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Black Friday 2023 saw
record shopper numbers
in a value-centric market.
However longer-term
retailers need to focus on
addressing shoppers
eco-anxiety and
discounting fatigue.
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This report looks at the following areas:

• Market size and analysis of Black Friday
spending in 2023
• Overall Black Friday engagement and products
purchased during promotions in 2023
• How products were purchased during Black
Friday 2023
• Retailers shopped with during Black Friday
2023
• Impact of the cost-of-living crisis on Black
Friday 2023 behaviours
• Attitudes towards overconsumption, eco-
friendly Black Friday initiatives and trust in promotions
• Black Friday 2023 competitive strategies

Overview

The cost-of-living crisis gave a significant boost to Black Friday 2023, with 52% of Black
Friday shoppers saying financial concerns meant they relied on promotions more than usual.
Lower-income households are naturally drawn to Black Friday as a way to maximise on
necessary spending, but in 2023 it was a greater number of higher-income households buying
into the event which drove shopper numbers. However rather than impulse demand, much of
this was planned spending delayed until the promotional period.

In the medium-term the main challenge for Black Friday is challenging continued negative
perceptions of the overconsumption created by the event as well as consumer distrust in the
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validity of promotions available. Continued future engagement will depend on retailers
fostering trust in discounts, by delivering on price promises and ensuring they stand out from
competition by taking a stand on environmental issues.

Black Friday promotions can be an entry point to a brand, and creating longer-term
patronage in this way is an opportunity for brands. Retailers should also view promotional
activity as a way to drive greater engagement in schemes, such as reward schemes, and
initiatives, such as recycling schemes or on-going product support schemes, to ensure
discounts have a longer-term benefit for the brand.
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Report Content

Key issues covered in this Report

• Overview

EXECUTIVE SUMMARY

Opportunities for Black Friday

• The outlook for Black Friday 2024

• Shake up Black Friday promotions and focus on building brand loyalty

• Foster a sense of discovery for new brands

• Cut through the noise by taking a stand on concerns around the event

Market dynamics and outlook

• Black Friday spending grows 7.6% in 2023

• Cost saving behaviours come to the fore driving Black Friday demand

- Graph 1: "Are you expecting to do any of the following as a result of rising prices? Please select all that apply.", 2023

• Bigger than expected Black Friday boosts November retail sales

- Graph 2: year-on-year percentage change in all retail sales, excluding VAT, non-seasonally adjusted value and volume,

Oct-Dec 2023

What consumers want and why

• Black Friday engagement hits record highs in 2023

- Graph 3: Black Friday purchasing, 2021-23

• In-store Black Friday shopping grows in 2023

- Graph 4: Black Friday purchasing by channel, 2021-23

• Fashion the most popular category during Black Friday

- Graph 5: Black Friday purchasing, 2022-23

• Online-only retailers the most popular to shop with for Black Friday 2023

- Graph 6: type of retailer shopped with during Black Friday, 2021-23

• Black Friday’s distorting power stronger than ever

• Black Friday lowers cost barriers for shoppers

• Black Friday needs to create more excitement to revitalise the event

• Black Friday triggers eco-concerns amongst shoppers

- Graph 7: eco-friendly Black Friday shopping behaviours, 2023

Retailer activity

• ASOS launches Black Friday pop up in London's West End
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• Boots provides top tips for Black Friday shoppers

• Retailers remind consumers to shop mindfully

MARKET DYNAMICS

Market size

• Black Friday spending grows 7.6% in 2023

- Graph 8: estimated market size for Black Friday, 2019-23

• Black Friday market drivers

• A bigger Black Friday boosts sales in November

- Graph 9: year-on-year percentage change in all retail sales, excluding VAT, non-seasonally adjusted value and volume,

Oct-Dec, 2021-2023

• November takes highest share of Q4 spending in five years

- Graph 10: retail sales (ex. fuel) in October-December as a percentage of total retail sales in the final quarter, 2019-23

• Black Friday benefits from boost in online retail sales

- Graph 11: percentage change year-on-year in total online retail sales, excluding VAT, 2021-23

• Multi-channel players continue strong performance into Q4

- Graph 12: share of online sales, by type of retail operation, 2020-23

Macro-economic factors

• Inflation is still the key factor affecting consumers' finances…

- Graph 13: CPI inflation rate, 2021-23

• Cost saving behaviours come to the fore

- Graph 14: "Are you expecting to do any of the following as a result of rising prices? Please select all that apply.", 2023

• Consumer sentiment: the recovery is continuing…

- Graph 15: the financial wellbeing index, 2016-23

• …and people feel more confident about their financial prospects

- Graph 16: the financial confidence index, 2016-23

• Black Friday 2024 expected to benefit from increased consumer confidence

• Christmas shoppers wait for discounts to buy gifts

- Graph 17: when Christmas gift buying started, 2020-23

WHAT CONSUMERS WANT AND WHY

Black Friday 2023 participation

• Black Friday engagement grows in 2023

- Graph 18: Black Friday purchasing, 2021-23

• Shoppers preference for store-based shopping grows for Black Friday 2023

- Graph 19: Black Friday purchasing by channel, 2021-23
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• Engagement from 16-34s grows year-on-year

- Graph 20: Black Friday participation, by age, 2023

- Graph 21: Black Friday participation, by age, 2022

• To ensure continued engagement from 16-34s create experience-led physical touchpoints

• Engage over 55's with products and services they want

• Higher earners boost Black Friday participation in 2023

- Graph 22: Black Friday participation, by household income, 2022

- Graph 23: Black Friday participation, by household income, 2023

• Leverage the positive price perception of online to boost future engagement from both ends of the income spectrum

Products purchased during Black Friday 2023

• Black Friday purchasing remains stable year-on-year

- Graph 24: Black Friday purchasing, 2022-23

• Clothing and footwear lead Black Friday purchasing in 2023

- Graph 25: Black Friday purchasing, 2022

• Address eco-concerns through greener services

• Electrical goods remain a key category for Black Friday

• Electrical goods remain a key category for Black Friday in 2023

- Graph 26: percentage of shoppers buying electrical goods for Black Friday in-store or online, 2023

• Most shoppers buy one item during Black Friday sales

- Graph 27: repertoire of how many items they bought online for Black Friday, 2022-2023

- Graph 28: repertoire of how many items they bought in-store for Black Friday, 2022-2023

Where they shopped during Black Friday 2023

• Online-only retailers the most popular to shop with for Black Friday 2023

- Graph 29: type of retailer shopped with during Black Friday, 2021-23

• Amazon is a Black Friday favourite

- Graph 30: where they shopped for Black Friday products, 2022-23

• Black Friday continues to work for Amazon

• Curry's launches Green Friday initiative

• John Lewis launches earliest Black Friday deals

• Boots hails beauty offer in record record Black Friday

• Shein and Temu's strong value proposition appeal to lower earners and 16-34s

- Graph 31: demographic breakdown of the percentage of shoppers who bought products at Temu and Shein during

Black Friday, 2023

• Shein focuses on building awareness

Planned and Christmas spending during Black Friday

• Black Friday serves to help shoppers spread costs
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- Graph 32: Black Friday planned and Christmas spending behaviours, 2023

• John Lewis highlights affordable novelty Christmas gifts

• 16-34s more likely to take a planned approach to Black Friday

- Graph 33: planned and christmas gifts purchasing during Black Friday, by age, 2023

• Gymshark creates step-by-step guide on how to create Black Friday wishlist

• Higher earners use Black Friday to spread costs

- Graph 34: percentage of shoppers who pre-planned Black Friday purchases and bought Christmas gifts during Black

Friday, by household income, 2023

• Boots gives top tips for Black Friday shoppers

Black Friday 2023 shopping behaviours

• Black Friday lowers cost barriers for shoppers

- Graph 35: savvy Black Friday shopping behaviours, 2023

• 16-34s use Black Friday as a chance to buy from retailers they usually can't afford

- Graph 36: "Black Friday allowed me to buy from retailers I usually can't afford", by age, 2023

• Male shoppers more likely to use online tools to shop for Black Friday deals

- Graph 37: "I used online tools to search for the best Black Friday promotions", by gender, 2023

• Black Friday shopping needs to be a fun experience

- Graph 38: Black Friday retailer shopping behaviours, 2023

• Why retailers should be focusing on making Black Friday shopping fun

• Work on building trust amongst younger shoppers through a positive shopping experience

- Graph 39: percentage of consumers who think retailers can do more to make shopping during Black Friday fun and stay

away from untrustworthy retailer, 2023

Attitudes to overconsumption and eco-friendly Black Friday initiatives

• Black Friday triggers eco-awareness amongst shoppers

- Graph 40: eco-friendly Black Friday shopping behaviours, 2023

• Retailers bring awareness to its sustainability efforts

• Eco-anxiety during Black Friday is highest amongst 16-34s

- Graph 41: "The overconsumption during Black Friday makes me conscious about the negative environmental impact", by

gender, 2023

• Green Friday a logical step to engage consumers without adding to their concerns

• 16-34 most likely to engage in circular behaviours if there is an incentive

- Graph 42: "I traded in/donated products in return for a further Black Friday discount", by age, 2023

RETAILER ACTIVITY

Black Friday: competitive strategies

• Make shopping for Black Friday deals exciting in-store
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• Use Black Friday to kick-start seasonal spending

• Exclusive Black Friday deals in-store encourage footfall

• Retailers leverage heightened customer goodwill ahead of festive period

• Highlight sustainability efforts to win the goodwill of shoppers

• Retailers remind consumers to shop mindfully

• Black Friday the perfect event to bridge digital and physical

Advertising and marketing activity

• Adverting spend in November remains stable in 2023

- Graph 43: total recorded above-the-line, online display and direct mail advertising spend by retailers in November,

2019-23

• Amazon the top advertiser in November 2023

- Graph 44: leading retailers’ spending on recorded above-the-line, online display and direct mail advertising in

November, 2023

• TV captures 40.2% of advertising spend in November 2023

- Graph 45: total above-the-line, online display and direct mail advertising from all retailers in November, 2023

• Superdrug use Black Friday to drive engagement in membership and its app

• Currys has fun for Black Fridaaaaaay 2023

APPENDIX

Report scope and definitions

• Market definition

• Data sources

• Abbreviations and terms

Methodology

• Consumer research methodology

• Nielsen Ad Intel coverage
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Disclaimer
This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by a UK licensed market
survey agent (see Research Methodology Europe
for more information).
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Any use and/or copying of this document is subject
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available at http://www.mintel.com/terms
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call your local helpdesk.
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