
HOLIDAY 
PLANNING GUIDE

AVENUE EQUESTRIAN GUIDE
PREPARED BY KELLY GIORDANO  |   HELLO@AVENUEEQUESTRIAN.COM 

FOR THE EQUESTRIAN ENTREPRENEUR

THE ULTIMATE



The holiday season can mean different things to different people, but as
an equestrian entrepreneur, the holiday season, or simply ‘holiday’ as it is
referred to in the document, is an important time in your business. 

As the holiday season continues to evolve, it is important to understand
that this time of year has changed from a few key days or weeks to a
marathon that runs from the end of September to mid-December each
year. More specifically, this timeline centers around the “Cyber 5” - the 5
biggest days of online shopping in the year from Thanksgiving to Cyber
Monday. 

Coming into the holiday season with a plan is critical to remaining
competitive, staying organized and providing an incredible experience to
your customers. 

In a world where we are all online now more than ever where the internet
is open 24/7, having a great product, great site and great business means
you can capture your audience of eager equestrian shoppers. 

This guide will cover all angles of what it means to be prepared for a
great holiday season. It provides an outline for everything from your data
+ analytics to your product strategy, marketing plan and more. 

Get started early, plan as much as possible and then be ready to pivot as
you observe and learn throughout the season. 

As always, Avenue Equestrian is here to guide you along the way so you
can confidently make it through this holiday season!

WHAT IS HOLIDAY?
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The Hol iday Plan



Total Revenue :  Be sure to include al l  sales channels such as
ecommerce platform, social  media,  in-person events and
addit ional channels such as Etsy

Total Units :  Understand how many total  units  you sold of al l  your
products .  This  is  a good benchmark just  to see the volume you are
sel l ing

Top Sel lers :  Identi fy the top sel l ing i tems and review your current
offerings to see i f  you are sel l ing the same or s imi lar products as
last  year.  I f  you are not ,  you wi l l  need to determine how you can
make up that revenue/quantity with new products .  

Total Traff ic :  Understand how many people were shopping on
your s i te during the hol iday season.  Specif ical ly ,  take a look at
whether or not there was a s ignif icant change in traff ic during
the season.  I t  i s  typical to see s ignif icant traff ic increases.  This
becomes important when planning for the upcoming season to
help you understand how much product you wi l l  need to support
the increase in traff ic and to ensure your technology is  prepared
for an increase in traff ic .  

F irst  things f i rst ,  you wi l l  want to know the fol lowing pieces of
information for October 1  -  December 31 of last  year:

Before you can jump into planning for your upcoming holiday season, it is
important to learn from last holiday. There are a few key metrics you will
want to consider when planning for the holiday season. 

REVIEW LAST YEAR
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First  hol iday season? Don’t  worry!  You st i l l  have plenty of s imi lar data that can
help you plan for the upcoming hol iday season.  You wi l l  use the same data points ,

but reference your last  2 months of data instead. 



Change in sales: Take a look at the last 10-12 months of data to
understand how your business is changing. You may see a significant
increase in sales, which is important in informing decisions around
inventory + offerings for the upcoming holiday season. 

Change in traffic: This has already been covered a bit, but you will
want to understand how your traffic may be changing/increasing over
time. More eyes on your business usually translates into more sales
which you will need to be prepared for. You will also want to
understand the mix of traffic - where customers are coming from. This
can help inform marketing strategies. 

Product Mix: Understand what products you are selling and how this
has changed over time. You likely have learned a lot more about your
customers and how they react to your products in the last year. Knowing
how (and why) your product offering may have changed will be key in
identifying the products to focus on for the holiday season. 

Once you have reviewed some top level data for your business, you will
want to understand a little more about how your business is trending in this
year vs. last year:
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REVIEW LAST YEAR

 Consider these questions as you review your last year

What strategies worked best last  year?
What kinds of content connect with customers?
What would you change about your last  hol iday?
What would you keep the same? 



Now that you have an understanding of performance from last year, you
will want to start to set some targets for this upcoming holiday season. 

There are a few additional pieces of information that will be helpful for
setting your goals for the upcoming holiday season. 

Total Yearly Revenue: You most likely already have a yearly target you
have been working towards. Understanding where you are in terms of
reaching that target can be helpful in creating goals for the holiday
season. 

For example, if you are very close to reaching your target well before the
holiday season, this is a great opportunity to bring in additional “bonus”
revenue. It may also mean you were a little conservative with your original
goal and/or that you have seen some unprecedented growth! 

If you are further off from your goal than you thought, now is the time to
get excited about the holiday season. This is the time when most businesses
earn a significant amount of their revenue, so if you have some work to do,
no worries! This will help inform your strategies and create a clear
roadmap on how to reach your goals. 

Business Trends: We covered this a bit in the previous section, but
understanding how your business is trending will also help you set your
targets for the holiday season. 

For example, if you have been experiencing consistent growth over the last
year, you will want to make sure your targets are reflective of that growth. 

Once you have a financial goal of what you want to accomplish in the
holiday season, you can start to put together the roadmap to get there! 
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SET YOUR GOALS



Revenue: This is the amount of money you are making in a given time
period. Tracking this will let you know how close you are to reaching
your financial goals or not. Paying attention to this on a daily and
weekly basis will reveal trends that will allow you to make decisions
about how to plan the holiday season. 

Conversion Rate: This is the percentage of visitors who actually make a
purchase. Ideally you will see your conversion rate increase during the
holiday season as customers will be coming to the site with the intention
of purchasing (a healthy conversion is between 2-3%). If you find your
conversion rate is low (less than 1%) you will want to make some
changes to incentivize customers to actually purchase when they are on
your site. A low conversion rate means customers cannot easily find
what they are looking for, don’t think the product is a good value, or
find it difficult to actually finalize a purchase. 

Average Order Value: Also known as AOV, this is the average dollar
amount of orders on your site. Ideally you will want to see this increase
throughout the holiday season. If you are not seeing an order value you
are happy with, there are several tactics you can use to encourage
customers to buy more such as buy one get one half off, free gift with a
purchase over a certain dollar amount or free shipping on orders over
a certain amount. 

Once you have your goals defined, you will want to make sure that you are
tracking data in order to make decisions during the holiday season. While
most ecommerce platforms have some sort of built-in data, Google
Analytics will be able to provide you with much more detailed data. 

The first part in understanding your data is to set up your data tracking.
Whether you use your built in analytics or set up Google Analytics, you will
want to make sure you know where to find information about your business. 

Once you’ve confirmed you are tracking your data, you will want to make
sure you are familiar with the following pieces of data:

PG. 6AVENUEEQUESTRIAN.COM 

ANALYTICS



Top Selling Products: Keeping an eye on which products are performing
the best give you valuable insight into your business in terms of what
kinds of products your customers like and how quickly you are selling
through products. This will be key not only for the holiday season but
also as you start to plan your new year. 

Transactions: Total number of transactions on a daily and weekly basis
tell you how much product you are selling. It will be important to notice
which products sell more or less during the holiday season to help you
make adjustments for holiday and beyond. 

Site visits: This tells you how many people are visiting your site. This,
paired with conversion rate, translates directly into your sales (seriously
- it’s a formula!). You will want to see a consistent and growing number
of site visits. If you find that your site visits are too stagnant or falling,
you can think about strategies to increase visits such as a giveaway or
promotion. 

Traffic sources: Once you have an understanding of how many people
are visiting your site, you will want to understand where they are
coming from. This gives you valuable insight into which communication
and marketing efforts are most effective in driving traffic to your site. 

While there are certainly many other data points you can use to evaluate
your business, these elements will help you make real-time decisions about
your strategy throughout the holiday season. 
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Additional Data Points

Bounce Rate
Abandoned Cart Rate
Site Speed
Unique Purchases

ANALYTICS



Inventory
Marketing
Promotions

The next step in your holiday planning is to finalize your product
assortment - This answers the big question of “what am I going to sell”?

Outlining your products for the holiday season helps you plan for the
following parts of your business: 

For the holiday season, you should be focused on your top sellers as well as
products that will make excellent gifts. This may mean introducing some
new products that can be great gifts. 

You may also want to consider some new, exclusive products that are only
available during the holiday season. These should be products that are
complementary or similar to your current products. The holiday season may
not be the right time to try something completely new. 
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PRODUCT

What are my top selling products? 
Do I have enough inventory of these products to get through the holiday
season?
What other products go well with top sellers to encourage customers to
purchase several products?
What is something customers have been asking for that I can add
during this time?
How can I take a current best seller and make it limited edition for the
holiday season?

Key Questions to Make Decisions About Holiday Product



Gift Guide: A gift guide is a list of gift ideas that help inspire shoppers
to find the right gift for whomever they are shopping for. Creating a
gift guide is a great way to highlight your products in a way that is
really helpful to your customers. You can do this for your brand alone, or
work together with other brands to create a holiday gift guide that
spans a breadth of businesses. 

Now that you have your goals + products in line - its time to make your
plan to sell! Marketing is KEY during the holiday season. It's critical you
remain organized and consistent in order to keep showing up for your
customer in a crowded market. But, it is also important to remain flexible
enough to respond to real time data like sales and customer feedback. 

Here are a few strategies you can use to increase your marketing power
during the holiday season:
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MARKETING

Email: Email marketing is a really important strategy throughout the
year, but ramps up even more in the holidays… there's even a whole
section dedicated to email strategies for holiday below! 

Collaborations: Holiday does not mean competition with your fellow
equestrian entrepreneurs increases! In fact, this is a great opportunity
to connect with other small businesses to work together. Collaborations
introduce you to new audiences, which is key during the holidays. You
can work with other brands to launch an exclusive product, cross
promote on different platforms, host fun virtual events and more. 

Tip :  Make your gift  guide easi ly searchable on Google and
very s imple for your customer to shop for gifts .  A few topic
ideas include “Gifts  Under $30” or “The Perfect Hol iday Gift
for the Horse Gir l  in Your L i fe” .  Try to embody your customer
to think about what wi l l  be most useful  to them. 



Ads: Holiday can be a great time to start dabbling in ads. These ads
can highlight your holiday-specific products and special promotions
(more on promotions to come!). Facebook and Instagram make it pretty
easy to set up ads and have them run for a specific amount of time (aka
certain points in the holiday season). Just make sure you are clear on
your budget and monitor your spend! 

Blog posts + lists: Blog posts are a great way to boost your SEO and
advertise (for free!). Writing about your holiday products, what inspired
you to sell them and how your customers will love their gifts - and giving
them - long after the holiday season is a great way to share more of
your story. 
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SEO: New customers will be searching for the perfect equestrian gifts
for the horse people in their lives. Making your brand and products
easily searchable will increase the likelihood of people coming across
your brands. Consider including searchable (and relevant) terms to your
new and holiday specific products. Additional content on your site like
blog posts and landing page copy will also help your SEO. 

Remember: Your blog posts don’t have to be sales-y. You can use this
platform to tell a story, create a gift guide list or share your favorite
holiday memory.

Bonus: If you are using Google Analytics or Google Search Console,
you can collect and use data about which search terms are most
relevant to your brand to help update your SEO

MARKETING
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Feeling a little overwhelmed about all the places you need to make
updates? 

Consider batching your content and using it across multiple platforms. 

For example, a blog post can be shortened and turned into an email and
several instagram posts! 

Be smart about how you create your content so it can be used in multiple
places. This will help you reach your customers wherever they are and
creates a cohesive feel across your platforms. 

MARKETING



Increase Traffic: These types of promotions are focused on getting
more eyes on your site, which will hopefully turn into more sales. These
types of promotions are flashy and provide a great value to the
customer, encouraging them to visit for perhaps the first time. 
Increase Average Order Value: These promotions increase the amount
of money your customers spend on a single order. Promotions with a
threshold can usually encourage your customers to spend a bit more in
order to receive some sort of incentive. 
Increase Conversion Rate/Reduce Abandoned Cart: These types of
promotions encourage customers to buy RIGHT NOW. They create a
sense of urgency that secures the purchase, instead of letting customers
get distracted or walk away to think about it. 

Promotions are a great way to expand your marketing efforts and
incentivize customers to shop at your store. Promotions can help increase
site visits, conversions, average order value and can provide a great
customer experience. There are various types of promotions that can be
used throughout the holiday season to support sales, drive traffic to your
business and delight your customers. 

Note: You do not always have to drop your prices to run a promotion. You
can consider adding in a small freebie, offer gift cards for the future or
provide rewards points as an alternative to cutting into your margins. 

You will want to be thoughtful about the kinds of promotions you offer and
when you offer them. Different promotional strategies can provide
different outcomes so it is important to understand your goals before
jumping into running promotions. 

Here are a few examples of how different promotions can provide
different outcomes:

Tip: You don’t have to run any promotion if you do not want to! There will
certainly be a lot of pressure to run promotions during the holiday season,
but you as the business owner, can decide what is right for your brand. You
may not want (or need!) to run any promotions at all during the holiday. 
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PROMOTIONS



Limited Time Offers: This can be a product, service or promotion that
runs for a very specific amount of time. Creating a sense of urgency
encourages customers to finalize their purchase quickly, which
translates into sales and less abandoned purchases.
Gift with Purchase: This is a great way to add in a small, new product
with a purchase of a higher ticket item or items. You can create
specific thresholds (example: Free gift with $150 purchase) to help
increase your average order value or offer a free gift to a certain
number of customers on a first come, first serve basis. 
Extra Rewards: If you have a loyalty or rewards program (more on that
on later on in this guide), you can offer extra rewards points for certain
purchases. This means you do not have to worry about cutting into your
margin AND you encourage customers to come back to shop with you in
the new year. 
Bundle: Pairing like or complementary products together can increase
the value to the customer, increase Average Order Value (AOV) and
help move inventory. This is also great during the holiday season so
people can buy multiple items as gifts or send someone a great gift
with multiple items. 
Percent or dollar amount off: This is one of the most recognized types
of promotion. These definitely work and can be really helpful at key
moments in the season. Be careful not to use these too often (it may
impact margin) or rely on them for “quick fixes” throughout the season. 

You can schedule your promotions ahead of time, but always be open to
being flexible with your plans. An item may be selling great without
needing a price cut, or traffic is high so you don’t need to offer anything
additional to incentivize customers to shop. 

Here are a few promotions you can consider throughout the holiday
season:
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PROMOTIONS



Frequency: Email frequency should increase during the holiday season.
Many companies are competing for customer dollars, so it is important
you are also at the top of the inbox! Each business is unique, so it will
be up to you to decide the frequency that is right for your business.
Whether it's emailing every day or increasing emails to 3x a week,
definitely consider increasing the frequency during this time. 

Content: Since you will be increasing the frequency of your emails, you
should provide a few different types of content to your customers. While
many emails should pertain to products and promotions, you can also
take this opportunity to connect with customers more. Think about
telling a story, sharing gift guides, holiday recipes or your favorite ways
to use some of the best selling products. 

Strong subject lines: Remember, you are competing with a lot of other
emails during this time! This is a great opportunity to showcase your
brand’s personality and create some flashy subjects readers can’t help
but click. 

Segmentation: Segmenting your customers will allow you to create
emails specific to a group of people who will respond best to your
content. This is a great way to highlight specific products/promotions
to increase email open rates which can translate into site 

Abandoned cart emails: Set up an email flow for people who have
abandoned their carts. This is a great way to remind them their perfect
holiday item is still in their cart waiting to be purchased! 

Email is one of the best strategies to market your business and connect
with customers. While it is important year round, holiday is a great time to
ramp up your email marketing efforts. Keep in mind, your email strategy
and plan should be focused on the whole holiday season, not just specific
moments - you want to connect with your audience from November to the
New Year! Here are a few things to keep in mind as you work on your
emails for the holiday season:
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EMAIL STRATEGY



Email list growth: Since there will be lots more people shopping and
searching for their new favorite equestrian brands, it's important to
collect email addresses from current and new customers. Be sure to
capture emails where you can, and consider some promotional
activities (like a giveaway) that will encourage new customers to sign
up to your email list. 

PG. 15AVENUEEQUESTRIAN.COM 

Tip: Put an emphasis  on bui lding your email  l i s t  in the months leading
up to the hol iday season (sept/oct/continue in nov) so you have a
bunch of people to talk to when you start  ramping up emails  

Devise strategies to col lect email  addresses as there is  increased
traff ic in the hol iday season (email  s ign ups ,  pop ups ,  incentives to
join email  l i s t)  early shopping access to people on the email  l i s t

Highl ight incentives to being on your email  l i s t .  Consider early
access and special  promotions that are exclus ive to people on the
mail ing l ist

EMAIL STRATEGY



Navigation: Making your navigation clear and easy to use helps your
customers find what they are looking for quickly. 

T ip:  Make your hol iday shop super easy to f ind by creating a
section in your Nav cal led “Hol iday Shop” ,  “Gift  Guide” or
“Gifts  under $20”

Update your Landing Page: Your website landing page should change
a few times during the holiday season. This makes the site feel fresh
when customers return. You can use this space to highlight new
products, market promotions, showcase how customers can use your
products and get customers in the holiday spirit. 

Highlight Promotions: You can use space on the landing page as well
as with a site banner to make promotions very clear. 

Make checkout very simple and clear: One of the biggest reasons
people abandon their carts are difficult checkouts. You will want to
ensure that the checkout on your site is as simple as possible: 

Your website is the portal to your business! Since there will be more eyes
on your website as customers are shopping for the holiday, you want to
make sure your site is in the best shape possible. An easy to use site is your
best friend. Having a clear and navigable site has a direct impact on
conversion rate. Here are a few tips to making your site as easy to use as
possible:
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WEBSITE UPDATES

Minimize Clicks
Reduce the checkout process to one page i f
possible
Al low guest checkout (removes the added steps or
creating an account or logging in) 
Offer several  payment options (Apple pay,  google
pay,  Paypal ,  Afterpay)



Make Searching Easy: Include a search bar if you do not already have
one. If you do, make sure it can be easily found on the homepage so
customers can quickly search for products. 

Catchy Product Pages: Update your product pages to highlight your
products, including clear images, descriptions and reviews. 

Tip: Highlight reviews on your product pages and homepages for
some of your top selling products! 

Use banners: Create a banner on the site that highlights shipping,
promotions, holiday shop, new products and more. Make sure these are
thoughtful as to not overwhelm the homepage 

Optimize for mobile: There will be many users shopping on the go from
their mobile devices
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WEBSITE UPDATES

Simple navigation
Optimize search
Create clear CTAs
Use lots of v isuals
Short headlines



Going into the holiday season, you will want to make sure you have a
social media strategy AND a plan. 

The strategy will help inform when and what you want to post. It will
include content topics, mapping out big launches or new products and
defining key days during the holiday season. Identifying these milestones
will help inform the kind of content you want to be creating. 

Your social media strategy should also consider growth tactics and ways
to engage your audience. This can show up as creating new content,
collaborating with other businesses on social media or hosting giveaways
to gain more audience members in a time where more eyes are on
equestrian businesses. 

Your social media strategy should also include your channels as well.
Which channels will you be focusing on and what will be the mix of content
across Instagram, Facebook, TikTok and more. 

You will want to make sure you are leveraging the channels that are most
relevant to your audience so you can speak to the followers you already
have and meet new followers with some overlapping interests.
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SOCIAL MEDIA STRATEGY

Video of your hol iday col lection
Styl ing session of your products
A close of up of your product with a catchy descript ion
Various ways to use your product (and include benefits !)

Bonus :  Instagram Reels are very effective at introducing new
audiences to your brand. I f  you do not already use Reels as part of
your social  media strategy,  you should consider this  for the hol iday
season.  Reels do not have to be complicated! Here are a few ideas
on s imple Reels:



SShipping is key during the holiday season. Being able to quickly deliver
products to your customers is essential to remaining competitive. There are
two critical pieces of shipping to consider for the holiday season: Shipping
Logistics and Shipping for the Customer. 

Shipping Logistics:

Shipping logistics covers everything you need to set up a great shipping
system for your products. Whether you are packing and shipping items from
your home by yourself or working with a shipping partner to send things on
time, you want to make sure the process is smooth and quick so customers
can have their holiday items for all of their holiday and gift giving events. 
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SHIPPING

How you are shipping your products
Who your shipping partner wi l l  be
How to ship on t ime
What your packaging looks l ike

Here’s  what to consider:

Once you feel like you have a handle on your internal shipping process,
you will want to make sure the customer can very easily understand the
shipping process and more importantly, timeline for receiving their
products. Here's what to do:

Provide Shipping Options 
Share Estimated Delivery Dates
Provide Clear Deadlines
Determine Pricing that works for you and
your customer
Selectively Offer Free Shipping
Provide Tracking Options + Information 



Gift cards are a very effective way to provide customers with an
additional option for gift giving.They are perfect for a shopper who may
be hesitant to complete a purchase for someone else if they do not know
size, color preference, etc. Gift cards can be offered throughout the
season, but are especially effective after the shipping window has closed
and you are unable to ship physical items anymore. 

Gift cards are usually very easy to set up and are digital, meaning they
are in the customers’ hands as soon as they purchase. 

If gift cards are a new offering, be sure to communicate this addition
across all channels including your site, email and social media.
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GIFT CARDS

Bonus:  As an incentive or as a way to boost sales/average order
value you can run a promotion for customers to earn a gift  card as a
thank you for their  purchase! For example - al l  orders over $200
receive a $10 gift  card automatical ly .  



Resources: Many equestrian businesses operate with a very lean team -
and sometimes with only one person! If you are a “solo-preneur” running
your business on your own, consider whether or not you may need some
support throughout the holiday season. This could look like outsourcing
some tasks just for the holiday season. You can find great part time
support on sites like Upwork or Fiverr. 

Customer service: Make sure that your customers are getting a great
experience across the board. More eyes on your site means more
people will have questions and, new customers especially, will want to
know more about your business and products. Make sure you are being
attentive to your customers (new and old) and are responsive to their
questions and issues through email, chat and website support. You can
be proactive about some of this by making it clear and easy how they
can get in touch with you and also setting up an FAQ page to direct
customers with easy to answer questions. 

Returns and Exchanges: Create a clear returns and exchanges policy
so customers can easily answer their questions about returns and
exchanges. Having a strong and clear policy here can help create
confidence for buyers, especially when they are purchasing gifts. 

Technology: Most technology providers handle technology performance
for you. Site providers like Shopify and Square have teams and
procedures set up to make sure your site can perform well even with
significant increases in traffic. It is unlikely that you will experience an
outage, but it is still important to know what to do in the event of a
technology outage. Many site and app providers have a status page
where you can check to see if there are any issues. You will also want to
make sure you have the contact information of any customer service or
account representatives available in the event you need to quickly get
in touch with them to resolve a technical issue. 

All of the information above is key to being prepared heading into the
holiday season, but here are a few other tips you should consider:
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A FEW OTHER TIPS



Next Steps



PG. 22AVENUEEQUESTRIAN.COM 

SEPTEMBER

Week 1: September 5-11
Enjoy Your Labor Day
Review Holiday Planning Guide
Write Down Your Biggest Questions
Outline 2023 Holiday Goals
Book Holiday Planning Package with Avenue Equestrian

Week 2: September 12 - 18
Complete review of Holiday '22, looking at key metrics
Set 2023 Holiday Goals
Create Holiday Assortment and Purchase Plan

Week 3: September 19 - 25
Create a list of operational products to complete
Brainstorm email list building strategies
Setup Analytics Tracker

Week 4: September 26 - October 2
Brainstorm Content, partnerships and collaboration
Plan October strategies
Complete operational projects
Conduct data + analytics review of September
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Let's  Work Together

Holiday Planning Deep Dive: 90 minutes to review your data,
individualize this holiday plan and come up with a way to tackle your
biggest challenges and review
Holiday Project Plan: Document each task in a system that let's you
track progress, communicate with me and stay accountable. 
4 Coaching Sessions: One hour meetings to review where you're at,
solve problems in real time, vent if you need to and get creative about
what's next
Unlimited Email Support: Email access to run quick questions, review
work products and more

Reviewing all of this can certainly feel overwhelming. 

There is a LOT to think about for a smooth and successful Holiday season.
Which is why I am sharing this now. 

Laying out everything in one place let's you decide what's set and where
you need some work BEFORE the chaos of the holiday season.

And even better? You don't have to do it all alone. 

As a way to help you navigate the holiday season and make decisions with
confidence, I've created the Holiday Strategy Package. This is designed to
give you the roadmap for a great holiday season with built-in support. This
way you KNOW you've got everything planned and can focus on executive,
supporting customers and enjoying your own holiday season. 

Here's how the Holiday Strategy Package sets you up for success:

Interested in learning more and to see if its a good fit? Send me an email
at hello@avenueequestrian.com!



THANK YOU
www.avenueequestr ian.com  |   HELLO@AVENUEEQUESTRIAN.COM |  @avenue_equestr ian 


