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sales soar nearly 15%
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The trend: Black Friday and the first few days of the Cyber Five drove an outsize share of

holiday sales despite retailers pulling holiday spending into early October and supersizing the

five-day stretch between Thanksgiving and Cyber Monday into the Cyber Dozen.

The numbers: US retail sales (excluding automotive) grew 3.4% YoY on Black Friday.

Ecommerce sales soared 14.6% YoY, while in-store sales increased just 0.7% YoY, per

Mastercard SpendingPulse.

https://content-na1.emarketer.com/cyber-five-2024-forecast
https://content-na1.emarketer.com/walmart-holiday-sale-launch-october-8-2024
https://content-na1.emarketer.com/early-black-friday-sales-shorter-holiday-season-cyber-dozen
https://www.mastercard.com/news/press/2023/november/mastercard-spendingpulse-u-s-black-friday-retail-sales-up-year-over-year/
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Those online sales results are roughly in line with the 10.2% YoY jump in Black Friday sales

reported by Adobe Analytics and the 7% YoY increase reported by Salesforce. All three
ecommerce growth figures outpaced our Black Friday ecommerce expectations of a 5.5%

YoY gain.

The biggest trends:

Our take: Better-than-expected results bode well for retailers as the holiday season rounds

the final bend.

The average discount rate was 28%, per Salesforce, and those deals drove bargain-hunting

shoppers to click the buy button. There were bargains to be had across several key

categories, including toys (down 27.8% compared with listed price), electronics (down 27.4%),

TVs (down 24.2%), and apparel (down 22.2%), per Adobe Analytics.

Lower-than-expected prices enticed many shoppers to open their wallets. Roughly 72% of

holiday shoppers, or 131.7 million consumers, planned to shop on Black Friday, per the

National Retail Federation.

The majority of online sales occurred on mobile devices. Mobile devices accounted for 80%

of US traffic to retailers’ sites and apps on Black Friday, and 73% of orders, up from 71% a

year earlier, per Salesforce. Between November 1 and November 29, mcommerce accounted

for 52.3% of online revenues, up from 51.1% a year ago, per Adobe. We expect mobile will

account for 52.7% of ecommerce sales over the final two months of the year.

Shoppers turned to alternative payment methods to stretch their budgets. Buy now, pay

later drove $686.3 million in online spend, up 8.8% YoY, per Adobe.

GenAI-powered chatbots drove shoppers to spend. Consumers’ use of genAI-powered

features grew 6% week over week on Black Friday as shoppers turned to the technology to

find products that suited their needs, per Adobe. That assistance delivered clear results:

Retailers with genAI integrated into their site and/or app saw a 9% higher conversion rate

than other retailers.

Ecommerce is more important than ever this holiday season. Our holiday forecast expects

online sales to grow 9.0% in the final two months of the year. That will push ecommerce’s

share of overall holiday sales to a record 19.7%—an 80-basis-point increase over last year

and a resounding. More notably, that share is 130 basis points higher than in 2020, when the

pandemic pushed many consumers to shop online.

https://business.adobe.com/resources/holiday-shopping-report.html
https://www.salesforce.com/retail/peak-holiday/?d=cta-body-promo-1018
https://forecasts-na1.emarketer.com/616de792200dbd09d85b192a/5e3c5c3e4bef81097437d9ea
https://forecasts-na1.emarketer.com/616de792200dbd09d85b192a/5b6d30c665df490dac74184b?utm_source=briefing&utm_medium=email&utm_campaign=20231127_re_
https://content-na1.emarketer.com/endless-aisle-overwhelms-consumers
https://e.insiderintelligence.com/click/33485386.7561/aHR0cHM6Ly9mb3JlY2FzdHMtbmExLmVtYXJrZXRlci5jb20vNjE2ZGU3OTIyMDBkYmQwOWQ4NWIxOTJhLzYxNmRlYWQ4MjAwZGJkMDlkODViMTkyZT91dG1fc291cmNlPWJyaWVmaW5nJnV0bV9tZWRpdW09ZW1haWwmdXRtX2NhbXBhaWduPTIwMjMxMTI3X3JlXw/61dc493fc8811c7bfd69044bBb2f6679b


Copyright © 2024, EMARKETER Inc. All rights reserved. Page 3

One notable trend is an uptick in spending on big-ticket items, which likely stems from some

shoppers deciding to splurge before President-elect Donald Trump’s tariffs raise prices.

Go further: Check out our US Holiday Shopping 2024 report.

https://content-na1.emarketer.com/trump-tariffs-mexico-canada-china-imports-consumer-impact
https://content-na1.emarketer.com/us-holiday-shopping-2024
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This article is part of EMARKETER’s client-only subscription Briefings—daily newsletters

authored by industry analysts who are experts in marketing, advertising, media, and tech

trends. To help you finish 2024 strong, and start 2025 off on the right foot, articles like this

one—delivering the latest news and insights—are completely free through January 31, 2025.

If you want to learn how to get insights like these delivered to your inbox every day, and get

access to our data-driven forecasts, reports, and industry benchmarks, schedule a demo with

our sales team.

https://www.emarketer.com/learn-more/#get-demo?utm_medium=direct&utm_source=website&utm_campaign=Q42024_Free_Briefings

