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THROUGHOUT THE 

HOLIDAY SEASON

Think like a shopper – optimize the 

omnichannel experience and consider:

• In-store pickup offerings.

• Ship-from-store programs.

• Inventory visibility and 

connectedness across channels.

Update website information and landing 

pages regularly for:

• Shipping dates, times, and last 

shipping date before Christmas.

• Product gift pages that highlight the 

shipping dates and deadlines.

• Product gift pages to reflect 

availability to ship in time for 

Christmas delivery.

• Product gift pages to reflect 

inventory available for local pick up 

once last shipping dates have passed.

MOBILE MARKETING

• Be consistent across devices. Offers on desktop, smartphone, and tablet should be 

identical and easy to find.

• Optimize your mobile site for an easy customer shopping experience. Mobile-

optimized sites can increase smartphone conversion rates by up to 160%1 - check 

out our tips for mobile site design.

• Create an easy checkout. Customers report that this is the top factor that would 

cause them to spend more holiday shopping dollars on mobile.

• Use Extensions.

• Help them call you. Call Extensions show your business phone number in your 

ad.

• Help them find/visit you. Location extensions show the address of your business 

location closest to the customer, including a local phone number. And, if the 

customer is viewing your ad on a smartphone, they can click that number to give 

you a call. 

• Help them see the right location. Location Targeting will help you show your ads 

to people in, searching for, or viewing pages about your targeted location. 

SEPTEMBER

 Set up your Shopping campaign now. 

 Implement Universal Event Tracking

(UET), step one for remarketing, 

which will be available in late fall.

 Download the Bing Ads app on iOS

or Android so you can get alerts, 

check performance and adjust 

campaign settings from wherever you 

are.

 Create holiday ad copy using our 

holiday ad copy analysis

 Import campaigns with one click from 

other search engines to reach more 

people with Bing Ads.

 Bid on your brand terms to prevent 

competitor’s from stealing your 

customers and to get more clicks for 

your own ads. 

 Address potential account problems 

such as editorial and budget issues.

 Create seasonal ad copy that 

resonates with shoppers, such as 

“Special holiday offers” and “Free 

holiday shipping.” Test ad copy and 

pause underperforming ads.

 Advertise early to capture the 19% of 

shoppers who begin holiday 

shopping in September or earlier.2

OCTOBER

 Help your customers get to you with 

Location Extensions, Call Extensions 

and Location Targeting for desktop 

and mobile.

 Study performance reports daily or 

weekly and pause underperforming 

ads. Move budget to higher-

performing ads.

 Check on how competitive your ads 

are with the Auction Insights tab. This 

will show where your ads are showing 

in comparison to your competition.

 Get familiar with the Automated 

Rules tab and set up notifications that 

will make the holidays more peaceful. 

NOVEMBER

 Holiday searches peak the week of 

Thanksgiving, so set budgets and bids 

to be strong during this time.

 Get more from mobile with higher 

bids to show in position #1 or #2.

 Highlight incentives and discounts in 

ad copy with phrases like “20% off 

holiday sale” and “free shipping.”

DECEMBER

 Update ad copy to create a sense of 

urgency, “Order now for delivery by 

Christmas” and “3 days left for free 

shipping.”

 Offer “Free gift wrapping” as an 

incentive for last-minute shoppers.

 Drive traffic to brick-and-mortar 

stores after last ship date.

 Keep campaigns fully funded through 

December to catch post-Christmas 

shoppers redeeming gift cards.

The holiday season can be overwhelming for digital marketers, with 
critical deadlines everywhere you turn. Bing Ads is bringing zen to 
your holiday with a planning checklist to boost your inner peace and 
your outer profits.
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BING ADS CHECKLIST FOR HOLIDAY CALM

http://advertise.bingads.microsoft.com/en-us/cl/16405/website-optimization-for-mobile
http://advertise.bingads.microsoft.com/en-us/blog/33581/how-to-set-up-a-bing-shopping-campaign
http://advertise.bingads.microsoft.com/en-us/universal-event-tracking
http://www.slideshare.net/bingads/tax-white-paper-final
http://advertise.bingads.microsoft.com/en-us/blog/28859/auction-insights-now-available-in-the-bing-ads-web-user-interface-us-only
http://advertise.bingads.microsoft.com/en-us/blog/33118/streamlining-campaign-management-with-automated-rules

