
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

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.

Black Friday is a highly anticipated moment for many consumers, and their behavior 
before and after the campaign can reveal a lot about what motivates their purchases.
It is the time when discounts and special o�ers capture attention, and consumers are 
more willing to make planned purchases or even engage in impulse buying.
From long-desired products to unplanned purchases, each choice reflects their 
desires and needs.

THE IMPACT OF THE 
PRE-BLACK FRIDAY 
CAMPAIGNS

In the past three years, the data has 
remained stable, with variations of no 
more than 5 percentage points. Discounts 
o�ered by some stores before Black 
Friday or at other times of the year have 
divided consumers into three nearly equal 
groups.

BLACK FRIDAY 
ONLINE 
PRE-PLANNING

The top Black Friday practices highlight a 
well-thought-out approach to shopping, 
with consumers focusing on comparing 
prices and saving product options in their 
shopping carts or favorites. Many shop-
pers take a strategic route by adding mul-
tiple product variants to their carts, ensur-
ing they don’t miss any potential deals. 

Most Romanians selected their Black 
Friday purchases based on necessity: 50% 
needed products they were lacking, while 
24% wanted to replace items they already 
had at home.

NAVIGATING THE DEALS 
LANDSCAPE

DECISION DRIVERS IN 
CONSUMERS’ CHOICES

BLACK FRIDAY 
PURCHASES TIME

Black Friday consumers tend to adopt a 
balanced approach between planning and 
spontaneity. Most prepare their purchases 
in advance, having products they've 
wanted for a while, but there are also 
those who search for deals throughout 
the year to ensure they make the best 
purchases. 

2021 2022 2023 2024

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

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 2022, consumers in the 
current and previous year have adopted a 
more strategic approach, planning their 
purchases in advance.

2018

2019

2020

2021

2022

2023

2024

I look for the products I need 
and compare prices

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

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

I actively look for deals all year round to 
make sure I’m buying at the best price on BF

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

I often make unplanned purchases on 
Black Friday

I prefer Black Friday to be a short period of 
time but with substantial discounts valid for 
a short period of time.

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

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

I save only the desired products 
directly in the shopping cart

I save to favorites only what I am looking to buy

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

None of the above

[ % ] 

[ % ] 

Desired content (pre BF) Actual liked content (post BF)

DECODING CONTENT 
PREFERENCES

When it comes to the content associated 
with the Black Friday event, such as the 
types of materials and how o�ers are pre-
sented, there are significant di�erences 
between what Romanians say they want 
and what truly captures their attention. 

[ % ] 

Video tutorials for using purchased 
products

Contests with attractive prizes for 
participants

Contests with prizes 

Shopping guides for di�erent product 
categories

Photo galleries with satisfied customers 
and enthusiastic reviews

Informative articles about the benefits 
of products on o�er

Warning messages for customers with 
products on their wishlist

Articles with shopping tips for Black Friday

Special episodes dedicated 
to Black Friday o�ers

Personalized newsletters 

Classic advertisements 

Detailed reviews of products on o�er

Clips promoting special Black Friday o�ers

Notification messages with price discounts
on products on their wishlist

Daily posts with exclusive Black Friday deals

39% 27%

21% 35%

40%

38%

11%

11%

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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20
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20
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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

30
  

 
27

  
 

28

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

Larger quantities 
of products that 

I usually use

32
   

28
   

30

22
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32   30
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13   
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In 2024, a 5-p.p. drop in the conversion 
rate was recorded compared to 2023 – 
even though purchase intentions during 
the Black Friday period remained con-
stant, the number of Romanians who fol-
lowed through with their planned pur-
chases decreased (2023: 81% vs. 2024: 
78%).

The decline in the number of people 
making Black Friday purchases, despite 
steady intentions, can be attributed to 
economic factors such as inflation and 
rising living costs. Additionally, consumers 
are becoming more cautious, prioritizing 
savings or taking more time to compare 
o�ers. Market saturation and shifting 
shopping habits, such as a preference for 
other discount periods, may also contrib-
ute to this trend.

While they claim to prefer o�ers show-
cased through contests, satisfied custom-
er reviews, and traditional promotion 
methods, in reality, the types of content 
that attracted the most interest were dif-
ferent. Romanians showed greater inter-
est in daily posts, notifications, videos 
featuring event o�ers, and detailed re-
views of promoted products.

Others prefer a more spontaneous ap-
proach, browsing promotions without 
saving items.

This shows that while some consumers 
are highly organized and plan, others are 
driven by impulse and the excitement of 
immediate discounts. In general, it ap-
pears that shoppers prioritize both care-
ful selection and flexibility when it comes 
to Black Friday purchases.

Some are drawn to impulsive buying 
during the event, while others prefer the 
deals to be spread out over a longer 
period to take advantage of them. 

However, the Black Friday period also 
sees purchases made for enjoyment, with-
out a specific reason, as well as gifts for 
loved ones.

78

Exclusive online shopping remains the 
main purchasing option for 7 out of 10 
Romanians on Black Friday. In 2024, there 
is a slight increase in the preference for a 
mix of online and o�ine shopping, while 
traditional in-store purchases have de-
creased by 3 percentage points.

Black Friday shoppers prefer online shop-
ping due to the time saved, much larger 
discounts compared to physical stores, 
and the ease of comparing prices across 
di�erent retailers. They are looking for 
ways to simplify their shopping experi-
ence while also saving money.

Analyzing the conversion rate, we observe 
a diversified top that includes both skin 
care products and appliances or televi-
sions – items with a high cost and long 
lifespan. At the same time, this list also 
features fast-consumption products, sug-
gesting that the Black Friday event is not 
exclusively dedicated to expensive pur-
chases. 

Compared to the last 3 years, it seems 
that Black Friday discounts are seen as 
increasingly advantageous by customers.

I bought both 
planned and 
unplanned things

[ % ] 

Products with a big discount

Ads for specific product 
promotions

Installment payments

The fact that other people 
in my group are also buying 
things on Black Friday

Something else

The impulse/pleasure to buy on 
the spur of the moment when I 
see something I want on sale

[ % ] 

The ranking of information sources for 
Black Friday 2024 shows a preference for 
TV and online advertising, along with re-
tailers' websites and search engines. 
Social media, especially Facebook, plays a 
significant role in influencing purchasing 
decisions. In-store interactions and price 

INFORMATION SOURCES 
FOR BLACK FRIDAY 
OFFERS

20
21

20
22
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23
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21
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22
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23
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21

20
22

20
23

20
21

20
22

20
23

20
21

20
22

20
23

20
21

20
22

20
23

20
21

20
22

20
23

Online search
engines

Websites with
all retailers

and their o�ers

Retailers’ websites

35
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29
  

 
26

  
 

25
 

19
 

18
 

19
 

Posts on Facebook TV ads

Directly in store

26
  

 
21

  
 

22
 

25
   

20
  

 
25

 

Online comments Friends,
family, colleagues

Instagram posts

Online ads
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 2

2 
 

 2
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Retailers flyers

TRIGGERS FOR BLACK 
FRIDAY SHOPPING

Notably, 58% of shoppers successfully 
completed their planned purchases, 
staying true to their original intentions. 
Substantial discounts remain the 
dominant factor driving Black Friday 
shopping, with consumers' decisions 
showing little influence from the 
shopping behavior of others.

DIVING INTO DESIRE: 
ME-FIRST SHOPPING THIS 
BLACK FRIDAY

ONLINE LEADS, IN-STORE 
STILL STANDS

The list of people Romanians intended to 
buy gifts for on Black Friday aligns with 
the list of those they bought gifts for. 
However, the data reveals a decrease in 
the number of shoppers compared to 
those who had planned to buy gifts for 
their loved ones.

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

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

58% 26%

Intended Bought

For the 
family

For 
friends

For work 
colleagues

For 
someone 

else

64 60 61 54 34 24 37 23 16 9 6 2 1

For me 
personally

For the 
children

For 
partner

[ % ] 

[ % ] 

MAIN DEVICES & 
PLATFORMS USED

POPULAR CATEGORIES 
FOR BLACK FRIDAY 
SALES

BLACK FRIDAY 
DISCOUNTS PERCEPTION

Regarding customer satisfaction for Black 
Friday, the average score is 5.3, which 
indicates that consumers are generally 
satisfied with the event, but there is still 
room for improvement.

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 2024 2021 2022 2023 2024 2021 2022 2023 2024

Intended Bought Conversion index [ % ] 

Intended Bought Conversion index [ % ] 

It can be observed that since 2020, the 
budget allocated for the Black Friday 
event has been on an upward trend. 

One factor for the increased shopping ap-
petite may be attributed to the promotion 
techniques during the event. Year after 
year, retailers improve their marketing 
strategies, o�ering increasingly attractive 
discounts.

PLANNED VS. 
ACTUAL SPENDING 
FOR BLACK FRIDAY

Garden and 
patio products 
and accessories

Pet food and 
accessories

Other cosmetics 
(e.g. hair dye) 

Toys or 
children’s 
items 

Mobile phones, 
tablets or 
accessories 

TVs, electronics

Personal hygene 
products
(e.g. soap)

Home appliances Clothes, shoes, 
accessories 

89

34 2628 22

77

77

11 823 20

86

4
4

38

Skin care 
products 

1   

2 

2 

2 

7   

11   

11   

24

17 

12 

32   

21   

22 

36   

50   

52 

Extremely unsatisfied Extremely satisfied[ % ] 

2023

2024

6 18 25 18 2475

67%

74%

2022 3 18 26 23 2362

71%

2021 56 19 21 21 207

62%

2021

2022

2023

2024

2021

2022

2023

2024

2021

2022

2023

2024

2021

2022

2023

2024

comparison websites are also essential for 
transparency. Newsletters and recommen-
dations from friends and family are impor-
tant factors as well. Visual channels, such 
as Instagram, and online comments have a 
smaller impact but still contribute to the 
information process.

Compared to the previous year, there are 
slight changes in how consumers engage 
with the Black Friday phenomenon. Over 
the past two years, people have become 
increasingly aware of this event and its 
benefits – whether it’s about stocking up, 
purchasing more expensive items, buying 
gifts, or simply indulging themselves.

URBAN ONLINE USERS
RELATION TO BLACK FRIDAY 

Involved Buyers

Seduced Buyers

Black Friday Indi�erent

Lost Buyers

Currently, there is an upward trend in the 
number of consumers who plan for Black 
Friday and make purchases during the 
event. On the other hand, the share of 
those who can be persuaded along the 
way by attractive o�ers has decreased by 
5 p.p.

I bought the 
things I planned

69

26

22

18

14

3

This suggests that, although Romanians 
are generous and consider all the impor-
tant people in their lives, the financial 
constraints of the Black Friday event 
made it di�cult to fulfill all their gifting 
intentions. 

As a result, it seems that most people 
chose to focus their purchases on them-
selves and their immediate family, possi-
bly due to budget limitations or the prior-
itization of closer relationships.

Channels Spotlight

Regarding in-store shopping, customers 
choose this option for the ability to test 
products before purchasing, to obtain the 
desired items immediately, and to avoid 
delivery costs. These preferences suggest 
that, although online shopping is more 
convenient, consumers still want to see 
and test the products. This may indicate 
that websites should provide more de-
tailed product descriptions.

16 20 2520 20 21 36 24 4
0

35 394
8

36 4
0

4
9

4
3

38 38 324
8

38 28 34 26

Products Runway

Consumers seem to take advantage of 
discounts to stock up or address immedi-
ate needs. This behavior indicates a bal-
anced approach, where shoppers com-
bine the desire to save on major purchas-
es with the need to meet everyday re-
quirements. Black Friday becomes an op-
portunity not only for long-term invest-
ments but also for e�cient daily budget 
management.

Emotional Echoes

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

20
21

20
22

20
23

20
24

In store only

11610 8

20
24

20
21

20
22

20
23

Online and in store

23 272319

20
21

20
22

20
23

20
24

Online only from 
retailer's websites 
and mobile apps

66 667171

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

CHRISTMAS IS TOP OF 
MIND FOR GIFTING

I buy Christmas products/services during 
the season of discounts and special o�ers

I enjoy doing my Christmas shopping in 
advance, starting in October

For me, the best time to buy Christmas 
products/services is the week before

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

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

I participate in 'Black Friday' events or 
other special campaigns to buy 
products/services at a discount

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

I don't know/don't answer

Compared to 2024, the level of satisfac-
tion with Black Friday has increased by 7 
percentage points, which is also reflected 
in the growing interest for the 2025 event. 
The average score of 5.6 indicates a posi-
tive trend but also suggests that there is 
room for improvement.

FUELED BY 
FESTIVE 
SPIRIT

Compared to 2023, Romanians seem to 
be more mindful of their budgets and 
appear to make more rational purchases, 
focusing more on the discount period for 
buying gifts or planning their shopping 
list in advance, likely to spread expenses 
over a longer period. In the previous year, 
most consumers reported doing their 
shopping a week before Christmas.

LEVEL OF INTEREST 
TOWARDS BLACK 
FRIDAY 2025

Not at all interested Very interested[ % ] 

2023

2024

71%

80%

63%

66%

2022

2021

3 3 5 18

19

195

68 4

37

22 17 32

26

26

19

20

18

20

20
21

20
22

20
23

20
24

20
21

20
22

20
23

20
24

20
21

20
22

20
23

20
24

20
24

20
21

20
22

20
23

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
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62

   
65
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38
   

32
 

32
   

31
   

29
 

22
   

29
   

25
 

15
   

15
   

12
 

31

29

24

24

16

12

1

7

Jingle All the Way 

Ask consumer@starcomww.com for details

94%

Black Friday
Conversion rate 2024

83%

Black Friday
Buying Intention

78%

Black Friday
Purchase
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38
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Although the majority seems una�ected 
by early campaigns, there is a segment 
whose interest wanes due to these 
practices, while, on the opposite end, 
some are intrigued and motivated by 
them. It may be overwhelming for 
consumers to be exposed to such many 
campaigns.

31%

28%

42%

31%

25%

44%

34%

23%

43%

31%

30%

39%

30%

31%

40%

11% 34% 25% 17% 13% 1%
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Retailers’
newsletters

Websites that
compare prices

and o�ers

Posts on other
social networks

YouTube
videos

9 

10 79  

48% 52%
48% 52%

67% 33%
69% 31%

5% 95%
4% 96%
14% 86%
9% 91%

16%
I only 
bought 
unplanned 
things

20% 80%
20% 80%
4% 96%
7% 93%

26% 74%
27% 73%
15% 85%
15% 85%

28 23 27

Make up 
products, 
perfumes

74

27 20

73

12 9

72

17 12

70

27 19

68

8 6

Personal care 
devices (eg. 
electric razor)

68

22 15

Home 
decorations

62

20 13

DIY products 

59

10 6

Auto-moto 
items (eg. 
tires) 

58

11 6

48

Furniture and 
mattresses

Power tools 
and 
implements

Photo, video or 
optical items 

Sport and 
outdoor 
equipment 

Holidays and travel

Books

Computers, 
laptops and
PC accessories

56

52

53

39

56 4951

44

49 47 44
48

17

12
11

638 20

10

14 4

5

4 23 1 3

8 3

16 8

Watches, 
jewelry

11 5 14 5

Games 
consoles 

7

36

CD/DVDs with
music, movies,
or games

Real estateCars

This can lead consumers to allocate more 
of their annual budget to Black Friday, an-
ticipating substantial saving opportuni-
ties.

Many consumers are increasingly aware of 
the benefits of making long-term pur-
chases on Black Friday, planning their 
shopping for the entire holiday period 
(not just for gifts) or for other needs that 
arise throughout the year. Thus, the allo-
cated budget increases to cover more 
product categories, from electronics to 
household items, making Black Friday a 
more important moment in financial plan-
ning.

Intended Spent
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More info:

• Type of online store preferred for 
BLACK FRIDAY 2024 shopping

• Devices used for BLACK FRIDAY 2024 
shopping

• Key drivers for online purchases on 
BLACK FRIDAY beyond lower prices

• Criteria for selecting products or 
services on BLACK FRIDAY 

• Total budget planned for BLACK 
FRIDAY 2024

• Budget allocation by product/service 
categories

• Reasons for unplanned purchases on 
BLACK FRIDAY 2024

• Reasons for not participating in the 
BLACK FRIDAY 2024 campaign

• Reasons for lack of interest in BLACK 
FRIDAY 2024

• Reasons for abandoning planned 
purchases on BLACK FRIDAY 

• Aspects found most unpleasant about 
BLACK FRIDAY 2024

• Types of online stores used for BLACK 
FRIDAY  2024 shopping

• Specific stores for purchasing various 
product categories

• Types of content creators followed for 
BLACK FRIDAY content

• Actual budget spent on BLACK 
FRIDAY 2024

• Comparison between planned and 
actual budget

• Incidence of product returns after 
BLACK FRIDAY 2024

• Reasons for returning products 
purchased on BLACK FRIDAY 2024

• Detailed socio-demographic profiles 
by segments, available upon request, 
based on the existing respondent 
bases for the requested segments 
(recommended >100 respondents).

• Conclusions and Trend Analysis 
2018–2024

2020 2021 2022 2023 2024

2024

2023

2022

2021

2020 2021 2022 2023 2024

Average amount (RON)

2021 2022 2023 2024

42

I don't know There weren't price 
di�erences between 
Black Friday and the 
rest of the year

Very small 
discounts

Normal/acceptable 
discounts

Significant 
discounts

[ % ] Two weeks 
before Black 
Friday

More than two 
weeks before 
Black Friday 

The week 
before and 
after Black 
Friday 

The week 
before Black 
Friday 

The weekend 
around Black 
Friday

On Black 
Friday 


