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After the supermarket brawls that made 
the news on Black Friday 2015, the annual 
sale event switched to an online focus 
last year and, on Black Friday 2016, total 
online spend totalled £1.23 billion – 
12.2% higher than the same day in 2015.

Online sales were even higher across the 
week, with an estimated £6.5 billion in sales 
made between Monday 21st November and 
Monday 28th November 2016.

Black Friday always falls on the fourth Friday 
of November, so expect 2017’s sale to hit 
exactly a month before Christmas Eve. 

The countdown is officially on – are you 
prepared for the highest online traffic day of 
the year?

Don’t worry; we’ve got you covered. 



Top Tip:  Often campaign pages are  
deleted at the end of the season and then 
created again the following year, but this 
is a waste from an SEO point of view. It 
means you are effectively starting from  
scratch each year.

Having a campaign page with an evergreen 
URL structure and keeping it live all year  
round means that you get the benefits of the 
page’s history, including user engagement 
metrics, as well as holding on to any links the 
page has acquired.

You can simply remove it from the navigation 
and display an out of season message after 
the event and re-purpose the content the 
following year.

Before Black Friday
 

Preparation is Key!
It may sound clichéd, but the saying ‘fail to prepare, then prepare 
to fail’ couldn’t be more true when it comes to Black Friday.

Here are our top tips for the run-up to this 
major happening:
Prepare a Black Friday landing page   
Or re-purpose last year’s if it’s available. Then  
ensure it is search engine optimised, with the   
user journey perfected.



Promote your landing page    
Add it prominently to your navigation in advance of 
the event and consider adding it as a homepage hero 
banner. As well as user navigation, this also helps SEO 
through internal linking. 

Plan an outreach strategy    
You can use your Black Friday landing page as a 
reference point to direct influencers and journalists 
to. Get your promotions in front of journalists, social 
influencers and bloggers as early as possible to give 
your page the best chance of performing.

Brace yourself for an influx of traffic  
If the amount of traffic you usually receives doubles, 
could your site handle the pressure? 

Make sure your website is equipped to handle a 
sudden surge of traffic as any downtime on the 
website means that potential revenue is being lost. 
Having your developers on call during this period is a 
very good idea. 

It may also be worth considering how this traffic will 
affect the offline part of your business. Can you meet 
the demands of delivery and fulfilment? Do you need 
to adjust your normal delivery schedule to cope with 
demand? Now is the time to consider this so your 
customers expectations are set. After all, you want 
them coming back next year! 



Here’s our PPC Specialists’ advice:
Figure out what your ROAS goals are  
Return on Advertising Spend is usually based on 
profit margins and is normally the most important 
metric to keep an eye on as it will be the foundation 
to your bidding strategy and pricing model.

Understand your impression share  
Looking at your search impression share within your 
search campaigns will give you a good idea as to how 
many searches there have been for your products.

Prepare Your Shopping Feed
Now you know the basics...
Let’s delve a little bit deeper and concentrate on your shopping feed.

Top Tip:  Examining the search 
impression share from the previous Black 
Friday can help you decide on budget 
distribution for this year’s Black Friday.



Create a Black Friday sale shopping feed  
Making sure to update prices and availability as 
regularly as possible.

Top Tip:  If you already know your sales 
prices for black Friday, you can input this 
information now under ‘sale price’ with  
the dates of your sale (such as Black 
Friday). This will automatically update in 
Google to display the sale price and revert 
to the regular price after Black Friday.

Test, test and test again    
With the above in mind, make sure you test your 
Black Friday feed earlier rather than later. Peak time 
is not the time for testing as you could lose a lot of 
revenue if there is feed downtime, even for a matter 
of minutes. Ideally, this will be tested in late October 
to early November. 

Also, watch out for disapprovals. If you are fully 
prepared in advance you should be able to spot and 
combat these before Black Friday takes place. 

Don’t forget to set up daily reports and alerts  
As Black Friday sales typically span over a weekend, 
it’s worth keeping yourself informed.



Drive Awareness
Make sure to drum up awareness of your sale well 
before the event begins to maximise exposure. 

You can do this in a number of ways:
Facebook      
Run traffic ads leading to a specific landing page 
with further information and sponsored content. 

It’s also worth preparing and scheduling a Product 
Catalogue Sales campaign ready for Black Friday  
so that the campaigns are approved by Facebook 
and start running with sales prices as soon as Black 
Friday begins.



Top Tip: This brand awareness activity 
can be followed up by remarketing. 

Using these brand awareness campaigns will 
help you build a remarketing list which you 
can utilise on Black Friday weekend itself, 
encouraging people back to the site to make 
the purchase that they originally didn’t.

Also consider the use of countdowns and data 
capture to engage with your audience in the 
run up to sale day. Be aware that it’s normal 
for sales to dip in the days leading up to Black 
Friday. Why not reward your loyal customers 
with a sale preview? 

Display      
Show display ads to people whose web behaviour 
suggests they are in the market to buy your products 
to inform them of your upcoming deals and discounts.

Other social channels    
If you feel it works for your brand, you can trial 
other social media platforms such as Twitter and 
Instagram – just be careful of costs, as they can be very 
competitive during this period.



During Black Friday
 

All Hands on Deck
Being prepared in the run-up to Black Friday is essential, but that 
doesn’t mean you can sit back, relax and rest on your laurels during 
the big event. In fact, this is when the hard work kicks in.

Make sure there is fluid and open 
communication 

Be prepared for a hectic day with your teams, 
agencies and partners working very closely together. 
You’ll need your developers to be reactive to any 
issues with the website (and communicate this to 
your paid search partner so they can act accordingly 
if any ads needs to be paused) and your digital 
marketing teams/agencies to be responsive to the 
sales performance throughout the day.

 

Take advantage of Google’s data    
If you work with a digital agency who have Google 
Premier Partner status, you may be able to have 
access to real time trend data that can help inform 
bidding strategies throughout the day.

Use your remarketing lists wisely  
Black Friday is prime time to get back in front of 
potential customers and show them products they 
have shown interest in before, but did not buy, that 
are now at a discounted price.



Top Tip: Here are some tried and tested 
strategies to consider that have worked 
well for us in previous Black Friday 
campaigns:

Consider targeting:

 People who have previously purchased  
 more than once

 People who added to basket but never      
 bought

 People who viewed but didn’t purchase  
 products that are now on sale

 Promoting naturally complimenting   
 products to encourage repeat business

 high order value customers    
 These people are worth spending your   
 budget on. 



After Black Friday
Review and Reflect
The sales madness may now be over, but the correct actions now 
could put you a step ahead for next year.

Review the campaign    
What worked and what didn’t? What could have been 
done differently? Use this as a chance to learn from 
your experiences and make next year’s efforts even 
more effective. Write them down as in 12 months this 
will all be an ancient memory.

Take advantage of this period for remarketing  
With increased traffic to your site, you can build up 
some valuable remarketing lists to use during the 
festive period. 

You can also use your newly acquired data for 
Customer Match campaigns and for creating Similar 
Audience lists.

Test throughout the year    
The Christmas period is a great time to acquire new 
customers, but you may like to think about how 
your remarketing lists and purchasing behaviour can 
influence other key seasonal occasions throughout 
the year, such as valentine’s day, mother’s day etc.
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Black Friday
Items purchased on impulse by U.S. consumers 2016
When shopping on Black Friday, which of the following product 
categories would you make impulsive purchases from if you came 
across a good offer?





Case Studies
PPC & SEO; strategies that work.

See how our digital campaigns have helped our clients



SEO case study
The challenge
Happy Beds are an ecommerce company 
that specialises in the sale of a range 
of bedroom furniture, including beds, 
mattresses and cots. Having struggled 
to see SEO results during their time 
with their previous agency, Liberty were 
recommended in order improve their 
online presence.



Our approach
When we first took on the project, we conducted 
in-depth initial research and analysis into both the 
Happy Beds website and the search marketplace in 
which they operate, in order to come up with a long 
term SEO strategy that would result in a dramatic 
improvement in organic visibility.

This involved in depth technical auditing, keyword 
research, user journey mapping and marketplace 
analysis with the aim of fully optimising the site for 
SEO and creating a robust content and social strategy. 
We created engaging SEO content for the website and 
we quickly saw the positive effect the SEO strategy was 
having on Happy Bed’s business goals.

Following this, we developed a content centric organic 
strategy that would render long term organic success. 
We have also worked closely with Happy Beds to 
launch a new website to improve sales even further.

+323%
Organic
Traffic

+360%
Organic

Transactions

+418%
Organic
Revenue



PPC case study
The challenge
Global beauty brand Benefit came to us 
with the challenge of improving their ROI 
and CPA figures through PPC in the UK. 
Benefit also wanted to utilise their data to 
make smarter business decisions.



+24%
Revenue

Our approach
Once we identified Benefit’s goals, we started using 
real data from the site, analytics and AdWords itself, to 
create a strategy that focused on:

Reducing the CPC’s

Gaining more relevant traffic

Reviewing the keyword match types

Optimising for ROI

+525%
Year 2

ROI

+33%
Transactions

“We are impressed with Liberty Marketing’s 
thorough and transparent approach to their 

work on our pay-per-click advertising”

+440%
Year 1

ROI



PPC case study
The challenge
Notonthehighstreet.com came to Liberty in 
October 2016 aiming for a 10% year on year 
increase in its paid revenue for Black Friday 
and Cyber Monday. 

We needed to strategise, plan and 
implement a PPC campaign that would 
deliver these ambitious goals within six 
weeks. No pressure. 

+15.9%
Revenue

+21.1%
PLA

Transactions

+38.1%
PLA

Revenue

+21.1%
Transactions



Our approach
Our strategy prioritised NOTHS’ most popular, 
profitable products, and worked to enhance average 
costs per transaction across the site. Paid channels 
were to become more seasonal and trend-focused, 
and we worked with the commercial team to 
promote products featured on the Christmas TV 
advertising campaign.

At the start of the project, we corrected basic errors 
that had been made in previous campaigns. We cut 
out irrelevant adverts and ensured that the project 
was lean and ready to hit top speed during Black 
Friday Weekend. 

Over the six weeks we collaborated extensively, 
becoming an extension of the NOTHS team and 
revamping their reporting techniques. We worked 
with them to prioritise NOTHS most profitable and 
recognisable products in Product Listing Ads, which 
would increase relevance and improve conversions.

Processes were put in place to increase and decrease 
the relevancy of specific products depending on their 
popularity over the weeks leading up to Black Friday 
Weekend. The campaign was ready for the biggest 
weekend of the eCommerce year. 

While it was going on we honed it further, working all 
hours to trawl through AdWords and find opportunities 
that would enhance traffic and improve transactions.



Some of our 
ecommerce clients...

We have helped clients from all industry sectors



We’re Liberty 
Your new favourite digital marketing agency. 
We help your brand get smart, get noticed 

and get results. Chat with us today. 

Is this the first time you’re 
considering Black Friday 

this year? 

Need a little help this November?



029 2076 6467 
libertymarketing.co.uk

info@libertymarketing.co.uk


