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An ‘Uplers’ Twist

To Existing Holiday Emails To Boost Conversion
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PREFACE

“Deck the halls with
Holy Mirth & Fa-la-la La-la-la-la ” 

Holidays is the time for family and dear ones. 
Buying gifts, decorating your house, throwing 
parties, waiting for the ball to drop, preparing 
dinners or waiting in lines for buying products at 
all-time low prices –Holidays, undeniably have 
always been the busiest times for most brands.
 
With holiday sales during November-December of 
2017 alone propelling to $691.9 billion, it will not be 
wrong to say that most marketers will be racking 
enough revenue during the holiday season 
compared to the rest of the year. 

This is the best time to begin your holiday email 
strategy, and this LookBook has been curated to 
help you conceptualize your holiday email designs. 
We bring to you how brands have been creating 
their holiday emails, while suggesting design and 
coding improvements to them from aesthetic and 
conversion point of view.



INTRODUCTION

The last quarter of the year i.e. September to December is the most 
tasking and opportune period for marketers all around the world. 
Referred to as the ‘Holiday Season’, it is the time when people do the 
most shopping online as well as offline.

In fact, some of our  fellow email marketers begin planning their holi-
day email campaign, as early as in July (you must have heard about 
Christmas in July campaigns) and some brands even start sending 
Halloween sales promotion emails in September. Let’s see how differ-
ent brands are sending their holiday emails.

Figure 1: As per Statista, e-commerce holiday sales in 2017 was $72.3 billion i.e. a whopping growth of 
14.6% compared to 2016
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Halloween is the holiday dedicated to remembering the dead, 
including saints (hallows), martyrs, and all the faithful departed. So, 
the overall theme revolves around horror and spookiness and the 
most common elements are Jack ‘o’ Lanterns made from pumpkins, 
trick or treating, and sweets of all type, shape, size, and color. Emails 
sent during this time incorporate these elements in their template 
design and predominantly use orange or green colors over black or a 
dark background.

HALLOWEEN
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Thanksgiving dinner with family and close ones is the first 
thought about Thanksgiving that come to most of your minds. 
Most emails sent during this time adopt the autumn feel in 
their designs with a general color scheme of brown, yellow, and 
orange. Elements wise, most email designers use Autumn 
leaves, Pumpkins and Turkey dinners in their emails. 

THANKSGIVING
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Coming on the Friday & Monday after Thanksgiving, Black Friday 
and Cyber Monday are the two holidays with highest individual sales 
compared to others. Black Friday emails mostly feature gold 
highlights over black backgrounds and Cyber Monday emails have a 
cyber or neon themes even if the brand doesn’t sell any cyber 
products.
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Figure 2 In 2017, Sales registered during Cyber Monday and Black Friday are $6.59 billion and $5.03 billion 
respectively.
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It’s the time to make snow angels and sip hot coco while opening 
presents. Email marketers bring the Christmas feel in their emails by 
adding a snow effect, Santa Clause, elves and snowmen gleefully 
playing in the snow, etc.

CHRISTMAS
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SUGGEST SOME DESIGN EDITS
FOR BETTER CONVERSION

Our experience of producing more than 60,000 email 
templates since 2013 have given us the conclusion that ‘every 

email we build for our clients is sent with the ROI in mind’. But 
do you know your email template can play a crucial role in 

your conversion process as much as you invest time in setting 
the campaign best practices in place? 

Uplers out of sheer love to create GREAT templates have taken 
the liberty to RECREATE some ‘not so awesome’ emails from 

awesome Brands and added our twist. Are you too looking for 
the twist in your emails? Write to us an email to 

hello@uplers.com

Till then enjoy the awesome ‘Uplers’ Twist’ to the Emails from

SONY   |   BED BATH AND BEYOND   |   JC PENNY   |  SPORTSMAN GUIDE   |   TRAVELOCITY
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SONY

We have changed the color scheme to match the design style from 
Sony’s website. Our expert team worked on modifying the 
extraordinarily lengthy email with stacks of products, and adopted a 
two-column layer with a giant hero image. The tips have been 
presented at one place for easy reading, and the call-to-action in the 
footer has been made prominent even when viewed quickly.
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BED BATH AND BEYOND

This email design by Bed, Bath & Beyond follows their brand guide-
lines. But on email design audit, we observed a few nuances that 
suggested improvements to make it more conversion-friendly. The 
first fold is vital for conveying the most important information and so 
we shifted both the discount codes to the first fold. 

Additionally, we added the promotion as a preview text and since 
there is a good chance that the images might be disabled by default, 
a “View as Browser” link.  Moreover, by segmenting the products into 
two-column layout in the later part of the email, the section can be 
stacked when viewed on mobile layout.
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J C PENNY

J C Penny’s email was a boiler pot of all their products with too many 
things being showcased in the email. Besides adding a preview text 
and link to view the email online, we segmented the products into 
different categories with clear banners and individual links for each 
product. Additionally, we included a search bar in the header, where 
the subscriber can input their search terms, and they will be easily 
redirected to the appropriate landing page.

Original Revamped
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SPORTMANS GUIDE

This email by Sportmans Guide had lot of things jumbled up in the 
first fold, which is likely to distract the subscribers as soon as they 
open the email. Instead of stating 24hr deals, we added a countdown 
clock and arranged the products into layers with ample white space 
to give a cleaner look to the overall email. Moreover, by arranging the 
footer elements, we
organized the information and social buttons for maximum visibility.
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TRAVELOCITY

Modern devices have larger screen width and so we created a full 
width email revamp for this email by Travelocity. We shifted the 
navigation menu to the second fold so that maximum attention goes 
to the animated GIF in the first fold. We followed the best practices of 
accessibility and used contrasting colors to highlight the CTA button 
and center-aligned the footer text for easy scanning.
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Revamped
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WRAPPING UP

Presumably, you too might have 
begun preparing your email 
templates for holiday season and 
we hope this LookBook helped 
you gain some inspiration as well 
as understand how the placement 
or even the colors of your email 
elements can influence your 
conversion rate.

For any requirement regarding 
email template design & coding or 
Email Campaign management 
services, shoot us an email to 
hello@uplers.com We are there to 
support you 24*5 & can deliver 
hand-coded, Litmus-tested email 
templates as fast as in 8 hours TAT.

Disclaimer: © 2018 Uplers. All rights reserved. No part of this publication may be reproduced, copied or transmitted in any form or by any 
means, or stored in a retrieval system of any nature, without the prior permission of Uplers. The tips & predictions are opinions of the 
respective industry experts. Although the greatest care has been taken in the preparation and compilation of this Ebook, readers of this 
publication are advised to seek their own professional advice before taking any course of action or decision, for which they are entirely 
responsible, based on the contents of this publication. ©
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About Uplers

Uplers are experts at designing and coding beautiful Emails, Newsletters and

Landing pages with responsive layout Catering to 3500+ clients worldwide, having 

coded 60,000+ templates till date; offering 24/5 support, fastest-in-the-industry TAT 

of 8 hours & 100% money back guarantee to name a few. Uplers work with Direct 

Brands, ESPs and Agencies. Our clientele include Disney, National

Geographic, 21st Century Fox, Ogilvy, Oracle, and more.

Our Packages
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Email & Newsletters Landing Pages

Only coding
(Design to HTML)

Starts @

$49 USD 

Email Marketing

Campaign
Management

(Monthly)

Starts @

$249 USD
 

Fresh Design
and Coding

Starts @

$149 USD

Only coding
(Design to HTML)

Starts @

$149 USD 

Fresh Design
and Coding

Starts @

$249 USD 



US : +1 213 674 6665

UK: +44 20 3286 7410

AUS: +61 8 7200 6665

Web: email.uplers.com

Email: hello@uplers.com


