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Black Friday Weekend

This year’s Black Friday takes place in a global cost-
of-living crisis. Many fear a looming and lengthy 
recession. We seek to understand to what degree 
these pressures limit sales and how brands should 
communicate in this environment. 

Black Friday is no longer a solely US phenomenon. 
129 countries now participate in their version of 
the event. Globally across ‘cyber week’, salesforce 
report USD 280.8bn eCommerce sales.  In the UK, 
USD 10.2bn was spent over a record weekend, with 
store footfall up 4.6%.

eMarketer predicted eCommerce sales of USD 
37.1bn for the Thanksgiving holiday weekend, 
accounting for around 16% of US eCommerce 
holiday sales of USD 239.26bn. Roughly double the 
average sales rate for the time of year. 

As a whole, eCommerce accounts for around one-
fifth of the total Nov-Dec retail of USD1.3trn. This 
year was up 7% in 2021; however, much of that 
value increase will result from double-digit 
inflation.  

Cyber Monday is still the most critical eCommerce 
day of the year, although adobe report sales of 
UDS11.3bn, a little down on forecasts.

Thanksgiving day is growing both on and offline -
store visits rose by 19.7% as more stores felt the 
need to open on the day itself.  

Lessons for 2023

The initial lesson is that growth is possible, but 
retailers must work incredibly hard, discounting 
deeply and opening at all times. 

The last mile worries of covid impacted deliveries 
of a lockdown Christmas 2020 and the first mile 
challenges of the supply chain last year are no 
longer significant. 

The easing of supply chain constraints just as 
consumers tighten their belts has led to high 
inventory levels. 

Retailers were forced to discount earlier this year, 
playing a game of 'discount chicken' with 
competitors and consumers, who are much more 
price sensitive. 

Consumers expect deeper discounts this year, 
especially in electronics, where discounts of 27% 
are expected. Sales in this sector have been strong 
worldwide as consumers snapped up bargains 
instead of expected price rises to come. 

Consumers increasingly turn to buy now pay later
(BNPL) schemes to take advantage of short-term 
discounts and spread payments. 20% plan to use 
this season, spending an average of USD 957; this is 
forecast to rise 43% to USD 1371 by 2026.  

The salience of Black Friday has been a powerful 
driver; however, we may be seeing a reverse as 
consumers become more aware of a lack of value 
on Black Friday and deeper discounts from other 
events.

In particular, retailer-led events. Perceptions of the 
best deals have been declining for Black Friday and 
Cyber Monday but increasing for Prime Day in 
recent years.
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Winning in 2023

Retailers have pivoted growth strategies. 
Innovation in the late 2010s focused on experience, 
especially at the high end. We now see more 
practical innovation concentrated on saving money 
and resources.  

In London, volume retailer Primark has opened a 
new vintage concession from worn well, which 
stocks second-hand items, including luxury brands 
such as Burberry and Yves Saint Laurent. 

Not only does this scale up the second-hand start-
up, but it also builds on increasingly important 
sustainability values. It also delivers personalization 
services, driving new value from inventory.

This is an example of where commerce is going 
next – not just the convenience of eCommerce but 
an ecosystem of value around deeper customer 
needs. 

A wide range of technologies and value 
mechanisms across devices, AI, services, and 
personal data will drive this next wave.

In 2023 the immediate need for innovation will be 
delivering savings and value for both consumers 
and brands as we navigate the tough times ahead.   

The OMD Signals 2023 report released later this 
month will explore themes around value, 
sustainability, and technology’s new roles in 
consumer behaviours and attitudes. 

.

Communicating in hard times 

The end of the year sees many religious and 
cultural festivals take place around the world. 
Retailers dub it the golden quarter as gifting and 
socializing increase sales, but strategies must adapt 
to current realities. 

It has increasingly been a time when brands 
communicate their value and values as people 
come together to celebrate.  

We can see shifts in seasonal advertising strategies 
and consumer sentiment in reaction to the current 
climate.

Traditional messages of seasonal excess are very 
much out of fashion this year, focusing more on 
empathetic messaging that understands consumer 
challenges, emotions, and mindsets.

Going beyond messaging product benefits or brand 
values, actively supporting purposeful ESG 
initiatives through comms is becoming more 
widespread. Many are investing in longer-form 
formats to go deep, such as podcasts. 

This is exemplified by perennial UK Christmas ad 
leader John Lewis whose Christmas 2022 ad ‘The 
beginner’ focuses on individual thoughtful 
gestures. 

Sensitive to the change in tone and topic this year, 
MG OMD focussed less on the big launch moment 
and more on helping unpack the message and 
purpose, working with key partners and supporting 
with social content to demonstrate John Lewis’ 
long-term commitment to support the future of 
young people from care. 

As brands compete for increasingly scarce 
discretionary spending in 2023, they must break 
through with ideas with greater meaning and 
resonance.

Jean-Paul Edwards

OMD Worldwide Managing Director, 
Product

jean-paul.edwards@omd.com

https://www.therobinreport.com/what-is-sheins-physical-store-strategy/
https://www.primark.com/en-gb/a/inspiration/the-lowdown/welcome-wornwell
https://www.mylondon.news/whats-on/shopping/london-primark-store-now-second-25561714
https://www.standard.co.uk/insider/primark-oxford-street-vintage-designer-clothes-preloved-louis-vuitton-burberry-b1042029.html
https://fashionunited.uk/news/retail/primark-launches-wornwell-vintage-clothing-concessions/2022082464797
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/becoming-indispensable-moving-past-e-commerce-to-next-commerce
https://oneomnicom.sharepoint.com/:b:/r/teams/OMD-Intranet/Rapid%20Response/Topic%20Deep%20Dives/Commerce/Holiday%20Commerce/becoming-indispensable-moving-past-e-commerce-to-next-commerce.pdf?csf=1&web=1&e=TqVe5A
https://oneomnicom.sharepoint.com/:b:/r/teams/OMD-Intranet/Rapid%20Response/Topic%20Deep%20Dives/Commerce/Holiday%20Commerce/becoming-indispensable-moving-past-e-commerce-to-next-commerce.pdf?csf=1&web=1&e=TqVe5A
https://oneomnicom.sharepoint.com/:b:/r/teams/OMD-Intranet/Rapid%20Response/Topic%20Deep%20Dives/Commerce/Holiday%20Commerce/becoming-indispensable-moving-past-e-commerce-to-next-commerce.pdf?csf=1&web=1&e=TqVe5A
https://docs.google.com/forms/d/e/1FAIpQLScxrYM2zhLEFWTvTQH73dip3h-zv9s4Wuz9GyGWvSxsfZMVPA/viewform
https://en.wikipedia.org/wiki/List_of_multinational_festivals_and_holidays
https://www.marketingweek.com/how-to-ensure-your-marketing-spend-counts-in-the-golden-quarter/
https://www.detego.com/retail_insights_en/retail-en/how_will_the_cost_of_living_crisis_impact_the_golden_quarter_of_retail_2022/
https://www.retailgazette.co.uk/blog/2022/10/advertising/
https://www.marketingweek.com/christmas-advertising-blog-2022/
https://www.adweek.com/brand-marketing/this-torrid-love-story-about-santa-is-an-allegory-for-the-climate-impact-of-christmas/
https://www.creativeboom.com/inspiration/christmas-adverts-2022/
https://www.bbc.co.uk/news/business-63544312
https://www.wgsn.com/insight/p/article/6360197b65949bfe95ad3aa0?lang=en&aliId=eyJpIjoiZ2NZdmRoOUIwRTU3SFwvdEoiLCJ0IjoidW94TGgxUE1iSUdnWFk3WEk0WklqQT09In0%253D
https://www.wgsn.com/insight/p/article/6360197b65949bfe95ad3aa0?lang=en&aliId=eyJpIjoiZ2NZdmRoOUIwRTU3SFwvdEoiLCJ0IjoidW94TGgxUE1iSUdnWFk3WEk0WklqQT09In0%253D
https://www.wgsn.com/insight/p/article/6360197b65949bfe95ad3aa0?lang=en&aliId=eyJpIjoiZ2NZdmRoOUIwRTU3SFwvdEoiLCJ0IjoidW94TGgxUE1iSUdnWFk3WEk0WklqQT09In0%253D
https://www2.deloitte.com/uk/en/insights/topics/marketing-and-sales-operations/global-marketing-trends/2022/brand-purpose-as-a-competitive-advantage.html
https://digiday.com/marketing/as-purpose-driven-ads-face-challenges-this-holiday-could-podcasting-provide-a-lift/
https://www.youtube.com/watch?v=1z0jfP2gCIs
https://www.lbbonline.com/news/how-john-lewis-taught-us-the-importance-thoughtful-gestures
https://www.youtube.com/watch?v=4ufmdOMHIaw
https://www.youtube.com/watch?v=4ufmdOMHIaw
mailto:jjean-paul.edwards@omd.com

