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Time spent on retail brands begins to rise a week before Black
Friday and stays above average for 10 days

Daily time spent on retail brands indexed against the daily average for November 2022

Engagement begins

to rise a week before
130 Black Friday Black Friday
120
110

100 Average

Index

90
80
70

eO eO eO 8 eO A eO @ eO A eo (beo qeo eo eo eo eo b‘eo eo eo éo eo eo eo eo eo eo éo éo éO eo %O eO eo
N VP

Source: Ipsos iris Online Audience Measurement
UKOM Service, November 2022, All UK aged 15+ using
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People were more likely to be browsing via app on Black Friday

Share of time spent on retail brands on apps
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Source: Ipsos iris Online Audience Measurement
Service, November 2022, All UK aged 15+ using
© Ipsos | Ipsos iris | Black Friday | November 2023 | Version 1 | Public PCllaptop, smartphone or tablet device(s).




Younger and higher income internet users saw bigger increases
In engagement on Black Friday

Total time spent on Black Friday vs daily average for November 2022

Age band Income band
<£20,000 +21%
53¢ [ >
ss-44 [ £20.000
) (0]
£49,999 +18%
s« [ >
£50,000+ +31%

65+

Source: Ipsos iris Online Audience Measurement
UKOM Service, November 2022, All UK aged 15+ using
© Ipsos | Ipsos iris | Black Friday | November 2023 | Version 1 | Public PCllaptop, smartphone or tablet device(s).
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Games & Toys and Outdoor/Leisure and Fashion, Style and
Beauty saw some of the biggest increases in time browsing

% increase in time spent by category: Black Friday vs November 2022 average
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Source: Ipsos iris Online Audience Measurement
Service, November 2022, All UK aged 15+ using
© Ipsos | Ipsos iris | Black Friday | November 2023 | Version 1 | Public PCllaptop, smartphone o tablet device(s).




Among the top 20 retailers, Argos saw the biggest increase In
time spent on Black Friday

% change in time spent for the top 20 retail brands*: Black Friday vs November daily average
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*Top 20 retail brands with the biggest audience in November 2022.
Source: Ipsos iris Online Audience Measurement Service,

. usi
© Ipsos | Ipsos iris | Black Friday | November 2023 | Version 1 | Public November 2022, All UK aged 15+ using PC/Iaptopiast:Fe?r(tj%r\l(i):ee(sc;r E




Among the top 100, Adidas saw the biggest increase in time
spent on Black Friday

Biggest increase in time spent among the top 100 retail brands*: Black Friday vs November daily average
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*Top 100 retail brands with the biggest audience in November 2022.
Source: Ipsos iris Online Audience Measurement Service,
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About Ipsos iris

Ipsos iris is the UK’s only online audience measurement
currency endorsed by UKOM. Delivering unparalleled insights,
Ipsos iris is the go-to for robust, transparent,

and trusted data to support the business decisions of
publishers, broadcasters and media agencies.

Visit iris.ipsos.com for more insights or to get in touch.

Contact:

matt.patchett@ipsos.com

Matt Patchett

Insights Lead
Ipsos iris

UKOM

About Channel Performance

We provide a clear understanding of channel context and
opportunities, shopping behaviours and attitudes; and measure
purchase and service experience, activation and touchpoint
execution in order to drive sales conversion across all
channels.

Contact:

stuart.wood@ipsos.com

Stuart Wood

Global Lead - Shopper Insights
Channel Performance
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