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Urban Online Users Shopper Profiles
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Black Friday is losing its meaning,
being now associated with a period,
instead of only one day.
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Retailers’ websites are the main information source for Black Friday,
because shopper needs are very different and they offer details about all
promotional products. All other information sources are acting as an
attention hook, sending people to retailers websites.

They also inform from retailers’ newslettars, general portals with info on all retailers that
affer discounts on Black Friday and anline search engines, although the number of those
that planned to inform from these sources was considerable higher.
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more on Black Friday
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Retailers didn’t maximize the potential offered by the
initial plans online customers had for Black Friday

High value products have the higher intention rate and a medium
conversion rate. Around 50% of those that intend to buy high values

Intandad products actually bought them, except TV and media devices, a
category with a higher
! dropout rate.
Behavior

during Black Friday Products with lower financial risks, like books, make-up products, toys,
manage to better convert the buying intention,
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Black Friday drives people into
buying less than they initially planned.

If only 12% planned to buy one
praoduct, the reality shows that almost
double the proportion ended buying

just one product.
Intended {7
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Presents are the 2nd type of purchases bought during
Black Friday 2015, as St Nicholas & Christmas are just
around the corner. Their buying intention is the only one
that totally translates into purchase.
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¥4 of Romanians that planed to buy
online on Black Friday saved money
especially for this purpose

If 47% intended to buy using thelr
savings, 25% knew for sure their wera
going to buy on Black Friday and
made savings especially for this
purpose, 28% would use an existing
credit card, while 26% intended to
spend within the limits of their
current pay check,
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Romanians buy online on Black Friday from established/
well-known websites, but also from smaller online
retailers

Top & online places they ended
buying are in line with thair { {
intentions. | _ ey

Emag and Elefant have the best
conversion rate: most people
intending o buy from these retailers
on Black Friday 2015, alse actually
bought.

Although initially they don't plan to
wisit much of other less known
websites (3%), In the end 1/5 end up
buying on them,
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They plan to stay up late, but end up buying in the
morning, due to a mix of convenience and long Black
Friday period, that eases the pressure of immediate action
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1 out of 2 persons that bought online on Black Friday feel
satisfied. There are no other pregnant feelings strongly
associated with Black Friday.
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