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A year like no other 

Covid-19 has clearly had a big impact on retail across the 
world. Footfall has plummeted, consumer confidence has 
dropped, and only retailers that have an ecommerce aspect to 
their business have been able to mitigate at least some of the 
damage.

So what are brands to do when it comes to one of the biggest 
retail days of the year on Black Friday? Black Friday has 
traditionally been an excellent time of year for retailers to shift 
significant amounts of stock and drive revenue. Last year, 
Black Friday shoppers spent $7.4 billion online — a $1.2 billion 
increase over the previous year. And 61% of all online retail 
transactions last year were from smartphones (a 16% increase 
over 2018).

But with Covid-19 all around us, and consumers nervous about 
setting foot in shops, this year’s big day on November 27 is 
likely be very different to what we’re used to.

This guide will help retailers prepare for Black Friday, providing 
insights from Emarsys research into how customers in the US, 
the UK and Australia are likely to behave on Black Friday, along 
with advice on how to get the most out of ecommerce to drive 
revenue and foster long-term loyalty.

https://emarsys.com/
https://techcrunch.com/2019/11/30/black-friday-sees-record-7-4b-in-online-sales-2-9b-spent-using-smartphones/
https://techcrunch.com/2019/11/30/black-friday-sees-record-7-4b-in-online-sales-2-9b-spent-using-smartphones/
https://www.mobilepaymentstoday.com/articles/black-friday-sets-online-mobile-shopping-records/
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A change in expectations? 

92% 

Our research uncovers the current consumer mindset when 
it comes to shopping, and what their plans are for the Black 
Friday weekend.

What we’ve found is promising. Consumers still want to take 
advantage of the sales, so there is a clear opportunity for 
brands. However, customer priorities — and the way in which 
they’ll shop — are likely to be very different this year. Despite the 
added pressure on retailers to ensure their stores are safe and 
their experiences are ‘Covid ready’, the overwhelming majority 
of shoppers have not lowered their expectations for brands. As 
such, it’s more important than ever that retailers plan ahead and 
provide the very best Black Friday shopping experiences.

of shoppers haven’t 
lowered their expectations 

from brands

21% 
of shoppers care more about 
customer service since the 

Covid-19 pandemic

37% 
say they’re more likely to 
seek out deals this year 
than in previous years

22% 
say they’ve been saving 

money in advance to get the 
best deals this Black Friday

https://emarsys.com/
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How much will consumers spend this Black Friday
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What will shoppers buy 

What are shoppers planning to buy in the Black Friday sales?

0% 10% 20% 30%

Clothing

Electronics

Toys

Beauty products

Household appliances

Household furniture

DIY tools

Garden furniture

40% 50%

this Black Friday?

While there’s been a change in mindset from consumers, how 
has that affected what are they actually planning to buy?

According to consumers themselves, it’s good news for 
clothing, electronics and toy brands, with many shoppers 
already planning to splash out on these items in advance of 
Christmas. Far less popular this year will be garden furniture, 
DIY tool and household item, with many consumers having 
already purchased these during lockdown.

https://emarsys.com/
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What does Covid-19 mean 

for in-store sales?

There’s no denying it — persuading customers to shop in store 
on Black Friday is going to be a challenge. Our research shows 
that consumers are nervous about shopping in store — despite 
the safety measures retailers have already put in place — and 
that they’d prefer to shop online instead.

Brands find themselves in a tricky position here because most 
tend to make more profit from in-store sales than online. So 
what can brands do to persuade customers to shop in store?

One answer is to offer greater discounts in store than you do 
online, and combine those discounts with a click-and-collect 
service, so customers can minimise the amount of time they 
spend in store, while also being able to pick up their product the 
day they purchase it.

Online

In store

Both

Not at all
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Where will consumers be doing their shopping this Black Friday? 
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USA

UK

AUS
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61% of US shoppers 
say no amount of safety 
measures will encourage 
them back to stores

19% of US shoppers say 
that better discounts in-
stores could encourage 
them back

84% of US shoppers say 
mandatory masks would 
not encourage them back 
to stores

20% of UK shoppers  
say they are avoiding 
Black Friday this year 
because of Covid-19

7% of French shoppers 
say limiting the number of 

shoppers in store would 
encourage them back

9% of German shoppers 
say safe social distancing 

would encourage  
them back

https://emarsys.com/
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The importance of a strong digital 

What would encourage consumers to shop online this Black Friday?
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Having to pay for returns

Poor customer service

Inaccurate product images

Difficult/lengthy returns process

Spam communication

40% 50%

What puts customers off shopping online on Black Friday?

0% 10% 20% 30%

Fast delivery 

Free delivery

Larger online discounts

40%

experience this Black Friday

Given this year’s Black Friday is set to be predominantly digital, 
the overall digital experience for consumers has never been 
more important. Research time and time again has shown that 
a great digital experience leads to greater customer loyalty and 
subsequent profitability, while seemingly small niggles within 
the digital experience can be enough to put consumers off.

https://emarsys.com/
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20% of UK shoppers 
say they are more 

loyal to retailers 
that provide a good 

experience

28% of Australian 
shoppers say they 

are more loyal to 
retailers that provide 

a good experience

In 2019, Emarsys 
customers saw a 23% 
uplift in digital revenue, 
compared to previous 
Black Fridays

In 2019, Emarsys 
customers saw a 17% 
uplift in online orders, 
compared to previous 
Black Fridays

0% 10% 20% 30%

https://emarsys.com/


www.emarsys.com/blackfriday

  10

Black Friday 2020

An omnichannel approach

30% of shoppers miss being  
able to try on items

30% miss being able to touch their 
products before buying

25% miss the experience of  
being in a physical store

11% want more interactivity in the 
online shopping experience

13% would like to try new technologies 
such as AR changing rooms

0% 10% 20% 30%

While the majority of sale searchers will turn to online shopping 
this year, our research does suggest that the in-store experience 
that many brands have worked hard to develop over the years is 
still being missed by shoppers. There are many aspects of in-
store shopping that brands simply cannot replicate online, and 
once the world starts to get back to normality after Covid-19, 
brands can expect footfall to increase once more.

By taking an omnichannel approach to their marketing, retailers 
can learn from Covid-19 and develop both in-store and digital 
experiences that combine the best of both worlds. This may 
include simple crossover technologies such as click and 
collect,or could even expand to newer innovations such as the 
use of AR changing rooms online and in store.

https://emarsys.com/
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Post event: What consumers 

38% 

want after Black Friday

As a retail brand it can be easy to get caught up in planning your 
Black Friday experience without remembering to think about 
what comes next. When consumers buy from you on Black 
Friday, they don’t want that to necessarily be the end of their 
relationship with you.

As much as brands want customer loyalty, consumers 
themselves also want to be loyal — and since Covid-19, more 
than a third of have asked to see greater rewards for their 
repeat purchases. A fifth say that they would also appreciate 
receiving future offers and promotions that are more 
personalised to their preferences.

Rather than seeing Black Friday as a ‘flash sale’, retailers must 
view it as an opportunity to gain new customers and then 
keep those customers into the long term. A temporary spike in 
sales is great, but if you can keep your Black Friday customers 
coming back, then there’s real profit to be made.

of shoppers would like 
greater loyalty benefits 

in future

20% 
would like more customisation 

of offers, promotions and 
marketing to their preferences

https://emarsys.com/
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How can brands prepare 

for Black Friday 2020

While we would obviously all want Black Friday to be 
as big a deal in store on November 27, the truth is that 
most of your Black Friday sales will happen online. So 
how exactly can you prepare for this ‘digital-first’ Black 
Friday and make sure you make the most of it?

Here’s are five steps to get started:

1. Centralise your customer data 
Black Friday is a great opportunity to collect customer 
data, but that data is no good to you if it lives in siloes. If 
you have preference data in one silo and demographic 
data in another, it’s incredibly hard to build an overall 
picture of a consumer’s needs and wants. Centralizing 
your data on the other hand into a single bucket makes 
analysing the data and drawing insights from it far more 
easily.

2. Segment by behaviours and preferences 
If you’ve centralized your customer data, you can then 
use artificial intelligence to segment customers in all 
sorts of useful ways, for example by loyalty, product 
preference, highest website visitors and more. You can 
then tailor your communications with those particular 

https://emarsys.com/
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4
3

segments to give those customers the experience that 
they’re actually looking for. Even during Black Friday 
itself, where you may have something for everyone, 
you’ll do better targeting, instead of showing the same 
ad to everyone. Nike did a great job of this by showing 
a hyper-targeted banner ad that focuses on a relevant 
product offering that is part of its broader Black Friday 
event.

3. Determine the right channels 
It’s no good blasting out your carefully created 
campaigns on channels that your customers don’t 
use. Focus on the ones that matter, whether it’s 
email, SMS, social media or more, to give your 
communications and overall message the best 
chance of landing with customers.

4. Automate your communications 
Time is always stretched when it comes to marketing 
and communications. Therefore, the ideal scenario 
is to give you as much time as possible to focus on 
the creative aspect of your campaign, and not the 
technical delivery of it. Automation can help here. 
Once you’ve segmented your customers in various 
ways, you can automate digital campaigns to go out 
to those segments, helping to drive additional revenue 
and foster loyalty.

https://emarsys.com/
https://emarsys.com/why-emarsys/success-stories/nike-hk/
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5. Build loyalty with data 
This is where a predominantly digital Black Friday will 
be more beneficial than a predominantly physical one. 
Ecommerce gives you the chance to collect valuable 
customer data, which you wouldn’t get with in-store 
sales. You can then use that data to subsequently 
retarget customers on Cyber Monday and Christmas 
with personalized offers — turning them into loyal and 
profitable customers. After all, it’s five times easier to 
retain a customer than try and acquire a new one.

These approaches will help you make the most of 
Black Friday, but they’ll also set you up to make profit 
as well as revenue. The beauty with a digital-first Black 
Friday is that you can try some powerful incentives 
that drive online sales, without relying on the insane 
level of discounting that is customary on Black Friday.

Non-discount incentives are most effective when 
they’re led by a customer loyalty program or some 
other members-only/VIP program. For instance, 
LEGO’s VIP program gives members early access 
to Black Friday shopping before the general public. 
Instead of discounts, members receive double points, 
exclusive gifts, and free delivery for purchases made 
during the event.

https://emarsys.com/
https://emarsys.com/learn/blog/best-retail-customer-loyalty-programs/
https://emarsys.com/learn/blog/best-retail-customer-loyalty-programs/
https://emarsys.com/learn/blog/best-retail-customer-loyalty-programs/
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To find out more about 
how to prepare, visit:

The countdown has started

As with most major revenue-driving opportunities, the 
preparation needs to start well in advance. Black Friday is no 
different. By preparing a few months in advance, you can give 
yourself enough time to implement the right technology, test it 
and iron out any kinks ahead of the big day.

That’s why we’ve started the official countdown clock on 
Black Friday, helping you keep track of where you’re up to 
and providing a whole host of free Black Friday resources for 
retailers and brands.

www.emarsys.com/blackfriday/

https://emarsys.com/
https://emarsys.com/blackfriday/
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