
Even the perception remains that the best o�ers are 
during Black Friday, from 2020 we notice that early Black 
Friday o�ers start slowly to diminish the consumers 
interests in actual day event.

diminishes my 
interest for Black 
Friday

doesn't influence me. 
I still wait for the 
Black Friday day.

it increases my 
interest for Black 
Friday 

Black Friday
campaigns done
before the actual
Black Friday day…
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This year most urban 
internet users prepared 
their Black Friday wishlist 
with 3-4 weeks before the 
actual campaign.

Spontanous decisions (1-2 days before the 
actual event) start to fade, as Romanians 
are more aware of their budget and 
expenses and most important, they are 
following the price evolution of the 
products they are interested in.

1-2 days before

3-4 weeks before 

Don't know

1 week before 

Can't say exactly, it happened 
after I started hearing/seeing
ads for Black Friday

1-2 weeks before 

12%

12%

15% 27% 18% 13% 10% 1%

30% 22% 20% 15% 1%

21% 20% 27% 17% 2%

11% 20% 20% 28% 16% 4%

In 2021 has slightly 
increased the number of 
urban internet users who 
made thier purchases 
during the actual Black 
Friday event day, it seems 
Romanians were waiting 
until last minute for that 
best deal.

While one third of the respondents made 
their acquisitions in the weekend around BF, 
most probably as they didn’t want to risk 
losing the o�ers they had on their desired 
products.

The exact time when they made purchases on Black Friday
[ % ]

The week before and 
after Black Friday

Two weeks before 
Black Friday

More than two weeks 
before Black Friday 

On Black Friday 
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Retailers’ websites main 
sources of information 
during Black Friday, with a 
significant increase in 
2021.

Social media information sources are on a 
decreasing trend compared to previous 
years, most visible decrease is among posts 
on Facebook (-8ppt vs. 2020). Romanians 
search for reliable and trustful information, 
for example friends/family/colleagues 
recommendation.

In 2021, there is a decrease in exclusively 
in-store shopping during Black Friday 
(-5ppt), most probably as Romanians 
become more familiarized with e-comm 
(online & in store +5 ppt).

Information sources used to inform about
o�ers on Black Friday

[ % ] 

Retailers’
websites 

2021

online users, aged 18+, living in urban areas 

by Starcom Romania

CONVERSION RATE 2021 The conversion rate remains on a 
decreasing trend since 2020, most probably 
related to the pandemic context and 
economic uncertainty (from 96% in 2019 
and 81% in 2020 to 71% in 2021). 

Black Friday
Conversion
rate 2021

71%

THE MEANING OF BLACK 
FRIDAY PHENOMENA

The perception of Black Friday phenomena 
among urban internet users remains the 
same as the previous year: discounts and 
small prices. Also some of them see it as an 
opportunity to buy favorite products at a 
good deal.

Urban online users 
shopper profiles in 
relation to Black Friday 

2021 was a complex year and it has some 
similarities with 2020.

%Involved
Buyers

Black Friday
Indi�erent

2016

2017

2015

Lost
Buyers

Seduced
Buyers

43%

46%
56%

10%
6%

9%

25%
18%

26% 19%
20%
21%

2018

2019

2016

2017

2015

2018

2019

2020

2020

47% 9%

22% 22%

64% 11%

4% 21%

48% 13%
202148%

12% 27%
2021

Involved Buyers remained constant during 
this Black Friday. This year we have 
significantly more Indi�erent Buyers and 
less Seduced Buyers.

It seems consumers are more careful when 
it comes to their spending, evaluating the 
importance of each acquisition on their 
budget, and also are more attentive towards 
the retailers’ discount during this period. 

It is down to even smaller 
prices!  Romanians like to 
receive extra discounts or 
promotional points for 
Black Friday

Consumers reviews and recommendations 
are one of the main Black Friday purchase 
drivers, next to delivery & return services 
which come as an extra on top of discounts 
and small prices.
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30%
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2021 8% 25% 24% 30% 11%
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YouTube
videos
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Online search
engines
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Websites with
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and their o�ers

Posts
on Facebook

Online comments 
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Blog articles 
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Websites that
compare prices
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TV ads Directly in store 
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Radio ads
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Newspapers,
magazines 
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Outdoor
and transit
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Friends,
family, colleagues
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6
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2210 17 25 19

30 3023 24 19

Online ads

20 28 2841 32

Saving time remains the main trigger for 
online shopping, but on a decreasing trend 
this year. Having an online voucher/card gift 
is starting to become a visible trigger for 
online shopping.

The main benefit for in-store shopping is 
the posibility to see and test the product 
before the acquisition. Adding the 
significant increase in immediate purchase, 
with no delivery need benefit.

Reasons
for online shopping

Reasons
for in store shopping

Time saved

Ease and fast o�ers / 
prices comparing 
between di�erent 
websites

Higher discounts and 
beast deals

I already had the 
products added on the 
retailer's order bag

 
I could buy everything I 
was interested in from 
the same website

Delivery/return 
conditions

The store, brands or 
products of interest 
were only available 
online

Payment conditions

I had an online 
voucher/gift card 
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The posibility to see 
and test the product 
before the acquisition

I had it immediately, no 
delivery needed

Checking the product 
for warranty purposes

No delivery costs

The store consultants 
gave me more details 
about the 
product/service

I bought everything I 
wanted on the spot

Higher discounts/best 
deals

Online stock runs out 
faster, while in store we 
could find the desired 
product

Delivery and return 
conditions

The store, brands or 
products of interest 
weren't available online

Payment conditions

I had a voucher/gift 
card I could use only in 
store

Online only from retailer's
websites and mobile apps

71% 71%62%

Online and in store

14%23% 19%

In store only

15% 10%15%

2021

2020
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Reasons to buy on Black Friday despite the cheaper prices
 Extra discounts or promotional points o�ered for 

products saved as favorites in the online account or 
purchased

Product reviews and recommendations

Delivery or return services

Recommendations from friends, relatives, 
acquaintances

Emails received with various o�ers

Search results made on di�erent search engines 
(google, bing, yahoo, etc.)

Mobile application notifications with various o�ers

Ease of using the mobile application or the store 
website

User account already created

34%

26%

25%

23%

20%

19%

19%

18%

60%

Search results made on the store's application or 
website 21%

The type of investment 
influences the consumers 
purchase journey during 
this phenomena. 

For example for TV and Electronics, 1 out of 
2 Romanians start to search the products 
they want to buy during Black Friday with a 
month ahead before the campaign.

More than a month ago

TVs and electronics

Mobile phones, tablets
or accessories

Clothes, shoes or accessories

Cosmetics or skincare products

I cannot estimate2-3 weeks ago A week ago or less

27% 37% 24% 12%

33% 31% 21% 15%

42% 31% 16% 11%

48% 26% 12% 13%

1 out of 2 urban internet 
users compare the 
products prices just before 
the Black Friday day.

Seems that Black Friday phenomena has 
created its own consumer purchase 
behavior: people make their wishlist with 
3-4 weeks ahead, save in it their favorite 
products or several options of the same 
product and they also add back-up 
products in case the ones they chose will be 
out of stock, all this time following the price 
evolution from their shopping cart.

Actions done online before the actual Black Friday day
 

I look for the products I need and compare prices 54%

I save to favorites only what I am looking to buy 33%

I save only the desired products directly in the shopping 
cart 15%

I save to favorites several options of the same type of 
product I want 41%

I save all the desired products and as many other 
variants of the same type of product directly in the 

shopping cart
20%

I just look at the promotional o�ers but I don't save 
anything, I prefer to spontaneously choose a Black 

Friday product
7%
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Black Friday
Purchase

75%

Black Friday
Buying Intention

The weekend around 
Black Friday

The week before Black 
Friday 

35
28
24

27
31
31

[ % ] 



<100 101-200 201-300 301-500 501-
1000

+
1000 DK

Amount spent

Amount Intended

FOCUS ON SKIN CARE 
PRODUCTS

This year the body care remain the 
category's best conversion rate products, 
followed by perfumes. 
Similar with 2020, half of urban online users 
have spent between 100 and 300 RON on 
skin care category, and this year we have 
slightly more people who spent between 
500-1000 Ron.

Body care Face care Other Make upPerfumes

11%

11% 23% 23% 20% 11% 2%

26% 24% 20% 9% 5% 5%

< 
10

0 101-
200

201-
300 301-500 501-1000 +1000 DK

Amount spent

Amount Intended
4%

4% 10% 13% 15% 18% 32% 2%

4% 9% 12% 27% 38% 7%

FOCUS ON MOBILE 
PHONES, TABLETS OR 
ACCESSORIES

Compared to 2020, when smartphones had 
by far the highest conversion rate, in 2021, 
people bought less smartphones than 
intended. This year the focus was on 
accessories, maybe because people are 
more aware of their health and want to 
register it through smartwatches or 
because they need some more devices for 
online school or work from home 
(headphones, monitor).

Internet users invested in this category less 
than intended, however similar with last 
year.

Smartphone TabletAccessories Classic Mobile 
phone

FOCUS ON TVS & 
ELECTRONICS

TV remains one of the main form of 
entertainment for Romanians. Because last 
year Smart TV registered a very high 
conversion rate during Black Friday (122%),  
most probably this year, people wanted to 
add an audio system to it. Non smart TV/ 
normal TV continues to have a high 
conversion rate (250%), as well as the 
videoprojector (160%). 

Romanians declared they spent a higher 
amount on TV & electronics this year 
comparing with 2020, more than 1000 Ron 
(44% vs. 37%).

64 51 55 41 1361 60 56 4
2

15

79 26 19 1470 35 25 24

Smart TV Non Smart TV/ 
normal TV

Videoprojector Home cinemaAudio 
system

Smart TV 
3D

55 17 10 24 10 1358 26 25 22 16 7

Microwave oven, vertical vacuum cleaner 
and iron were the main HH appliances 
bought during Black Friday 2021. One third 
of Romanians online users spent more than 
1000 RON on this category purchases.

Amount spent

Amount Intended

5% 8% 7% 15% 19% 44% 2%

7% 9% 25% 48% 12%

Amount spent (RON)

5% 11% 11% 18% 23% 29% 3%

FOCUS ON CLOTHING, 
SHOES AND 
ACCESSORIES

As we get close to winter season, the 
acquisition behavior remains similar with 
last year: boots, pullovers & hoodies, jeans & 
trousers are the top clothing objects 
bought during this Black Friday. But in a 
smaller percentage comparing with last 
year.
This year, people tend to spent less on this 
category, focusing on amounts between 
100 and 500 RON. If last year 25% of 
people spent between 501-1000 RON, this 
year decreased to 21%.BoughtIntended

Boots Jeans/ 
trousers

CoatsPullovers/ 
Hoodies

Blouses/ Shirts/ 
T-shirts

Sport shoes

Accessories PursesJacketsDresses/overalls Shoes/sandals Skirts

52 4
6

37 50 52 4141 41 38 41 38 26

21 19 27 18 23 1216 19 18 11 18 11

Amount spent

Amount Intended
3% 10% 21% 27% 21% 11% 6%

3% 14% 21% 27% 21% 9% 2%

FOCUS ON HH 
APPLIANCES

REASONS TO BUY USING 
THE MOBILE PHONE

Mobile apps continue to help shoppers 
through the real time notifications about 
the promotion. Additional discounts 
though retailers' apps are also a reason 
for using mobile phone to make 
acquisitions during Black Friday.

I don‘t own a PC/ 
laptop

33 44 3

Intense request made 
websites on PC/ 

laptops hard to access

17 6149

Buying through the mobile 
phone app meant receiving 

an additional discount

12 15 16 197

The mobile phone is 
more convenient than 

the PC/ laptop 

86 87 88 88
%

99 95

Even Romanians were 
more reserved in making 
purchases during Black 
Friday this year, retailers 
succeded to obtain a good 
conversion rate, especially 
among books, toys & kids‘ 
products and skin care 
products.

Very good conversion indexes are 
registered also for product categories 
like: HH appliances, fashion, cosmetics 
and personal care products.
 
TV & electronics category has registered 
a significantly lower conversion index 
comparing with last year (44% vs. 60%).

Photo, video products 
and accessories 

Mobile phones, 
tablets and 
accessories

HH appliances Make up 
products, 
perfumes

Clothes, shoes and 
accessories

Skin care 
products 

Personal care 
products 

Books

Computers, 
laptops and PC 

accessories

Personal care 
devices (electrical 

shaving device, 
etc)

Interior 
decorations

DIY products 

Watches

Toys and kids 
products 

Other cosmetic 
products (e.g. hair 

coloring, etc) 

Furniture and 
mattresses

Power tools and 
equipment

Games consoles 

Auto-moto 
products 

CD/DVDs

Cars Holidays Real estate 
properties

Sport and free time 
equipment 

TV, electronics

Intended Bought Conversion index 
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59
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17 13 17 15 1616 7 16 7 12

96

54

95

75

47

16 14 14 8 1111 6 7 2 6

69

50 25
5543

10 6 9 3 14 3 5 1

40 50
56 33 0

Laptop/PC & Mobile Phone are the main 
platforms for both wishlist before the 
event and making the actual acquisition 
during Black Friday.

Laptop/ PC, accesing 
the store's website

Mobile phone, 
accesing the store's 

app

Mobile phone, 
accessing store's 

website

Mobile Apps are the least used 
platforms in both cases.

To make the desired product list

To order
4

8%

38
%

4
8%

4
0

%

20
%

16
%

Exclusively online

All

Clothes, shoes and accessories

Cosmetics and skincare products

Mobile phones, tablets and accessories

Online and in-store Exclusively in-store

TVs and electronics

FAVORITE ACQUISITION 
METHOD
We observe that for fashion and beauty 
categories a higher number of people 
would make the purchases in-store, as 
there they can try the products and 
receive a recommendation from the 
sellers.

Tech categories are in greater extent 
purchased online, even though it represents 
a higher investment. Online they have extra 
discounts, interact with the consumers 
reviews and usually they go in-store before 
the acquisition to see and test the product 
as an online reassuring  purchase. 
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During 2021 Black Friday, 
most urban internet users 
declared themselves 
relaxed, having everything 
under control and being 
well informed. Positive 
emotions that have 
registered a significant 
increase comparing with 
2020.

6 out of 10 online urban 
Romanians were satisfied 
with this year Black Friday.

Winter Holiday Shopping

It seems consumers expectations are harder 
to meet from one year to another, most 
probably due to pandemic context pressure.

After Black Friday event, urban internet 
users start to prepare their shopping list 
for the next important event, winter 
holiday. 

Compared with 2020, when people were 
focused on subsistence categories (food, 
sweets, beverages), this year is more 
about pampering ourselves with 
something special: a perfume, the home 
appliance that I need, a jewelry/accessory 
or a longed vacation.

In terms of 2021 overall 
budget, online urban 
Romanians spent less than 
planned, only 46% spent 
all budget planned for this 
event.

The uncertainty they live in due to the 
pandemic context may remain a reason 
for Romanians not to spend as planned 
and take care of their budget. They 
spent less on gifts and presents and 
focused more on their personal needs 
(products for household or devices), as 
well on personal care products.

Most spend during Black Friday is 
between 500 and 2000 RON (40%).

Main reason for making 
purchases during Black 
Friday, remains the 
necessity of products that 
people do not 
momentarily own. They 
also bought products they 
like, with no special 
reason, as well as for 
giving them as presents 
(but less than last year, 
due to the pandemic and 
economic uncertainty).

In 2021 we notice a very high conversion 
rate in buying products promoted by public 
figures (bloggers/vloggers), 35% being 
experts in di�erent sectors (IT, media, 
health).

Products that I don’t 
momentarily own in my HH 

but I would need

Products that broke down 
and need replacement

Products that I will give 
as presents

Products I like, with 
no special reason

Premium/ luxury items 
that will have an 
a�ordable price

Products I didn’t a�ord 
otherwise

Products I already 
tested in the store

Products promoted by 
public figures, bloggers, 
vloggers, as they caught 

my attention

I am upgrading the 
products I am currently 

using

2021
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In 2021 urban internet users bought during 
Black Friday presents mostly for winter 
celebrations. We can notice a significant 
increase in buying presents for di�erent 
occasions versus previous years. 

For the winter 
celebrations

Birthdays, 
anniversaries in the 

family

To give a product 
they really wanted 

to a loved one

Birthdays, 
anniversaries of 

friends

For various 
events (weddings, 

baptising, etc.)

As presents for 
di�erent occassions 

(doctors, etc.)

For no special 
reason

Special Occasion
%

65 60 5465 41
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51 31 29
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37 39 21 29 16 17

5 57 67 7

MOST 
ROMANIANS 
CONTINUE TO 
PAY FOR 
BLACK FRIDAY 
WITH THEIR 
SAVINGS.

2021 is the year with the 
highest payments made 
from the current 
paycheck and from their 
overdraft.

2017

2018

2019

2020

2021

2017

2018

2019

2020

2021

2337 27 17

35 20 27 15

34 31 18 16

4 out of 10 Romanians 
continue to consider the 
Black Friday discounts 
normal/acceptable.

Compared to previous year, in 2021 we 
notice an increase in the consumers 
perception that Black Friday discounts start 
to become similar with the rest of the years‘ 
discounts.

Significant
discounts

Normal/
acceptable
discounts

There weren't
price di�erences

between Black Friday
and the rest
of the year

Very small
discounts

I don’t know

Therefor the interest in the next Black Friday event is 
higher than in 2020, but still lower than in 2019 (right 
before the pandemic context).
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Spent during BF

2021

2016
2017
2018
2019
2020
2021

Spent
during BF

%
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39 30 22 22

38 32 20 21

Money I saved
especially

for Black Friday
My savings An existing

credit card
Current

pay check

13

15
11

16

18

5
5
7
9
9

My overdraft
Personal

needs loan
or credit card

A loan
with monthly
installments 

Installments
from retailer's

website

A loan from 
friends/ family/ 
acquaintances

Someone
else will pay

4 5 8 19 23 18 24

2021

62%

6 5 7 19 21 21 20

2515 20177512

2021

66%

26 20  2057

Most probably as the tension brought by 
the pandemic context is slowly fading as 
people get used to this new life, and also 
this event starts to become predictable and 
consumers know what to expect for.
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Enthusiast/
Delighted Relaxed Happy Optimistic Well 

informed

Self 
confident

Familiar space,
 well known Fulfilled Safe, feeling

in peace Energized Free

Aware of
their actions Proud Special Like nobody 

else, unique Belonging Admired 
by others

Food

Sweets

Non-alcoholic 
beverages

Alcoholic beverages

Decorations (candles, 
Christmas tree 

decorations)

New clothes / shoes

Personal care 
products

Christmas tree

Toys

Make up products

Co�ee / tea

Children's clothes

Perfumes

Books

Party clothes / shoes

IT & Gadget-uri (laptop, 
smartphone, tablets)

HH appliances 

Jewelry / accessories 
(watches, bags, wallets, 

etc.)

Accommodation at 
boarding house

Photo, video products 
and accessories 

CD/DVDs

Ski / snowboard 
equipment

Holidays
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