Friday’s popularity 
in recent years, more than a third 
of consumers still take advantage 
of the post-Thanksgiving shopping 
day and have even made it a 
family tradition. 

Follow these top tips to get ready 
for the holiday shopping peak 
weekend and leverage Black 
Friday to the max.

Black Friday

Identifying your Black Friday goals 
is key. Whether you’re focused 
on sales volume, recruiting new 
customers or establishing brand 
loyalty among existing customers, 
you can’t work out a successful 
strategy unless you articulate your 
specific goals. 

Once you know what you want, 
decide what kinds of promotions 
and offer will help you best 
achieve those goals. If growing 
your online sales is a priority, for 
example, consider offering Black 
Friday web exclusives.

Set clear goals

Once you identify your promotion, 
start working out the logistics. How 
much support do you need? How 
long will the sale run? Do you need 
to stock up on extra inventory? If so, 
where will you put it?

Black Friday can also be the perfect 
time to move old inventory or 
overstocks. Use the holidays as 
an opportunity to move stagnant 
inventory through heavy discounts or 
by putting certain items on clearance.

Plan the logistics

Competition for Black Friday shoppers can be 
stiff. Finding ways to band together with other 
small businesses can give you more leverage. 
Capitalize on foot traffic by holding a joint 
promotion in conjunction with nearby shops.

For example, you could team up with other 
retailers that offer complementary goods 
or services. A clothing boutique could offer 
coupons to the jewelry store, and vice versa. 
But remember, cooperation takes planning. 
Start early to get discounts on printing or to 
coordinate social media marketing.

Team up with other small businesses

A positive and unique customer 
experience is a great way for 
small businesses to compete with 
big retailers, especially during 
the holidays, when finding a 
salesperson at a chain store can 
be a feat unto itself. 

Above all, make sure you’re 
adequately staffed for the day. 
And look for ways to streamline 
your checkout process. The 
shopping experience should be 
smooth and effortless, so coach 
your staff on how to handle 
a crowded store and difficult 
customers.

Focus on offering a positive 
customer experience

Remember, every transaction is more than just a sale — it’s an opportunity to win a customer’s loyalty and repeat business. 

Whether it’s asking for their email address or inviting them to join a rewards program, make the most of your extra foot 
traffic by finding ways to collect customer information at the point of sale.

Make Black Friday customers repeat customers
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Be intentional about getting 

enough rest. 

Add five minutes of positive 

contemplation to your 

morning routine. 

Pause and take a deep, 

cleansing breath. 

Take a break with a 

short walk. 

Shake your body 

to release built-up 

tension.

1.

2.

3.

4.

5.

to Avoid ‘Seeing Red’ on 
Shopping’s Biggest Weekend5 Tips

“For retailers, Black Friday and the 
weekend that follows are some of 
the busiest – and most stressful – 
days of the year. Keep your cool 
and manage your stress levels 
when things feel crazy in your 

store with these tips.
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Since its launch in 2010, Small Business Saturday (SBS) 
has grown from a fledgling attempt to support small, 
local businesses into a multi-billion-dollar national 
event, by encouraging consumers to “shop small®.”

For business owners, SBS is a great opportunity to 
get creative and give your customers a more intimate 
shopping experience. By hosting an invitation-only sale 
for your best customers, you have a chance to engage 
with them on a more personal level — something 
larger retailers can’t do.

Here are a few tips to help you throw a top-notch VIP 
sales event for your “super shoppers.”

Small Business Saturday
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A special sales event that rewards VIP shoppers is also an opportunity 
to grow your loyalty program. Entice new shoppers to sign up for the 
program so they can attend.

In the weeks leading up to SBS, personally engage with invitees to 
remind them about the upcoming event and build anticipation. 

Develop a marketing plan

When promoting your event to invitees and 
drawing in your best customers, emphasize 
the sale’s exclusivity by sending tailored emails 
to your top customers. If you have the budget 
consider mailing event-themed invites and 
exclusive passes.

When you send out invites, make sure they get 
customers excited by focusing on the perks. Give 
shoppers a sneak peek into any sales, giveaways 
or other promotions that will be happening at 
the event.

Craft unique, effective invites

Establish your guest list

Give your SBS event a sense of exclusivity by making it 
invitation-only. Limiting the number of attendees will 
make your best customers feel extra special and give 
you the bandwidth to focus on building relationships. 

Start by inviting members of your customer loyalty 
program. If you have more spots to fill, you can open 
up the invite to your other frequent shoppers.
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For a VIP event, the idea is to make your guests feel 
special and important. Offer them the luxury of private 
shopping while sipping a glass of wine and enjoying 
finger foods. The atmosphere should encourage 
conversations between guests and feel relaxed and 
social — not transactional — giving them a truly 
unique shopping experience.

Pour wine and serve appetizers

Just like you might do for a birthday party, give guests 
a gift as a token of your appreciation for coming to 
your event. The added bonus? A take-home gift will 
also serve as a tangible reminder of their experience 
in your store.

Offer great giveaways

Following up with attendees after the event 
is where many businesses falter, but it’s 
an essential piece of the puzzle. Be sure to 
thank customers for attending and include 
another exclusive offer to get them back in 
your store. 

If your VIP sales event is a success, you may 
even decide to host more, which can help 
establish a sense of community around 
your brand. Your store will no longer just 
be a sales platform, but a familiar space for 
your best customers to engage with you 

Follow up
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Cyber Monday — the Monday following 
the Thanksgiving holiday — is one of the 
most popular shopping days of the year, 
and sales this year are likely to continue 
their upward trajectory. Here are some 
tips from for making your e-commerce 
business stand out on Cyber Monday 
this year.

Cyber Monday

One of the first rules of effective marketing is segmenting your target audiences to 

ensure you’re using the most effective message for that group. Before Cyber Monday 

hits, look at your different customer demographics and create advertising that 

appeals to each group.

Target your marketing to the right audiences

When consumers are looking for great Cyber Monday deals, their search will often 

include social media websites. Incentivize your audience on social media platforms by 

offering discount codes for first-time customers, holding a contest or partnering with 

online influencers to promote your brand.

Focus on social media

Teaming up with other small business owners with similar target audiences is a great 

way to cross-promote and increase sales for both businesses. Ideally, the company 

will be similar to your business but not a direct competitor.
Partner with similar brands

Instead of limiting sales to Cyber Monday alone, consider creating a promotion for 

the entire “Cyber Week” to give customers more time to take advantage of your deals. 

Be sure to publicize your extended promotion by getting the word out early in email 

newsletters and on social media.

Extend your sale beyond Monday
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Giving Tuesday
Rather than partnering with a charity right away, do some high-
level planning of your business’s corporate social responsibility 
goals. Choosing a few causes to focus on will help guide where 
you direct your charitable efforts and help determine which 
organizations you partner with on Giving Tuesday.

Set high-level goals

After a whirlwind weekend of consumption, 
many people begin to feel the need to give back. 
Fortunately, Giving Tuesday gives everyone the 
chance to make a difference on the causes they 
care most about.

Giving Tuesday is a movement that leverages 
social media to encourage people and businesses 
to donate their time, resources and talents to local 
causes. According to GivingTuesday.org, in 2017, 
people gave out 2.5 million gifts and raised more 
than $300 million online. 

Entrepreneurs can join others around the world 
by making donations or offering discounted or 
free services to nonprofits or nongovernmental 
organizations (NGO). Here’s how to choose a 
charity to support on Giving Tuesday.

Your Giving Tuesday generosity can come back to benefit your 
business, especially if you support a nonprofit that addresses 
challenges in your industry or local community.

It’s also worth tapping into causes your staff thinks your 
business should support. Asking employees about the issues 
and charities they care about will increase engagement 
and help find an organization that closely aligns with your 
business’s mission and challenges.

Look for missions that align with your business

If you’re spending time and money to support a cause, you’ll 
want to make sure the nonprofit is as effective as possible, 
so before you partner with one on Giving Tuesday, do some 
research on its efficacy and governance. Online watchdogs 
like GuideStar and Charity Navigator will give you a third-party 
perspective on specific organizations.

Do your homework
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Many business owners choose to partner with grassroots organizations 
right in their communities. Don’t be shy about reaching out to learn more 
about their work. Having a conversation directly with the organization 
will help determine if it’s the right one for your business to support on 
Giving Tuesday.

Reach out to the organization

Once you’ve chosen a nonprofit, determine what kind of 
support you want to provide. Donating a portion of sales on 
Giving Tuesday is common for many businesses, but there 
are other ways you can express your generosity, such as 
providing in-kind donations and services or putting together 
a volunteer workday for employees.

How will your business give back?
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Seasonal Staffing

Chapter 3

For shoppers, the holiday season is stressful and exhausting. 
For retail store owners, it’s a chance to outshine the chains 
by offering superior customer service amid the chaos. So it’s 
critical to bring your customer service A-game, even when 
you’re playing with seasonal holiday employees.

Every employee represents your small business. Make sure 
your seasonal employees are putting their best foot forward 
when it comes to customer service.
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If you manage to find reliable help for the holiday rush, it’s not 
enough to throw them behind the counter and hope for the best. 
Frazzled customers won’t remember or care if the employee who 
helped them was seasonal or permanent; they will only remember 
if their experience was good or bad.

When an employee interacts with a customer, they are representing 
your entire organization. And whether they received superior or 
horrible customer service, that customer will think in terms of 
“they,” not “he or she,” when they tell others about the experience.

To provide superior customer service and avoid lost sales, take 
these steps with seasonal — and permanent — employees.

Managing seasonal workers

Business owners often feel they can’t 
afford to spend the time and money 
training seasonal staff the way they do 
their regular employees, but having a 
well-equipped worker on your team is 
worth the investment.

Training is a must

Holiday shoppers are likely to arrive at your business exhausted and short-
tempered. Employees who quickly solve their concerns and meet their needs 
demonstrate respect for their valuable time. But attitude counts, too.

Smiles and prompt greetings are free, so train employees to use them 
liberally. Make sure you hire people who have the right personality in addition 
to sales experience.

Hire people who will smile

Instead of focusing 
on how much it will 
cost you to train 
seasonal employees, 
consider the long-
term ramifications 
of foregoing proper 
training. What is the 
cost of a customer 
walking away and 
never coming back?

“
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Customers resent having to wait for a manager to 
solve something simple like an exchange for size or 
color. Teach the employee how to handle a particular 
situation, then empower him or her to handle it 
without a manager.

An autonomous, prepared, friendly staff will amaze 
holiday shoppers and make them loyal customers 
this season and next.

Empower them to make small decisions

Customers want what they want, but if that isn’t available, they often will buy 
what a knowledgeable salesperson suggests. An under-trained employee 
won’t be able to use those opportunities to suggest an alternative that might 
become the customer’s new favorite — or to upsell the customer.

Have employees begin each shift with a brief walk-through of the sales floor, 
a check of the day’s specials or a glance at a list of new inventory. Take time 
to explain seasonal “hot” items and shopping trends and how to uncover the 
“why” behind a buy.

Educate them on the inventory

Seasonal employees who feel under-trained or abandoned 
at the counter are in no position to provide superior customer 
service. Make an extra effort to help them feel connected and 
part of the team.

Use pre-shift meetings to talk about new inventory, sale items 
and lessons to learn from yesterday’s events. Share accolades 
if a customer said something nice about an employee, or offer 
praise for keeping the sales floor neat and organized.

Embrace them as part of the team
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The holiday season is, in theory, a time of peace and joy. But for retail employees, 
between working extra-long shifts and dealing with rushed and cranky customers, the 
weeks between Black Friday and New Year’s can be some of the most challenging.

Aside from adding more staffers at peak periods to handle the crunch, try these 
strategies to keep the smiles on your employees’ faces.

Keeping your team motivated

Your employees are just as eager as your customers to finish their holiday 
shopping and errands. Consider granting extended lunch breaks or let 
employees pick a half-day or full day off to get their own seasonal chores done.

Give the gift of time

A surprise $25 or $50 gift voucher to a popular store is a much-appreciated 
gesture. Given early, it will also help your employees buy gifts for their loved 
ones or items they can use for their holiday entertaining. Slip the vouchers into 
a holiday card you’ve signed with a personal message of appreciation.

Give presents

Celebrate the season by inviting staff to participate in a 
decorating party for your store. Give your holiday decor some 
personal flair by asking employees to share one their own 
ornaments for the store display.

Decorate the workplace as a team
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The holidays are also a great time to recognize your 
employees’ hard work throughout the year. Close the 
doors for a few hours and hire a temp or two to field 
phone calls. Most customers will forgive a “Closed 
for the afternoon to celebrate the holidays” sign, and 
employees will appreciate the gesture.

Make time to have a private party

Pick a worthy cause, such as a local food bank or 
children’s charity, and arrange to volunteer as a 
team for several hours on one of your less-busy 
days. It’s a good way to help everyone on your team, 
including yourself, remember what true holiday 
spirit is all about.

Do good as a group

Many business owners host an annual “Secret Santa” exchange, where you 
and your employees draw names and give anonymous gifts to one another to 
celebrate the giving season. 

While an excellent idea in theory, team-wide gift giving festivities can easily turn 
into disaster if you don’t plan it out correctly. Follow these tips to ensure your 
gift exchange is a success.

How to Keep Your 
‘Secret Santa’ Party From 

Turning Into a Disaster

1. Provide guidelines for what kinds of gifts are acceptable. 

2. Make participation optional so staffers don’t feel obligated. 

3. Consider calling your event a “gift grab” or “holiday cheer swap.” 

4. Buy a few extra gifts and wrap them just in case somebody forgets theirs. 

5. Keep the sign-up sheet private so non-participants don’t feel embarrassed. 

6. Set a reasonable dollar limit for presents that everyone can afford. 

7. Bring refreshments and hold a holiday party along with the exchange.
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As a business owner, knowing how to fairly divvy out bonuses can be a challenge. You want to ensure your employees feel appreciated and nobody holds a grudge against 
you or another member of your team. To keep your staff feeling warm and fuzzy this holiday season with a reasonable bonus structure, follow this advice.

Determining holiday bonuses

Some bosses like to award holiday 
bonuses based on an employee’s 
performance and the value they 
add to the company. 

Under this model, business owners 
will often provide a base holiday 
gift to everyone, but increase the 
amount to reward employees who 
have had the greatest impact on 
the organization.

Bonuses based on merit

One easy way to determine bonuses 
is to base the amounts on department 
and position. For instance, all managers 
would receive the same bonus, and the 
same would go for each person on the 
sales floor.

This approach avoids presenting holiday 
bonuses as merit-based, so they feel fair 
to everyone at the company.

Bonuses based on role 
and department Another method for determining 

bonuses is to go strictly by the 
numbers and provide all staff a 
percentage bonus based on their 
annual salary.

So, while someone who makes 
$60,000 a year would still receive 
a larger bonus than someone who 
made $35,000, since the same 
percentage is the same, the bonus 
remains equitable.

Bonuses based on salary

Some business owners only distribute 
holiday bonuses to employees who 
have been at the company for a set 
amount of time — such as six months 
or more.

If you take this approach, make 
sure new employees aren’t left out. 
Consider giving out a smaller token of 
appreciation, such as $50 gift card, to 
your newest team members.

Bonuses based on 
employment longevity

No matter how you decide to show your employees some love this holiday season, above all, find ways to make your team feel 
respected and appreciated. After all, they are the backbone of your business.
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Holiday Sales Tips

Chapter 4

Whether you’re peddling products or offering valuable services, 
being an effective salesperson is an art that requires practice 
and dedication. Here are a few ways you and your team can 
brush up on your sales strategies this holiday season. 
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Upselling is all about getting customers to see 
the value behind every product you sell. Make 
sure your retail staff are primed to increase 
sales this holiday season with these three tips 
for effective upselling.

Mastering the upsell

Whether you’re getting customers to upgrade 
to the latest mobile phone or simply adding 
an extra shot of flavor to their morning coffee 
drink, almost anyone can be upsold if you first 
make a connection with the shopper.

The best way to build rapport with your 
customers is by focusing on helping find the 
best solution to their problem. Ask questions 
and intentionally engage with your shoppers 
to uncover exactly what they’re looking for 
and why, rather than just pushing them 
toward an upscale product because it has a 
higher price tag.

Get personal

Upselling is most effective when you target your most satisfied 
customers and those you’ve built a relationship with over time. 
Selling more to someone who is already familiar with your business 
generates the same amount of revenue as selling to a new client 
without the overhead cost of exposing them to your brand and 
getting them in the door.

Consider bundling products together that complement and enhance 
the customer’s primary purchase. In addition to boosting sales, this 
approach can also reduce buyer’s remorse and add to their loyalty as 
a customer.

Stay connected

Knowing which customers to target for upselling and how to get the 
conversation started is only part of the equation. Your sales staff must 
also be comfortable making the ask when the opportunity arises.

Focus on being genuinely helpful to the customer by showing them 
how to get more bang for their buck. You can use training tactics like 
role-playing to make upsell training more enjoyable — and develop a 
stronger, more connected sales team.

Practice your ask
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Winning over last-minute shoppers

For small, local businesses, consumers who wait until the eleventh hour can be the 
best Christmas gift of all. The busiest shopping days of December take place the week 
leading up to the holiday. Win over these last-minute shoppers in the “St. Nick” of time 
with these five tips.

Winning over last-minute shoppers

With the holiday so close at hand, 
consumers are looking for any bit of 
help they can get to ensure everything is 
perfect, so one way you can draw these 
shoppers into your store is by offering 
gift-wrapping services.

Consider throwing in free gift wrapping 
on purchases from the store and 
possibly a paid service for products 
bought elsewhere. It will have the two-
fold benefit of helping you make a little 
more revenue and increase foot traffic 
to your store.

Help with gift wrapping

Another idea for capturing business 
from shoppers under the wire is to stay 
open longer these last few days leading 
up to Christmas.

As shoppers grab last-minute gifts and 
stocking stuffers, online searches for 
“store hours” and “open now” get a big 
boost, peaking on Christmas Day. This 
indicates many shoppers are still on 
the hunt for last-minute items and final 
dinner ingredients.

Stay open late

Online shipping for pre-Christmas delivery cuts off 
around Dec. 21, but that doesn’t mean that customers 
wouldn’t love to get last-minute purchases brought to 
their door. While your small business may not normally 
provide delivery services, it’s a great upsell opportunity 
at this time of year. 

Consider leveraging courier apps like Deliv, Roadie, 
Postmates or UberRUSH that use crowdsourcing to get 
consumers their purchases in record time. Simply take 
orders online or by phone, include a same-day delivery 
upcharge and let your excellent, timely service win over 
the hearts of last-minute shoppers.

Offer same-day delivery

Over the week leading up to Christmas, 
online searches for “where to buy” get a 
boost, peaking on Dec. 23. 

Taking advantage of this search trend 
and get more brand visibility for your 
small business by targeting your 
adwords to phrases local, last-minute 
shoppers would use, such as “near me.” 
Also consider adword phrases that are 
location-specific, such as “Manhattan 
toy stores” or “Atlanta restaurants open 
Christmas Day.”

Target online ads for last-minute 
shopping searches
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The holiday season can be a major boost for your small business’ sales, but 
all that gifting and spending can also mean more returns.

For small businesses, navigating these returns can be like crossing a 
minefield. Follow these tips to protect your business and keep customers 
happy after the presents are unwrapped.

Though you want your return policy to be consistent, it is always 
better to lose money than to lose a customer. This becomes especially 
important at the holidays, when you may have new shoppers coming 
into your store because they received one of your products as a gift. 

If a gift recipient doesn’t have a receipt, consider issuing store credit on 
a gift card instead of a refund. Not only will this approach protect your 
revenue, but it will give a new customer a chance to tour your store.

Be flexible

Especially during the holiday season, retailers should be upfront about their 
return policies to alleviate problems later. Include simple signage at the 
registers about returns, print your policy on receipts, and encourage your 
team to verbally mention the return policy at checkout.

Communicate your policy

Planning for the after-Christmas crowd

Keeping a lenient return policy will align with consumer expectations created 
by online retailers, who usually have extremely liberal ones. Consider 
accepting returns on goods even after the return period ends — if the item 
can still be resold. 

Be lenient

According to the National Retail Federation about 25 percent of retailers 
tighten their return policies during the holiday season. For the small 
business retailer, it’s important to keep your return policies consistent so 
shoppers know what to expect. 

Stay consistent
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5 Mistakes that Doom Holiday Retail Sales

Not hiring enough help

Not properly training 
seasonal staffers

Not scheduling for the rush

Letting customers dart out 
the door

Not keeping the shelves 
stocked and the store tidy
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Conclusion

The holidays are one of the best times of year to be a small retailer. But the bustle and rush of the 
season can also bring added stress to your work environment. Taking the time to carefully plan 
out your holiday strategy and prepare for contingencies can help you and your staff have a more 
peaceful, profitable and festive season.

In this ebook, we’ve equipped you with tactics for building out an effective holiday plan for your 
store, success strategies for top shopping days, advice for managing your seasonal staff and tips 
for optimizing your sales techniques — and these are just a few ideas. Do research on what other 
innovative brands are doing and come up with your own creative ideas.

Remember, after all is said and done, if you don’t take these concepts and apply them in your 
business, your store will never reap the benefits they can bring. So don’t rely on inertia and luck to 
keep moving your small business forward. Grab the reins, hold on tight and enjoy the (sleigh) ride 
to a more profitable future.

About NCR Silver

For more than 130 years, NCR has helped 
companies better connect, interact and transact 
with customers. With our cloud-based software, 
modern hardware and support services, NCR 
enables nearly 700 million transactions daily 
across retail, financial, travel, hospitality, 
telecom and technology, and small business. 

With NCR Silver, merchants have a one-stop-
shop for everything they need to power their 
entire small business — from an integrated 
loyalty program and built-in email marketing 
to actionable data insights, inventory and 
employee management, and much more. Our 
customers can contact live support agents 24/7 
and have easy access to all the information and 
data they need to run their business efficiently 
and effectively.

Learn how NCR Silver can help boost your 
store’s profits at www.ncrsilver.com.
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