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After the Black Friday supermarket 
brawls that made the news in 2015, 
the annual sale event switched to 
an online focus and last year (2017) 
online spend totalled £1.39 billion, 
11.7% higher than Black Friday 2016. 
This was ahead of the original forecast 
of +9% growth for the day.

The year before in 2016, online spend 
was 12.2% higher than the same day 
in 2015. These Black Friday figures are 
despite many retailers launching their 
discounting campaigns in advance 
of the day itself, extending the peak 
activity over a longer period.

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.



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.

Some tips from our strategists in the 
run-up to this key calendar event:

Prepare a Black Friday landing page
Or even better, 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.

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.

TOP TIP:
Often campaign pages are deleted at the end of the 
season and re-created the following year. This is a waste 
from an SEO point of view. 



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.

In the graph below, the blue line shows the number of 

those who were actively promoting Black Friday specific 

discounting campaigns prior to Black Friday itself.

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 

potential revenue is being lost.

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!

from IMRG

Having your 
developers on call 

during this period is 
a very good idea.



Before Black Friday

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

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 and shopping campaigns will give you a good 

idea as to how many searches there have been for your 

products. It will also give you an idea how often your 

ads are shown in comparison to the number of auctions 

it could have participated in, and how often your ads 

show over your competitors’. Based on this information, 

you can increase your bids or total advertising budget.

Set up daily reports and alerts
As Black Friday sales span over a weekend, it’s worth 

keeping yourself informed either daily or hourly on your 

KPI’s such as conversation, converstion value, ad spend, 

search impression share etc. 

By setting up alerts you’re able to be responsive to 

ad issues or trends immediately, and make effective 

changes to your advertising strategy.  

Examine search
impression share 
from last year to 

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. 

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.

Shopping 
Transactions: 

+85%Shopping
Revenue: 

+74% Black Friday 2017 vs 2016
(Liberty client)

TOP TIP:
If you already know your sales prices, input them now under ‘sale price’ with 
Black Friday’s date. They will automatically update in Google in-time-for and 
after the event. *Remember Black Friday runs through to Cyber Monday.



Before Black Friday

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 advertising
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.

Instagram advertising
If you have a visual product for a younger target 

audience, Instagram advertising may work for you. 

Instagram stories has blown up this year,  with 80% of 

all daily active Instagram users watching Stories just 

as often as they’re checking their feed. Though invest 

wisely, since Instagram’s CPC is still higher than that 

of Facebook.

Other social channels
If you feel it works for your brand, you can trial other 

social media platforms such as Twitter and Messenger 

– just be wary of costs, as they can be very competitive 

during this period.



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.

Unsure how to do this? We have a recorded presentation 

delivered by our Managing Director, Gareth, on 

advanced advertising techniques; 10 targeting options 

in 20mins, that we would be more than happy to share.

Using these brand awareness campaigns will help 

you build a remarketing list which you can utilise on 

Black Friday and over Cyber Weekend, 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?

TOP TIP:
This brand awareness activity can be followed up 
by remarketing, bringing non-converters back to the 
website to make that all important purchase.



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.

Ensure fluid and open communication is 
maintained between agencies and partners
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 like Liberty, you may be able 

to have access to real time trend data that can help 

inform bidding strategies throughout the day.

Transactions: 

+82%
Revenue: 

+71%

Conversion Rate: 

+8.96%

Black Friday 2017 vs 2016
Brand Search Campaign

(Liberty client)



INSIDER TIP:
Here are some tried and tested targeting 
strategies to consider that have worked well 
for us in Black Friday campaigns:

Loyal customers
People who have previously 

purchased more than once.

Product specific 
remarketing

Products viewed but not 

purchased that are now on sale.

RSLAs
For broader terms to loyal and high order value customers. 

These people are worth spending your budget on.

Cart abandoners
People who added to basket 

but never bought.

Complimentary 
products

Promoting products to 

encourage repeat business.



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 to make next year’s efforts even more 

effective; and be sure to write them down!

Cyber Weekend isn’t over yet!
Take advantage of this period for remarketing, 

especially on Cyber Monday. With increased traffic to 

your site, you can build up some valuable remarketing 

lists to use now and later (i.e. during the festive period).

Transactions: 

+200%
Revenue: 

+89%

Conversion Rate: 

+12.21%

Cyber Monday 2017 vs 2016
Search + Shopping Ad Campaigns

(Liberty client)

You can also use 
your newly acquired 

data for Customer 
Match campaigns 

and creating Similar 
Audience lists.



“Retail sales continued to grow in the 
last three months of the year partly 
due to Black Friday deals boosting 
spending.

Consumers continue to move 
Christmas purchases earlier, with 
higher spending in November and 
lower spending in December than seen 
in previous years. However, the longer-
term picture is one of slowing growth, 
with increased prices squeezing 
people’s spending.

Over the year the proportion of internet 
spending is continuing to rise, with 
almost one in every five pounds spent 
online by the end of 2017.”

Rhian Murphy, ONS Senior Statistician.
Statistical bulletin:
Retail sales, Great Britain: December 2017


