
Confidential     | 1

Preparing For Black Friday 
and Cyber Monday
October 2021



Confidential     | 2

Introduction
The annual events, Black Friday and Cyber Monday see both physical and online 
shops sell their products at heavy discounts. The “tradition” dates back to the 
1950s when streets in Philadelphia were overrun by shoppers, and the police 
named this chaotic day Black Friday. Now a global occurrence, the day –
combined with the following Monday – is welcomed by many retailers who see it 
as a chance to capitalise on the trend.

In 2021 the events are taking place on the 26th and 29th of November, and 
there’s no doubt that retailers are already gearing up for substantial sales. 
Research by Future plc shows that Brits are expected to spend £200 billion on 
Black Friday and Christmas this year.

What’s more, it’s likely that much of this will happen online. There’s recently been 
a general shift to internet shopping, with the Office for National Statistics 
reporting a 32% year-on-year increase in online spending. That’s not to say that 
online sales will come easily. Competition between online retailers is stronger 
than ever and real planning is needed. Here’s some ideas to make sure retailers 
are fully prepared.

1. Introduction

2. Figure out your marketing strategy 

ahead of time

3. Optimise your website

4. Check your site can handle the 

increase in traffic

5. Make the most of your data

6. Ask yourself whether discounts are 

right for your business

7. A word about Advanced Commerce

Table of contents



Confidential     | 3Confidential     | 3

Figure out your marketing 
strategy ahead of time
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Email Marketing
Email marketing can be particularly effective in attracting 

shoppers. Market research company eMarketer reported that 

consumers who buy products from email offers spend 138% 

more than those who don’t receive email offers. This kind of 

marketing is also a great way to keep customers coming back 

to your site beyond the sales period itself.

Assuming you have a large enough email list, you can segment 

your audience by their preferences and interests, then send 

out different versions of your promotional emails. The more 

you can personalise these, the greater the chance your 

customers will find an offer that appeals to them.
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Social Media
When it comes to social media messaging you can reach a 

huge range of people – but you’ll also need to compete for 

their attention. How to shine brighter than other 

companies? 

You’ll want to figure out which platforms to use in the first 

place. Where does most of your audience spend time? For 

example, the younger audience are likely to be on TikTok or 

Instagram, whereas the slightly older shoppers might be 

found on Facebook. 

You could add a sense of urgency to your messages by 

reminding people the offer is temporary, perhaps only while 

stocks last. And make sure to research your hashtags to see 

what popular retailers are using, then follow suit.
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Advertising
How about increasing your advertising spend? 

Running ads on search engines can work well because you’re 
able to target customers who are already searching for the 
kind of products you’re selling. 

Retargeting ads might also appeal – just because someone 
has left your site doesn’t mean you’ve necessarily lost the 
chance of a sale. 

Run ads that display for the people who’ve already interacted 
with your business to tempt them back to your offerings. 

When setting this up, make sure to adjust your retargeting 
cycles accordingly. Also, emails about abandoned carts could 
be sent within a few minutes rather than a few days.
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Optimise your site
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Set up landing pages in advance
People want to know they’re in the right place. By finding specific 
landing pages for your Black Friday and Cyber Monday campaigns 
they’ll be able to easily navigate to the products they’re after. 

In terms of the design? Keep the landing page simple by giving 
one key message and one call-to-action.

• If possible you’ll want to set up the landing page well in advance. 

• The longer the page is live for, the better its SEO and the more 
likely it’ll show up in searches for Black Friday. 

• Moreover, you can whet your customers’ appetites for deals and 
entice them to subscribe to your email list by promising to alert 
them about the best deals.
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Create high ranking product 
pages
Increase your chances of people finding you through search by 
following Google’s best practices. 

For example, list the manufacturer’s specifications; display 
customer reviews; and show three or four quality images per 
product. 

If all this sounds like a lot of work, you could prioritise the products 
you believe will be top sellers.

• What is important for all of your products, however, is that the 
shipping information is clear. 

• Set expectations as to how long deliveries might take, especially 
given the current shortage of lorry drivers and supply chain issues.
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Consider your product sequencing
It’s easy for shoppers to only see the first page or two, missing many 

of your products. 

What will best keep them interested? Do you want to display your 

best-sellers first? Items with the highest stock levels? Seasonal 

purchases? Or a blended mixture? 

Invest in a site platform that gives you the flexibility to display your 

items exactly how you want.  This will not only encourage better 

engagement but will increase your chances for up-selling and 

cross-selling as customers devote more time to your site.

For more information on how Advanced Commerce can help you 

with product sequencing, please visit 

www.advancedcommerce.io.

http://www.advancedcommerce.io/
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Allow customers to easily 
search your products
Some customers will know exactly what they want to buy and 

head straight for your search tool. 

Yet it’s amazing how often this function is lacking on a site –

the search results showing poor or confusing results. 

Make your customers’ lives easier by adding features such as 

autocomplete, and provide a results list with the most relevant 

products at the top.

For more information on how Advanced Commerce can help 

you with site search, please visit www.advancedcommerce.io.

http://www.advancedcommerce.io/
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Plan ahead for fragmented stock
If sales do rocket for particular products, what will you do if 
stocks fragment or you sell out altogether? 

You might want to demote fragmented stock from the first 

pages of your site or from the Product Search, for example. 

Figuring out a plan in advance will mean you can quickly 

adapt your sales strategy so not to miss out on selling other 

products.
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Personalise your site if possible
In a perfect world, customers would be shown exactly what 
they want, when they want it. 

We can edge closer to this possibility by matching customer 

profiles with particular merchandising strategies. 

We might, for instance, know what colours someone 

favours, their clothing size and other preferences. We can 

then show them what they’re most likely to want to buy.
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Check your site can handle 
the increase in traffic
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Shoppers are impatient
Imagine the agony of your site crashing during the sales period. By allowing 

enough time for testing and correcting ahead of the 26th, you can work out how 

much traffic your site can handle. 

Tools such as Load Impact allow you to simulate peak traffic numbers and to 

gauge how your site will perform in terms of speed and reliability. 

If you do need to change certain site elements, it might be a case of – for example 

– compressing images and using plug-ins.

According to Sleeknote, 57% of 

shoppers will abandon a site if 

they have to wait three seconds 

for a page to load.

Remember: shoppers 
will be impatient
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Make the most of your 
data
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Shoppers are impatient
There’s arguably nothing more valuable than looking at your sales from the 

previous Black Friday. What products sold best? What surprised you?

Of course there will be changes in consumer habits, but it’s a great starting point 

for creating your sales strategy. Perhaps there was a most popular time of day for 

sales? Or indeed a day that sold more? In the States, Cyber Monday sales tend to 

exceed the more well-known Black Friday sales; Adobe’s 2020 shopping insights 

report showed an overall revenue of $10.8 billion on the Monday, compared to $9 

billion on the previous Friday.

Third-party data will soon be a thing of the past. Make the most of your first-party 

data by creating segments. For example, the top spenders; people who frequently 

return items; recent acquisitions. You can then use these segments when creating 

adverts, allowing yourself to target specific groups of shoppers.
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Ask yourself whether 
discounts are right for your 

business
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Gaming the system
Offering large discounts is not the only approach to Black Friday and Cyber 

Monday. 

Arguably, when retailers consistently offer so many deals they encourage 

shoppers to game the system – for example, a shopper might wait for discount 

season to buy products without any intention of becoming a long-term customer.

More importantly for the individual retailer, the discounts might not be right for 

their business. Their audience might actually dislike the culture of hyper-

consumerism that is associated with the sales periods. Instead the business could, 

for example, devote the events to raising money for charity or inviting people to 

“shop slow” where sales last for a whole month.

Photo by rupixen.com on Unsplash

https://unsplash.com/@rupixen?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/ecommerce?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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A word about
Advanced Commerce
GrapheneHC™ is a new software platform 
from Advanced Commerce.

It provides the ultimate merchandising control 
of your site, enabling you to compete more 
effectively online. 

Book a free consultation to see exactly how it 
could grow your sales.

https://meetings.hubspot.com/andre194/30-minute-meeting
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Get in touch
US Office
31 West 34th Street, Manhattan, New York, NY 
10001
+1 (212) 476 7844

UK Office
20 North Audley Street, Mayfair, London, W1K 6LX
+44 (0)20 3884 0002

EU Office
Calle del Doctor Castelo, 44, 28009, Madrid
+34 910 60 08 95

www.advancedcommerce.io

info@www.advancedcommerce.io

http://www.advancedcommerce.io/
mailto:info@www.advancedcommerce.io

