
Black Friday
& Beyond
Copy, design & 
incentive 
examples



It's official: 
Black Friday is a big deal
With many shoppers already preparing for this year’s event, 
Black Friday gives retailers the valuable opportunity to 
strengthen brand affinity and acquire new customers who keep 
coming back, during the Christmas period and beyond.

Featuring examples of everything from incentives and 
messaging to copy and design, we’ve created this look book to 
provide inspiration and guidance for your best Black Friday 
campaign yet.



• Use the type of visuals your 
audience is normally used to but 
give them an interesting black 
treatment

• Example design solutions: black 
background, black image tint, 
black text platform

• Using black products from your 
range can be very effective; you 
can also give the product a 
mock ‘black makeover’ for a 
tongue-in-cheek take on the 
theme

Psst, 
Black Friday has come early.
Refer a friend for 10% off 
everything all week. That’s right, 
the entire week.

This is not a drill.
Get an extra 10% off everything 
this Black Friday.
Simply recommend us to the 
girls.

Feel the Black Friday burn. 
Refer your friends and enjoy a 
free class (or two). 
For every 5 friends you refer, 
we’ll reward you with a free 
class.

• Sneak peek or teaser sales leading 
up to BF

• Discount (or double discount)

• Competition

• Free gift

• Exclusive deals for loyal 
customers

• Subscription upgrade

• Free shipping

VISUALS COPYREWARDS

Ideas to try
Hey, jetsetter. There’s a 
whole world out there. 
Recommend us to a 
friend and we’ll enter you into 
our Black Friday holiday 
giveaway.

Black Friday may be 
ending, but this doesn’t have 
to be goodbye. Come back 
next month for 10% off. 
Simply refer a friend to secure 
your discount. That’s what we 
call a tasty deal



IDEA:
Tiered rewards

Examples



IDEA:
’Win your order back’

Examples



IDEA:
Extended promotion/
retention

Examples



IDEA:
Competition

Examples



IDEA:
Extended promotion

Examples



Many retailers see their sales spike 
during Black Friday – then dramatically 
plummet. With this in mind, we can help 
plan a promotional timeline that keeps 
your sales strong and steady, even into 
the new year.

Promotional timeline

October November December

LEAD GENERATION INCREASE SHARE AND PURCHASE RATES RE-ENGAGE CUSTOMER

We’d tailor this timeline to your 
business and specific requirements. 
In the meantime, here’s an example 
of how it’d work.

NOVEMBER: THE 
COUNTDOWN BEGINS
Increase your offer with referral 
rewards like entering a Black 
Friday competition. For 
maximum results, offer a prize 
relevant to your service and/or 
products

TOP TIP: 
Run a competition to increase 
share rate and promote it on your 
conversion message banner and 
homepage

BLACK FRIDAY, 
29TH NOVEMBER
Make your offer 
irresistible. You may 
not be able to offer a 
50% discount across 
your site, but what 
about within a specific 
category, like your 
best-selling products?

TOP TIP: 
Run a double offer for a 
limited time period, 
promoted via marketing 
newsletters and solus 
emails

CYBER MONDAY, 
1ST DECEMBER
Add your second 
irresistible offer, 
such as 50% off a 
different popular 
category like new 
products or 
accessories.

TOP TIP: 
Create a category 
with high margin 
products

DECEMBER
Now Christmas shopping is 
in full swing, offer exclusive 
promotions to your new 
and existing customers to 
encourage them to keep 
returning (and recommend 
your brand to their friends, 
too).

TOP TIP:
Segment and target your 
customers with different 
messaging

OCTOBER: SNEAK PEEK
This could form part of your 
early lead generation 
campaign. Start with small 
offers, such as free gifts, 
minor discounts on exclusive 
items or free shipping.

TOP TIP: 
Increase excitement and 
anticipation by revealing your 
sneak peek deal on social media



76% of consumers

Last year, Black Friday generated:

are excited for Black Friday. 
Here’s why you should be too.

With more than 70% of 
consumers planning to 
participate this year, Black 
Friday 2019 is set to be even 
bigger. In fact, the final quarter 
of this year is anticipated to 
generate more than 30% of 
total annual revenue.

visits during the 
Black Friday period 
(19-25 Nov 2018)

£1.49
BILLION
of online sales in 
the UK (up 7.3% 
from 2017)

94
MILLION
visits to UK 
retail online 
sites on the day

1.2
BILLION

Black Friday Pro Tip
“Love it or hate it, there’s no 
denying the importance of Black 
Friday. That's why it's essential to 
plan and come up with unique 
marketing ideas that make you 
stand out from the crowd.

We’ll be promoting this year’s 
strategy across multiple channels, 
including our referral programme, 
and look forward to working with 
our Client Success Manager to 
determine the best incentives and 
messaging for this season’s 
campaign.”

Connor Whelan
DIGITAL & E-COMMERCE MANAGER,
Evolve Beauty & S5 Skincare

From copy to design, together we'll make this your best 
campaign yet! Contact your Client Success Manager now. LET'S GET STARTED


