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Not every item can be popular and in demand all year round. You wouldn’t 

exactly want to wear a bikini in the dead of winter in the UK, would you? But you 

might want to start shopping for one in winter to get ready for spring and 

summer holidays. In fact, Google searches for the term “bikini” start picking up 

in January, even though they peak in June or July. If you sell swimwear, this kind 

of information is crucial to your online marketing strategy. 


 Understanding what time of year consumers are most interested in your 

product can help you develop a marketing strategy that maximises the trends. 

With this understanding and a little bit of data, you can better build and target 

your ad campaigns to increase sales and make your high season successful. 

With that being said, let’s begin with some necessary prep before you start 

getting into ads.

0
2

15

How to prepare your 
business for High Season



Prep for High Season

In your preparation for High Season, there are a few tools you can keep in your 

arsenal to help you make the most out of peak seasons:

01 Google Trends

To start preparation for the high season, you need to know when that season begins 

and ends for you. You can do that using Google Trends, a nifty tool that allows you to 

see the popularity of a search term on google. For example, if you search the term 

“moisturiser” in the UK, you will find the general search trend for the word is 

increasing, but that searches for this term usually peak in April. So if you mainly sell 

skincare, the few months leading up to April would be a good time to market your 

products. 


You’ll also want to focus on keywords that relate to your product or service. Google 

Trends offers a ‘related queries’ section that displays other terms searched that are 

similar to the original term you put in. From this you can garner an idea of what
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people are searching for related to your product and hone in on a niche that 

otherwise you may have overlooked. For example, there are quite a few queries 

for ‘moisturiser’ involving tanning moisturisers in the UK. If you sell skincare, it 

might be worth including the word ‘tan’ or ‘tanning’ on your product page, or in 

the product name. 

02 Google Analytics
Besides looking into general search trends, you’ll also want to look at historical data 

from your own site using Google Analytics. If you have data from Google Analytics, 

you can use it to find and target a specific audience, discover what time of year 

more people view your site (or buy from it), which products are popular, and when. 

This historical data is more personal to your business and less about general trends, 

so it’s essential to utilise this tool.
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03 Popular products

Using data from your site, you can easily tell which of your products sell better, and 

when. If you know you sell more moisturizer from January to April, you can ready your 

stock for that period. You can also tell prepare the stock for items that sell better. 

Maybe that tanning moisturizer sells better in the winter, but towards the summer 

people start buying moisturizer with SPF in it. All of this information will come from your 

data and can tell you which products you should prepare and when. 

04 Think about your audience

Segmenting your audience can be crucial to increasing sales. If we continue with our 

skincare example, women are, by and large, the audience you sell to. But within the 

demographic of ‘women’, it’s necessary to think about subgroups, and what they look 

for. Women aged 18-29 might be interested in a tanning moisturiser, but women aged 

50+ might be looking for a heavier moisturiser to combat the effects of aging. 

Knowing what each segment of your audience is interested in will help you create 

targeted ads that increase sales.
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It’s also helpful to round up some reviews of your most popular products to use in 

your marketing activities. People love seeing positive reviews, so knowing that 

people have already bought and loved your product will help increase the 

number of leads and conversions you get. 


You can also use certain negative reviews in a positive way, such as comments 

about service or reviews about the efficiency of your site. Take the opportunity to 

improve the website experience and win back your customers with excellent 

customer service and quick response times. Reviews are your friend!


05 Keep your customers returning

90%

Clearly gaining new customers is important, but one demographic you never want to 

forget is past and current customers. A lot of information can be gleaned from looking 

at those who currently buy from you and those who have in the past. You can use this 

data to create a lookalike audience, and then target that audience through ads.


But don’t overlook customer retention. The best revenue is predictable revenue, 

meaning recurring.  of customers are likely to purchase more than once, so
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getting your customers to keep coming back and purchasing from you is a good 

strategy to keep sales up.


Understanding your current audience will help you remarket to past and current 

customers to keep that customer retention rate up. Skincare is one industry where 

customer retention is made easy because products run out and need to be 

repurchased every few weeks or months. 


But even if your product is one where it doesn’t need to be purchased often, like a 

microwave, you can still keep customers returning to buy other appliances from 

you, or use your past and current customers to market that microwave to a 

similar demographic.

06 Prepare your landing pages

In preparation for the high season, you should make sure that your landing page is in 

order. This means ensuring that it is optimised for mobile devices, and has the 

shortest flow for purchase, or call-to-action depending on your business. 
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You don’t want the page to be too cluttered and whatever forms you employ, you 

want them to be short and concise.

07 Update your FAQs

Customers constantly have questions, many of them identical or at least similar in 

nature. Most questions are related to your business in some way, which is why they’ll 

visit your FAQs. So keep them updated with information regarding current policies like 

store hours if you have a brick-and-mortar location, delivery information, return and 

exchange policies, etc. 

08 Prepare your analytics

Be sure that you’ve properly set up your analytics: You’ll need to take a look at your 

analytics to create audiences. Target audiences can change depending on the 

product you’re marketing as well as the time of year. You’ll also want reports on how 

your campaign is doing. Audience reports are crucial as they can tell you how people 

are responding to your remarketing campaigns. 
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Setting up your ads:

Once you’ve ticked every box we mentioned above, it’s time to start working on 

your ad campaigns to achieve the goals you set. We’re going to focus on Google 

and Facebook ads, as much can be achieved through these two mediums.

01 Google Ads

Google ads are a great tool to capture audiences and encourage them to buy from 

your business. But you must make sure you are utilising them properly, so that you 

maximise your marketing budget and get the results you want. In order to do this, 

there are a number of things to pay attention to:

Work on your ads. Your ad content needs to be exactly correct to ensure they 

appear at the top of the search engine. Make sure your text is of a high quality and 

relevant, that your keywords match relevant search queries and your offers are 

enough to get people to click. 
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Target properly. If you’re aiming to get more people to buy shoes from your site, you want 

to make sure the audience you target is actually interested in shoes, right? Otherwise your 

ad campaign won’t return the results you originally intended. 

Try Google Display Ads. These ads are great for remarketing and being shown to those 

who have interests similar to your business. They provide a new medium and can catch 

potential customers earlier in the buying cycle than just a regular search ad. 

Make sure you’re optimised for mobile. This means upgrading to expanded texts to provide 

more space for your ad text, using the correct extensions that show relevant information 

like phone number or address, writing effective ads, and making sure your mobile landing 

page matches the ad. Nothing can be more frustrating to customers when they click on 

your ad for one thing, and the page loads to something irrelevant. You’ll lose a lot of 

conversions that way. Also, while on the subject of clicking on links, you want to make sure 

that your page loads quickly. Google offers Google AMP, a website publishing technology 

that allows you to create web pages that load almost instantly on mobile phones. Using 

this function will help keep people on your web page instead of clicking off because it’s not 

loading fast enough.
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Set up remarketing. People enter your site, but don’t buy. Should you just forget about 

them? No! This is where remarketing comes into play. Set up ads to remarket to those who 

have already shown interest in your business to pull them back in. 

Use Google Merchant Centre. If you’re in the business of ecommerce, Google Merchant 

Centre is a great way to get your store and product info to customers. When people use 

Google Shopping, your ad could potentially be shown to them, so it’s a great way to 

increase brand awareness and get your product info to potential customers.

Set up a Facebook Pixel. This is a piece of code that goes on your website to track 

conversions from Facebook, track audiences, and helps you optimize Facebook ads.

01 Google Ads

Besides Google Ads, you’ll want to utilise Facebook ads and all the tools Facebook 

has for businesses. Facebook has a plethora of tools at your disposal, so let’s 

examine some: 
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Discover more about your audience through Facebook Audience Insights. Using this 

function allows you to learn the demographics, interests, location, purchasing activity, (and 

more) of your audience.

Choose the correct campaign goal. If you don’t have a website, you’ll want to focus on lead 

ads. If your goal is to simply get more traffic to your site, you’ll want to choose traffic. But if 

your goal is to get more people to buy moisturisers, conversions is what you’re looking for. 

Set up budgets. You’ll need to decide the best budget and bidding strategy that meets 

your needs. Consider changing the budget throughout the year to reflect the ebb and flow 

of your sales. Leading up to and during high season you’ll want a bigger budget, and a 

lower one during lower periods. 

Set up targeting. All of your data collection won’t be for naught here, because you’ll use all 

of your analytics and you can even upload your customer lists to Facebook so you can 

properly target your ads. You’re paying for these ads, and it can get expensive. Setting the 

correct audience to target will ensure your ads don’t go to waste, and that you get the 

desired results.
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Work on your creatives. You want to create captivating images or videos and make sure the copy 

that accompanies it is compelling. You need to move people to act with little available, so you need 

to make sure everything is in tip-top shape in order to generate the results you’re seeking. 

The first is to use your data. Whatever historical data you collect is useful in building lookalike audiences, 

target audiences, product information - you name it. Second, set up some campaigns prior to the High 

Season as a test run, and to collect data. If you run a small campaign for your moisturiser before the high 

season actually hits, you’ll be able to see a much clearer picture of how and to whom you want to market, 

once it starts reaching peak season. Third, work on your budgets. Most products have a natural cycle, when 

more people buy them, so you’ll want to set your budget up so that more is used during the High Season 

when revenue will cover it, and less is used when revenues are lower. Fourth, use analytics to make sure 

your campaign is unfolding as planned and giving you the expected results. And fifth, master your 

creatives and promos. You’re spending money on these ad campaigns, so the best way to make sure that 

money is well spent is to create quality creatives and promos that move people to click on your ad. 

As you can see, there is a lot of prep for the High Season, so we want to include a few 

takeaways from this article. 
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Financial stats and analytics

Hassle-free account setup

Unlimited invoicing on the go

No hidden fees

Stress-free 
business banking



Stress-free 
business banking

With Amaiz business banking you can prepare for Self 

Assessment nice and early and here’s why:

We categorise the expenses as you go –  you can 

estimate how much you can write off 

You can issue invoices right from the app and keep 

detailed records of your sales

You can link your transaction feed to an accounting 

system or import a CSV with your transaction history

When in doubt, you can ask our accounting experts

Open account

https://amaiz.com/open-account

