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Black Friday and Singles’ Day are, without a doubt, the two biggest shopping events of the year.

With revenues reaching into the trillions of dollars and revenue records continuing to break, these two shopping 
holidays have captured the minds of shoppers not just locally, but globally.

But, what is the effect, in real terms? We set out to discover just how these traditionally U.S.- and China-centric 
events are playing out across the world. Let’s take a closer look.
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Does Europe’s holiday shopping season 
start with Black Friday?

It’s impossible to overstate the impact that Black Friday has across the U.S., but is the event managing to extend its 
reach across the Atlantic?

It’s true that Europe is no stranger to the hype of Black Friday: in fact, it’s hard for anyone to get away from the 
deals, promotions and inevitable news stories that come out of these famous holidays. That said, we wanted to 
gauge interest by seeing how much European shoppers respond to this quintessential American shopping day.



100

80

60

40

20

0

2014 2015 2016 2017

United Kingdom Spain France Germany Italy

 4

Black Friday fact file 
Occuring the day after Thanksgiving, Black Friday officially rings in the onset of Christmas shopping, with 
vendors, physical and online, reducing prices across the board in order to entice holiday spenders into their 
stores.

And those shoppers respond, with sales rising each new holiday season. Estimates for mobile shopping on Black 
Friday amount to approximately 40% of total online activity, with spend estimated at around $1.2 billion on the 
day itself. This likely signals that people are either becoming more comfortable with staying home to do their 
shopping, or choosing to make more purchases on mobile while out and about.

But has that success been mirrored in Europe? And, if so, by how much?

Black Friday has crossed the Atlantic 
Though Black Friday is a predominantly U.S.-focused event, Europe has warmed up to the ‘shopping holiday’, and 
it now serves the continent as an unofficial start of the Christmas season as well.

A quick comparison of each country on Google Trends (tracking search volume on the day for the term “Black 
Friday”) reveals this change in European attitudes over the past four years:

If ‘100’ represents peak consumer interest, then four out of five European countries have become more engaged 
with Black Friday, with only the U.K. losing interest over this time period.

So, if we’re seeing a general trend of growing interest in each market, is that reflected in the spend?

Consumer searches for “Black Friday” between 2014 - 2017
Source: Google Trends

https://www.thebalance.com/what-is-black-friday-3305710
https://www.ama.org/publications/eNewsletters/Marketing-News-Weekly/Pages/black-friday-2017-infographic.aspx
https://trends.google.com/
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At its highest, Black Friday shopping reached 143% more revenue spent via mobile versus the average of the 
quarter in Europe, with a spike reaching far beyond other times during the quarter. But what does this look like 
by countries within the region?

What is the real effect of Black Friday?
To see the total revenue on each day of Q4 2017, we looked at all the apps we track across six major markets in 
Europe. Our data is taken at the user level (so, purchases made by users based in certain regions) as opposed to 
apps made in a certain place.

Below you can see the general outline of what occurred during the period, accumulating revenue data from all 
six countries into one chart:

Significant dates in EMEA for Q4 vs. in-app revenue
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Here, it’s proven that Black Friday has a marked effect on Europe. Countries such as Germany and Italy have 
really embraced both the holiday and m-commerce trends by driving mobile purchases at a higher rate than any 
other.

Percentage increase in revenue generated on Black Friday 
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This effect, combined with the decreased interest we’ve seen in searches, might even further explain the 
relatively lower performance against other countries - along with the consolidation major players are making by 
extending their dominance over the shopping season. Furthermore, U.K. shoppers are feeling fatigued, “because 
they no longer feel as if they can find significantly better discounts than at other times.”

Meanwhile, in France, sales periods are restricted by law to just two times during the year: with one in January 
to February, and another from June to August. While sellers can promote “activities” on the day, it’s illegal 
for retailers to sell at a loss during Black Friday. As such, shopping is relatively quiet in the region. But clever 
marketing can still capture the spirit of the holiday - causing an uplift in shopping on the day itself.

Germany saw the biggest spike - 176% - on Black Friday. Other than that, the market sees little dips in activity 
throughout the period, with a low a few days before Christmas Eve.

How do the regions compare?
You might expect France and the U.K. to see bigger business on Black Friday, but each country has some 
standout traits that do affect how they compare to each other.

For instance, the U.K. has Boxing Day (December 26th), a traditionally popular shopping holiday - and one which 
might take a bite into Black Friday’s performance.

UK revenue spikes on Black Friday and Boxing Day

https://content-na2.emarketer.com/holiday-shopping-in-europe
https://content-na2.emarketer.com/holiday-shopping-in-europe
http://www.europe1.fr/economie/soldes-existe-t-il-encore-des-regles-2945942
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What marketers can do with this data
How does this data apply to mobile marketers? Let’s review some tips and find out. 

Don’t be cynical about the holiday

Naysayers be damned, Black Friday is here to stay.

With revenues spiking for each region, it would be a mistake to not try to capitalize on the hype.

If you’re still on the fence, try and experiment in the lead-up to Black Friday. Segment the users who’ve 
purchased items similar to the inventory that you’re ready to place on sale. Engage those users on Black Friday 
(or within a few days before or after - more on that below) with timely messaging, and observe the rise in 
engagement and purchases on the day.

Deep links will also come heavily into play - once they’re set up, users will be redirected straight to the product 
that’s advertised.

Revenue generated in German m-commerce in Q4 2017
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Make no mistake, mobile is growing as the primary point of contact for shopping. It is now an accompaniment for 
users who want to compare prices, and perhaps order online while in store. 

Black Friday looks set to maintain its status as a marquee event in Europe’s shopping calendar year. But it’s not 
the only shopping holiday that’s having a powerful hold over neighboring markets. Enter Alibaba’s blockbuster 
Singles’ Day. Taking place each 11/11 on the calendar, the event is on track to take center stage. We’ll take a 
closer look at how it affects the APAC region in the following section.

The time around Black Friday can be just as crucial

With “early access to Black Friday sales...high on the agenda for consumers (38% U.K., 31% U.S.),” it should 
come as no surprise that the week leading up to (and the weekend after) could have just as much potential for 
shopping as the day itself.

In our data, the week around Black Friday experiences an approximate 45% increased average in shopping 
per day compared to the rest of Q4. As such, start early and keep the momentum right until the end of Cyber 
Monday - it could pay big dividends.

M-commerce is the real driver of Black Friday in Europe

The previously mentioned report by Periscope surveyed just over 1,000 participants in the U.K. and U.S. It found 
that 35.6% of U.S. and 38.24% of U.K. shoppers use mobile as their primary channel for discovery. Of the same 
group, 9% of U.S. and 18.5% of U.K. shoppers planned to buy exclusively online, but around 60% of respondents 
planned to mix between online and brick-and-mortar stores. These numbers are backed up by eMarketer figures 
shown below.

https://www.periscope-solutions.com/download.aspx?fileID=3255
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Singles’ Day: 
The world’s largest shopping event

Singles’ Day, also known as 11/11, began as a humble student celebration but has since become China’s shopping 
phenomenon.

But, as we have seen with Black Friday, is 11/11 also crossing borders, becoming an international shopping holiday 
of its own?

We wanted to find out if we saw a big uplift of in-app activity, so we sampled installs, sessions and events from 
four Southeast Asian countries to see whether 11/11 has become a successful export. If you’d like to see even 
more data, click on the banner below to be taken to the newest update of our Global Benchmarks tool, which 
allows you to dig into some of the same figures presented below.

Before we jump into the results, first, let’s start with a little background on Singles’ Day.
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Uplift of app installs on Singles’ Day in SEA

Singles’ Day fact file 
Alibaba’s founder, Jack Ma, kickstarted the idea of a shopping holiday promotion around Singles’ Day, already a 
popular event in China for students, to capitalize on its theme. 11/11 has strong connotations with singledom (with 
four ones making up the entire date), so establishing a shopping holiday for single people to treat themselves was 
almost a no-brainer. Since then, 11/11 has become a rival of sorts to Valentine's Day. A monster moneymaker for 
Alibaba, it has also become an entertainment festival, with Mariah Carey performing at 2018’s Singles’ Day event.

In 2017, 11/11 “sold [more merchandise] in the 24 hours of Singles’ Day than during the five-day U.S. holiday-buying 
spree” running from Thanksgiving to Cyber Monday. In fact, Singles’ Day generated 168.2bn yuan ($25.3bn) in sales 
for Alibaba in China alone - a 39% increase over 2016. Critically for app marketers, around 90% of transactions 
were made on a mobile device.

In 2018, those numbers were eclipsed, with 213.5 billion yuan ($30.8 billion) in sales, including a record $1 billion 
(£774m; €883m) in sales in just 85 seconds.

How are apps affected by Singles’ Day?
Here, our dataset covers m-commerce apps that Adjust tracks across Southeast Asia (SEA) - namely Indonesia, 
the Philippines, Singapore and Thailand in Q4 2017. All charts display figures relative to performance in the same 
country across the quarter.

Here we look at three different metrics, installs, sessions and events, to see if there was more activity from new 
and existing users taking advantage of the day. According to our data, the app marketplace capitalizes on Singles’ 
Day, with between a 47% to 149% increase in app installs compared to the average during the Q4 timeframe.

Thailand sees the largest percentage increase, with 149% more installs on Singles’ Day. Indonesia feels less impact, 
with only around 20% more installs. However, overall, SEA sees a positive impact from 11/11, at least when it comes 
to users downloading new e-commerce apps.

But what about sessions? Does the rise in app downloads correspond to an increase of in-app activity?

https://www.bloomberg.com/news/articles/2018-11-11/how-singles-day-became-biggest-shopping-spree-ever-quicktake
https://www.bloomberg.com/news/articles/2017-11-12/alibaba-singles-day-goes-global-with-record-25-billion-in-sales
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Repeating the same trend (but with one exception), Thailand leads in increased sessions on 11/11, with 167% more 
sessions triggered on Singles’ Day. Singapore bucks the trend, with a reduced amount - 33% more than on other 
days of the quarter.

Meanwhile, Indonesia’s increase might look small, but this is only thanks to a general trend towards more activity 
in the last two weeks of the year. Indonesian shoppers are enthusiastic post 12/12, and they trigger far more 
sessions than any other country mentioned - however, on 11/11, activity looks more muted than it is.

Overall, there’s around 53% more activity in terms of sessions in Southeast Asia - but how does that compare 
with triggered events?

Session activity in SEA on Singles’ Day

In-app sessions increase on 11/11
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Thailand leads the push, with 208% more events triggered on 11/11. Singapore isn’t far behind - and both 
contribute to a massive rise in activity.

From our data, it’s clear that Southeast Asia is excited about Singles’ Day. But, according to the data, we’ve 
found another - even bigger - trend, that makes 11/11 pale in comparison, at least in some particular places.

Events skyrocket in SEA on 11/11
SEA’s count of in-app events more than doubles on Singles’ Day. 

This means that, compared to any other time, users are engaging at twice the rate they would on other days of 
the year.

In-app events spike on Singles’ Day
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12/12: The sleeper hit app marketers 
should wake up to 
Singles’ Day isn’t the only shopping celebration that has an impact across Asia.

12/12 was invented in response to the big-brand blockbuster of Singles’ Day, highlighting smaller and medium-
sized brands that don’t tend to get a look in.

That said, 12/12 saw huge increases in activity, with installs, sessions and events increasing across SEA. 
12/12 should be strongly considered as a great opportunity for app marketers, particularly for those who love 
retargeting campaigns (more on that below).

In terms of any real effect of 12/12, Indonesia not only sees almost 200% more installs on the day, but it also 
sees 136% more sessions too. In the Philippines, 12/12 has 13% more installs than on 11/11, and 21% more events. 
Thailand favors Singles’ Day, but there is still a rise that local app marketers shouldn’t ignore.

Installs compared on 12/12 vs. 11/11
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Key takeaways from 11/11 and 12/12
What can we gain from all this?

SEA is mobile first, so act accordingly

By and large, Southeast Asia is dominated by mobile - and, by extension, applications. In 2017 alone, mobile 
traffic increased by about 19%, and social media is used to good effect in the region to drive sales. Facebook, for 
example, recorded 15% growth in the conversions they could track in the year.

That means ensuring all promotional material is seamless for users to navigate. Utilizing deep links correctly in 
email marketing and promotional material is vital to making sure your users don’t drop off. 

You can also track revenue events with Adjust, showing how much revenue users from each acquisition source 
drive. This can help shine a light into your Singles’ Day performance, and help optimize for 12/12 based on your 
successes (or failures) with the sources you already work with. If you haven’t already set up revenue event 
tracking, take a look at our documentation here. 

Retarget your 11/11 shoppers on 12/12

Adjust’s Audience Builder allows you to create lookalike audiences by segmenting users within the tool, which 
could be useful in trying to promote on proven shopping days such as 12/12.

If you have a particularly shopping-prone group, you can group them together within the tool, and retarget them 
with effective advertising on the holiday. This should also help you gain uplift in organic traffic too, as K-Factor is 
proven to contribute to a gain in users from all sources.

Capitalize with better measurement 

Today’s shoppers move from device to device, so you need to make sure you’re tracking across all appropriate 
channels.

A shopper may see an ad on their phone and then compare products on the app. They could eventually 
convert, much later, on a desktop PC. To cover these users, having the ability to track the entire journey is vital. 
Fortunately, Adjust can track users from impression to purchase across devices. 

https://www.tmogroup.asia/southeast-asia-ecommerce-market/
https://www.facebook.com/iq/articles/singles-day-the-worlds-largest-shopping-day-you-may-not-know-about
https://www.adjust.com/resources/insights/adjust-deep-linking-guide/
https://docs.adjust.com/en/event-tracking/#tracking-purchases-and-revenues
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Adjust is the industry leader in mobile measurement and fraud prevention. The globally operating company 
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enabling them to make smarter, faster marketing decisions. In total, more than 22,000 apps have implemented 

Adjust's solutions to improve their performance.
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