
Diminishes my interest for Black 
Friday

Doesn't influence me. I still wait 
for the Black Friday day, 
because they'll have the best 
o�ers then 

It increases my interest for Black 
Friday
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CONSUMERS RIDE THE 
WAVE OF BLACK FRIDAY 
DOMINANCE

Beyond the Hype - Some 
Consumers Expect More 
Every November

Showtime Unveiled

Setting the Stage

Ready, Steady, Shop

The first study yearly investigating Romanian consumer behavior before and after Black 
Friday by surveying the same respondents before and after the event for the most 
accurate results.

Those consumers, anticipating more 
each November, may find themselves 
evaluating the shopping event 
against their evolving expectations.

Among those who had no intention in 
Black Friday shopping, 29% weren't 
feeling very hopeful - doubting the 
upcoming o�ers' significance. 

For non-participants in the Black 
Friday shopping spree, it all comes 
down to the price - 48% of the 
non-shoppers, felt that the discounts 
fell short of their expectations.

THE IMPACT OF THE 
PRE-BLACK FRIDAY 
CAMPAIGNS

Notably, an increasing segment indicates 
that early campaigns have amplified their 
excitement for Black Friday, marking a 
subtle and evolving shift in shoppers' 
perspectives compared to last year.

BLACK FRIDAY 
ONLINE 
PRE-PLANNING

Though on a slight descending trend, the 
price is still the most important with 1 of 2 
consumers looking to compare prices for 
the products they’re interested in.

Wishlists are back on a rising trend, with 
34% of consumers saving items they plan 
to purchase in their favorites.

Half of the shoppers still participate in 
Black Friday out of necessity, acquiring 
products they currently lack.

Conversely, 30% of Black Friday shoppers 
indulge in products they simply desire.

Engaging in early preparations and 
staying alert throughout November, 
consumers are now prepared to make 
purchases as soon as they find 
satisfactory o�ers. Consequently, there is 
a growing trend of shopping before the 
actual Black Friday, particularly more than 
two weeks before the event.

NAVIGATING THE DEALS 
LANDSCAPE

DECISION DRIVERS IN 
CONSUMERS’ CHOICES

BLACK FRIDAY 
PURCHASES TIME

Black Friday enthusiasts strategically 
approach the event, wishing for a shorter 
duration with substantial discounts. They 
meticulously plan purchases, maintaining 
a proactivity across the entire year, 
ensuring they make informed decisions.

2021 2022 2023

99%

Black Friday
Conversion rate 2023

[ % ] of Black Friday enthusiasts who related to the following a�rmations:

[ % ] of urban consumers that checked o�ers during the following promotional 
periods:

1-2 days
before

3-4 weeks
before 

Don't know1 week
before 

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

1-2 weeks
before 

RESEARCHING BLACK 
FRIDAY DEALS

In contrast to the previous year, 
consumers in 2023 appear to adopt a 
more strategic approach, minimizing 
impulsive decisions in favor of 
pre-researching Black Friday deals.

2018

2019

2020

2021

2022

2023

I look for the products I need and compare 
prices

I prefer Black Friday to last a reduced period 
of time but with substantial discounts.

Most Black Friday purchases are planned in 
advance - I buy the products I've been 
wanting for a while

I actively look for o�ers throughout the year 
to be sure that I buy BF at the best price

I actively look for deals throughout the year, I 
don't wait until Black Friday

It often happens to me to make unplanned 
purchases on Black Friday

I prefer Black Friday deals to be spread out 
over a longer period to make sure I can take 
advantage of them.

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

I save to favorites only what I am looking to 
buy

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

I save only the desired products directly in 
the shopping cart

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

2021 2022 2023[ % ] 

[ % ] 

Desired content (pre) Actual liked content (post)

DECODING CONTENT 
PREFERENCES
A reassuring trend emerges as top 
content preferences align consistently 
between pre-Black Friday expectations 
and post-event attraction - the content 
types that consumers desired the most 
before Black Friday mirror those they 
found the most attractive after the event: 
daily posts, wishlist price drop 
notifications, detailed reviews.

[ % ] 

81%

Black Friday
Purchase

82%

Black Friday
Buying Intention

BLACK FRIDAY SHOPPERS 
FALL QUITE EVENLY TO 
DIFFERENT INCOME 
SEGMENTS

The ongoing economic challenges may 
still reside in the depths of consumers' 
thoughts, but their behavior might not 
reflect the expected concerns this Black 
Friday. Black Friday seems to be seen 
either as a treat or a chance to save 
money in the long-run.

% of Black Friday shoppers who are in the 
following income brackets

Under 1750 RON 85

1751 - 3500 RON 75

3501 - 6500 RON 80

Over 6500 RON 84

Account takeovers on influencers' social 
networks

Vlogs with reviews of the products on o�er

Live broadcasts with the presentation of 
products and o�ers

Collaborations with influencers to promote 
Black Friday o�ers

Question and answer sessions with experts 
in the field

Video tutorials for using the purchased 
products

Photo galleries with satisfied customers and 
enthusiastic reviews

Special episodes dedicated to Black Friday 
o�ers

Informative articles - benefits of the products 
on o�er

Articles with shopping tips for Black Friday

Personalized newsletters (product selections)

Shopping guides for di�erent product 
categories

Classic advertisements (TV, billboards, radio, 
etc.)

Clips promoting Black Friday special o�ers

Wishlist alerts for customers

Contests with prizes - sharing Black Friday 
purchases experiences

Contests with attractive prizes for 
participants

Detailed reviews of the products on o�er

Wishlist price drop notifications

Daily posts with exclusive Black Friday deals
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40%

38%
39%

40%
43%

42%

11%
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11% 20% 20% 28%

17%

8%

7% 21% 20% 28% 22%

25%

27%

24%

21% 23% 16%

16% 4%

30% 11% 2%

33% 24% 18% 8%

31% 25% 19% 13% 1%

1%

1%
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86

81
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Another 
period 

On the last 
Friday of 
November 

In the first 
half of 
November 

In the last 
weekend of 
November 

On Friday 
announced 
by eMag 

Throughout 
November 
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23
  

29
  

28
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27

Products that I will 
give as presents

Products I liked, 
with no 

special reason

Products that needed 
replacement

Products I lacked and 
needed

Premium/ luxury 
items that had an 
a�ordable price
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58
  

52
  

30
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13
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Products I didn’t 
a�ord 

otherwise

Products I 
previously tested in 

the store

Products promoted 
by public figures, 

bloggers, vloggers

New products on the 
market, to keep up 

with the latest trends
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20 31

The weekend 
around Black Friday

On Black Friday The week before 
Black Friday 

Two weeks 
before Black 

Friday

More than two 
weeks before 
Black Friday 

The week before 
and after Black 
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In an unexpected turn of events, concerns 
surrounding the cost-of-living crisis seem 
to be a thing of the past. 

However, with Black Friday being the 
most expected discount event of the year 
it may come as no surprise that consumer 
shopping experienced a significant surge 
in 2023, with 8 out of 10 shoppers seizing 

the opportunity presented by Black 
Friday deals - a substantial increase from 
the 52% buying intent observed in 2022.

Setting new benchmarks, the conversion 
rate reached an unprecedented 99% 
(According to HumanGraphExperience 
Black Friday studies conducted by 
Starcom using a specialized 
methodology*), surpassing benchmarks 
from previous years (96% in 2019, 81% in 
2020, 71% in 2021, and 66% in 2022). This 
boosted trend highlights a shift in 
spending behavior.

While low earners are actively hunting for 
savings, strategically capitalizing on 
discounts during Black Friday, high 
earners may be indulging in a spending 
spree, aiming to maximize gains for the 
same expenditure during these significant 
shopping days.

In 2023, Black Friday sees Millennials 
eagerly embracing the sales, constituting 
a predominant force in the shopping 
spree. Additionally, this year encapsulates 
a family-oriented essence, with 87% of 
Black Friday shoppers being families with 
kids under 14 years old.

Notably, contests experience a significant 
drop in post-event satisfaction, 
suggesting a misalignment between 
expectations and perceived value or 
execution.

On a positive note, Classic 
Advertisements (TV, billboards, radio, 
etc.) and Personalized Newsletters 
showcase increased ranking in post-event 
survey, highlighting their e�ectiveness in 
engaging consumers during Black Friday.

Notably, for an increasing number of 
consumers (13% versus 8% in 2022), the 
research started with their first interaction 
with Black Friday ads.

Notably, they are also e�ectively using 
the shopping cart for pre-planning, 
employing it as temporary storage to 
keep desired items readily available for 
purchase.

The increase in Black Friday enthusiasts 
saving items they intend to buy reflects a 
shift toward more strategic and 
pre-meditated purchases.

This year, the majority of internet users, 
from urban areas, diligently assessed 
o�ers throughout November, likely 
ensuring they secure the best deals 
available. Therefore, brands need to keep 
momentum going to keep consumers in 
the loop.

However, in 2023, there is a notable 
decline in the purchase of products 
endorsed by public figures/bloggers/ 
vloggers, likely indicating a heightened 
focus on individual wishlists. The tradition 
of buying gifts on Black Friday maintains 
its steady trend, with 28% of shoppers 
focusing on giving.

This aligns with the least interest in Cyber 
Monday among discount events 
throughout the year, possibly suggesting 
consumers' fear of missing out on Black 
Friday deals or a lower overall awareness 
of the Cyber Monday event itself.

[ % ] 

*Two-phase study with 983 urban internet users, assessing pre- and post-Black Friday intentions 

and behavior.

62

75

Online continues to dominate as the 
primary shopping channel for the Black 
Friday event. However, this year, we 
observe a slight decrease compared to 
previous years, with a boost in in-store 
shopping.

Saving time remains the main trigger for 
online shopping, recovering from last year 
decrease. In addition, other benefits 
related to convenience (ease and fast 
o�ers comparison, favorites lists) make 
the online environment attractive.

This year, consumers are increasingly using 
their mobile phones for pre-planning and 
completing purchases, leading to a decline 
in laptop/PC usage, most probably out of 
convenience, allowing them to secure the 
best deals from any location. Additionally, 
there is a growing trend of consumers 
creating wishlists directly within stores' 
apps.

Clothes/shoes/accessories remain the 
main product category that people added 
on their Black Friday wishlists; In addition, 
there is also a slightly raising trend when 
it comes to actual purchases.

1 out of 2  of Romanians found this year's 
Black Friday discounts acceptable, 
slightly revealing also that these deals are 
perceived to stand out from the rest of 
the year's o�erings.

I bought both 
planned and 
unplanned things

[ % ] 

Products with a big discount

The ads for specific product 
promotions

Payment spread out in 
installments

Influence of group members 
making purchases on Black 
Friday

Something else

The delight to make an 
immediate purchase when I 
spot a desired item on sale
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I don't know

Significant discountsVery small discountsNormal/acceptable 
discounts

There weren't price 
di�erences between 
Black Friday and the 

rest of the year

In 2023, there was a significant rise in 
committed buyers consistently following 
through with their purchase intentions. 

14% yielded to the temptation of Black 
Friday o�ers this year, engaging in 
spontaneous shopping driven by 
perceived very advantageous discounts.

Online ads are the main source of 
information during Black Friday 2023, 
e�ectively easing the decline observed in 
the last years. Following closely, retailers’ 
websites and online search engines 
remain steady, while TV ads experience a 
boost.

INFORMATION SOURCES 
FOR BLACK FRIDAY 
OFFERS

URBAN ONLINE USERS
RELATION TO BLACK FRIDAY
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Retailers’
newsletters 

Online search
engines

Websites with
all retailers

and their o�ers

Retailers’ websites
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38
  

28
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24
  

26
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18
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26
  

25
 

23
  

30
  

24
  

19
 

18
 

19
 

Posts on Facebook Websites that
compare prices

and o�ers

TV ads Directly in store
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Online comments Blog articles Friends,
family, colleagues

Radio ads
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Retailers flyers

TRIGGERS FOR BLACK 
FRIDAY SHOPPING

Significantly, 58% achieved their planned 
purchases, remaining loyal to their initial 
intentions.

Big discounts continue to be, by far, the 
main driver for Black Friday shoppers, 
while their choices seem minimally 
influenced by others' shopping behaviors.

DIVING INTO DESIRE: 
ME-FIRST SHOPPING THIS 
BLACK FRIDAY

ONLINE LEADS, IN-STORE 
STILL STANDS

While 7 out of 10 Black Friday enthusiasts 
initially intended to leverage the deals for 
family gifting and other close people in 
their lives, the event led them to prioritize 
personal indulgence, focusing more on 
their individual wishlists. 

[ % ] of Black Friday shoppers 
who shopped as follows:

[ % ] of Black Friday shoppers who were triggered to shop by the following:

58% 16% 26%

Intended Bought

For the 
family

For 
friends

For work 
colleagues

For 
someone 

else

70 55

For me 
personally

58 67

For the 
children

55 28

For 
partner

53 24 28 9 8 2 2

0

[ % ] 

MAIN DEVICES & 
PLATFORMS USED

POPULAR CATEGORIES 
FOR BLACK FRIDAY 
SALES

BLACK FRIDAY 
DISCOUNTS PERCEPTION

Most online urban Romanians were satis-
fied with this year Black Friday, though 
there's a slight decline compared to last 
year. The primary concerns persist with 
the 2022 perception of some discounts 
being insincere (increased prices before 
Black Friday), but this year shoppers also 
seemed slightly more dissatisfied with 
technical website issues and prolonged 
delivery times.

BLACK FRIDAY 
SATISFACTION LEVEL

Laptop/ PC, accesing 
the store's website

Mobile phone, accesing 
the store's app

Mobile phone, 
accessing store's 

website

To make the desired 
product list

To order

2021 2022 2023 2021 2022 2023 2021 2022 2023

Intended Bought Conversion index [ % ] 

Intended Bought Conversion index [ % ] 

Products and 
accessories for the 
garden and terrace

Auto-moto 
products 

Furniture and 
mattresses

Power tools 
and 
equipment

Photo, video 
products and 
accessories 

Sport and free 
time 
equipment 

Food and 
accessories for 
pets

Holidays

DIY products 

Other cosmetic 
products (e.g. 
hair coloring, 
etc) 

Toys and kids 
products 

Books

Interior 
decorations

Mobile phones, 
tablets and 
accessories 

Personal care 
devices (electrical 
shaving device, 
etc)

Computers, 
laptops and PC 
accessories

TV, electronicsPersonal care 
products 

HH appliances 

Make up 
products, 
perfumes

Clothes, shoes 
and accessories 

4
4

39

89

79 60
103

82

33

65

61
53

49 5577 62

68 56

66

64

79

78 91

51 51 51

33 24 27 20

25 19 22 20 21 11

16 13 12812 1616 14

1012 8 8

5 7

51

10 5

9 6 6 3

3
2 2 2

36 4

33 21 25 16

Skin care 
products 

16 8 16 8

Watches, jewelry

11 6

52

11 6

Games consoles 

5 34

CD/DVDs

Real estate 
properties

Cars

1 
 

1 
 

3 
 

2 
 

1 
 

2 

7 
 

10
  

11
  

7 
 

11
  

11
 

17 18
   

18
   

24 17
 

12
 

34
   

22
   

31
   

32
   

21
   

22
 

4
2 

  
4

8 
  

37
   

36
   

50
  

52
 

Extremely unsatisfied Extremely satisfied[ % ] 

2023 6 18 25 18 2475

67%

2022 3 18 26 23 2362

71%

2021 56 19 21 21 207

62%

2020 54 19 23 18 248

65%

2019 2 3 14 25 26 228

73%

2018 5 11 24 26 16 116

53%

15% abandoned their purchases also due 
to expectations and perception about 
price.

Only 4% remained indi�erent to Black 
Friday - a marked decrease from the 20% 
recorded in 2022. 

%Involved
Buyers

Black Friday
Indi�erent

Lost
Buyers

Seduced
Buyers

2018

2019

2020

47% 9%

22%

64% 11%

4%

48% 13%

48%

12%

2021

2022

2018

2019

2020

2021

2022

2023

2023

20%

48%

5%

4%

20%

4%

22%

21%

27%

26%

27%

15%

67% 14%

In addition, slightly more consumers are 
doing their research directly in store, 
while, on the other side, the highest drops 
compared to 2022 was registered among 
websites that compare prices and o�ers.

I bought the 
things I planned

I only 
bought 
unplanned 
things

70

25

22

17

11

4

This shift highlights an inclination towards 
self-gratification during this Black Friday, 
possibly driven by the significant 
discounts on items they personally 
desired.

Consequently, this shows a change in 
priorities, with the majority concentrating 
on satisfying their personal wants rather 
than shopping for close people in their 
lives, such as children, partners, or friends.

Channels Spotlight

Notably, with 40% of Black Friday 
shoppers turning to online platforms for 
exclusive higher discounts, consumers are 
prioritizing intrinsic value, focusing on 
getting the most out of their purchases. 
This echoes the most popular online 
triggers expressed by intenders: extra 
discounts/promotional points for 
wishlists, and gifts with purchase (e.g., 1+1 
free).

The concerns about delivery waiting times 
and costs remained steady, yet many 
prefer even more to evaluate products 
in-person before making a purchase.
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4
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38
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28
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Products Runway

Taking a closer look at what’s hot: there’s 
been a 13% growth in those planning to 
purchase mobile 
phones/tablets/accessories.

When it comes to the best conversions, 
we notice toys & kids‘ products and 
skincare products. On the other side, 
holidays registered the highest 
abandonment.

Emotional Echoes

[ % ] of consumers who intended to 
buy/bought on Black Friday for the 
following people:

Online only from 
retailer's websites 
and mobile apps

Online and in store

In store only

116101515 232323 1914 6671717162

[ % ] % of urban consumers who typically begin purchasing products/services for 
Christmas at the following times:

CHRISTMAS IS TOP OF 
MIND FOR GIFTING

I usually prefer to do Christmas shopping 
in December to feel the festive 
atmosphere

I purchase Christmas products/services 
during the season of sales and special 
o�ers

I participate in 'Black Friday' events for 
Christmas to get better prices

I enjoy Christmas shopping in advance, 
starting in October

For me, the best time to buy Christmas 
items is in the week leading up to 
Christmas.

I wait until the last minute to take 
advantage of the last special o�ers before 
Christmas

I don't make purchases during the 
Christmas period (other than the 
necessary ones: food, sweets, drinks, etc.)

The level of interest in the upcoming 
Black Friday has experienced a notable 
spike, reflecting a growing enthusiasm 
among consumers for the 2024 event. 
This spike closely resembles the 
heightened interest observed in 2019.

Continuing the rising trend from 2021, 
many Black Friday shoppers oriented 
towards buying gifts were driven by the 
spirit of the upcoming winter celebrations 
and took advantage of the deals to secure 
items ahead of the festive season. 
Conversely, the interest in purchasing 
gifts on Black Friday for occasions 
beyond the winter celebrations is showing 
a decline.

FUELED BY FESTIVE 
SPIRIT

The majority of urban internet users 
typically prefer to indulge in Christmas 
shopping in December, fully immersing 
themselves in the holiday spirit.

LEVEL OF INTEREST 
TOWARDS BLACK 
FRIDAY 2024

Not at all interested Very interested[ % ] 

2023

71%

63%

66%

60%

72%

57%

2022

2021

2020

2019

2018

3 3 5 18

19

19

17

15

22

5

7

7

10

68 4
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12
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26

26

25

31

11

19

20

15

17

16

18

20

20

24

30

20
18

20
19

20
20

20
21

20
22

20
23

20
18

20
19

20
20

20
21

20
22

20
23

20
18

20
19

20
20

20
21

20
22

20
23

20
18

20
19

20
20

20
21

20
22

20
23

65
   

60
  

54
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For the 
winter 

celebrations

Birthdays, anniversaries
 in the family

For various events 
(weddings, 

baptising, etc.)

As presents for 
di�erent occassions 

(doctors, etc.)

To gift a loved one a 
product they truly 

desired.

Birthdays, anniversaries of 
friends

37
   

39
   

51
   

47
   

38
   

32
 

21
   

29
   

31
   

32
   

31
   

29
 

16
   

17
   

29
   

22
   

29
   

25
 

12
   

15
   

16
   

9 

7 7 

15
   

15
   

12
 7 6 6

34

27

20

20

18

11

7

Jingle All the Way 

This is especially the case for the mature 
people aged 55+ for whom the preference 
for in-store shopping is particularly 
pronounced, a trend notably observed 
during Black Friday sales.

In addition, 27% of consumers leverage 
the sales surrounding Christmas, likely 
enjoying a dual benefit - capitalizing on 
discounts while savoring the festive 
atmosphere.

Ask consumer@starcomww.com for details


