Wh The holiday season may still feel far off, but peak
retail performance is built months before seasonal hires

[ ]
h°l|da¥ ever step onto the floor.
retall For retailers, brands, and suppliers, early planning often
strategies centers on staffing, promotions, inventory, store traffic,
succeed and campaign timing. Those pieces matter.
® They also leave out one of the biggest variables in seasonal
or fall at performance: whether the people closest to the customer
the frcntline are ready to influence purchase decisions in real time.

Why early holiday readiness matters
Holiday readiness starts well before Q4 because frontline
execution takes time to build.
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Industry data shows 30-40% of annual retail revenue is generated

during the holiday quarter.! With so much revenue concentrated in a
short window, small execution gaps become harder to absorb: unclear
product guidance, inconsistent promotional messaging, or associates
who are asked to perform before they feel prepared.

Seasonal associates are often onboarded quickly and expected to
contribute almost immediately. They need product knowledge,
promotional fluency, brand confidence, and enough context to help

readinI:s;e;?cI:grams shoppers make decisions while the store keeps moving around them.
we've supported, In retail readiness programs we've supported, 90% of users report
90% improved confidence on the job.? That matters because
otusers repdort speed-to-competency depends on more than completing training.
;c':r‘\?irc?gr?ce Associate; heed to feel ready to use what they learned when the
on the job. customer is in front of them.

Tenured associates face their own version of peak-season pressure.
They may know the floor, the systems, and the customer experience, but
holiday traffic creates more opportunities for execution to slip. The stronger
the preparation, the less each shift depends on memory, improvisation,

or guesswork.

Where holiday retail strategies break down
Holiday retail strategies often break down between corporate planning and
store-level execution.

may be well planned. The seasonal message may be strong. But none
of that guarantees associates know what to recommend, how to
explain the offer, or which shopper actions matter most.

WMy,

Tof3 biworldwide.com ‘/

The strategy may be clear at the retailer, brand, or supplier level. The promotion
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Why

hOIiday When preparation starts too late, the breakdown rarely looks dramatic
ret.a“ at first. It shows up in small moments of friction:
Strategles ® An associate is unsure which product to recommend.
succ.eed ® A promotion is explained differently from one store to the next.
or fal.l at ® A brand message loses clarity between planning and execution.
the frontline ® A shopper leaves without enrolling, upgrading, adding on, or buying.

Those moments may look minor in isolation. But across hundreds or
thousands of stores, they become expensive.

Loyalty enrollment is a useful example. It often depends on whether
associates understand the value, remmember to bring it up, and feel
comfortable making the ask. In programs using this approach, engaged
users have driven 22x more brand loyalty enrollments, showing how
frontline readiness can influence more than the immediate transaction.?

How seasonal associates build confidence faster

Seasonal Seasonal associates build confidence faster when readiness focuses on the
associates build behaviors and messages they will use most often on the floor.
confidence faster _ . .
when readiness That means preparation has to be practical. Associates need to know

focuses on behaviors = \\hat matters this season, which products or offers deserve attention,

wﬁ Egs;agsisoweeg and how to translate that information into a useful shopper conversation.

on the floor. The strongest seasonal readiness strategies answer a few questions early:
® \Which behaviors should associates prioritize this season?

e \What do they need to know before traffic peaks?

® \Where does messaging need to stay consistent across stores,
partners, and brands?

® How will engagement hold up once the floor gets crowded?
® \What will show whether readiness is turning into action?

The last question deserves more attention.

A seasonal readiness plan can look strong on paper and still fall apartin
the final interaction between associate and shopper. Completion rates may
show that training happened. Commmunication metrics may show that
messages were sent. But those measures do not always reveal whether
associates feel confident enough to act on what they learned.

Why the final shopper interaction matters
Many holiday sales opportunities are won or lost in the final interaction
between associate and shopper.
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Why
[ ]
hOIlday That is where recommendations, promotional explanations, loyalty
ret.all conversations, and add-on opportunities become real. A shopper may
strategles enter the store because of a campaign, a promotion, or a planned
succeed purchase. What happens next often depends on the associate’s ability
or fail at to connect the strategy to the shopper’'s need in the moment.
[ ]
the frontline In programs using this approach, engaged users have sold 90% more
units than non-engaged users.? The point is not only that engagement

matters. It is that associate readiness can shape the decisions
In programs shoppers make at the point of sale.
using this approach,

Peak-season preparation has to get closer to the floor. Associates need
engaged users have

sold 90% US?fU| knowledge before they are overwhelmed. Key behaviors need
more units reinforcement, not a one-time announcement. Engagement has to
than non-engaged fit into the flow of work instead of becoming another task competing
users. for attention.

Done well, readiness shows up in the quality of the shopper interaction.
Associates are better prepared to recommend the right product, explain
the offer clearly, and connect the shopper to the next best action.

Over time, those moments shape whether seasonal strategy becomes
store-level execution or stays trapped in the planning deck.

Retail Connect was built around this idea:
the moments that shape purchase behavior often happen closest
to the shopper, long after the seasonal strategy has been set.

The holiday season will come quickly.
Organizations that prepare the frontline now will be in a
stronger position when the stakes are highest.

Visit our blog to read or share this article.
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