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The Black Friday Resurgence: 
Here or not?
To the casual eye, Black Friday 2021 
appears to have surpassed the pitfalls 
of 2020 and become resurgent across all 
metrics.  We looked a bit deeper:

Black Friday 2021 can be seen as rather 
subdued and adopting a different shape 
than 2019, which is really the normalised 
view to consider if one would try and 
understand the performance on this deep 
discount day.

Retailers continued to offer prolonged 
deals throughout the duration of 
November, with Black Friday rather 
looking like a crescendo than a single 
sales event.

Spending patterns and behavior have 
shown the adaptability and prudent 
nature of South African consumers as 
they continue to adopt digital payment 
channels that provide not only safety and 
security in the face of the pandemic, but 
as they change their spending behaviors 
in anticipation of turbulent times which 
might lie ahead.  

Interestingly enough, Cash volumes 
are down 6% compared for the ‘Black 
November’ period further cementing the 
consumer behaviour change as a result of 
the global pandemic.   

In summary South African consumers 
have shown the resilience of their 
spending power in the resurgence 

of much desired spend lost in 2020 
to COVID- opting to migrate their 
traditionally cash heavy usage in favour of 
digital payment platforms and methods 
in a bid to stay safe during these trying 
times. Even though they were able to 
rebound to similar pre-pandemic levels, 
consumer sentiment is still rather mixed 
with regard to Black Friday with many 
opting to remain financially sensible 
rather than splurge in the face of an 
uncertain future. 
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The Lead Up – Category 
Spend & Retail Footfall

• The performance by the Categories in the 2021 lead up to Black Friday was very erratic, but the 
overall trend was positive.

• Retail footfall in 2021 seems to be following the same trend leading up to Black Friday, however 
2021 is 10% lower in volume.

Source: IRL Consulting -  www.irlconsult.com
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Other sources of data
Business Insider
• Black Friday 2021 was a much bigger deal 

than the damp squib that was 2020 early 
data shows.  As of Monday, data points to an 
increase of between 15% and 30% in sales for 
Black Friday 2021, year-on-year, depending on 
how you measure.

• Individuals seem to have spent less, but more 
people were buying, and they were spending 
big on electronics in particular. Online payment 
platform Ozow reported that while many large 
retailers in South Africa have spread the Black 
Friday promotions over the month of November 
to help manage stock issues, logistics, and to 
mitigate overcrowded malls, despite this, the 
looming threat of a new Covid variant and the 
fourth wave, many shoppers still flocked in 
droves to shopping complexes across Gauteng. 

• The number of transactions and the processing 
value between 10am and 11am were lower in 
2021 compared to 2020. "This confirms our 
prediction that consumers are shopping earlier 
this year due to the rise of eCommerce and 
more people working from home," 

Mobile Footfall Data
• 2021 footfall volumes were lower than over 

Black Friday 2020, whereas online search was 
up.

• 2020 footfall started to spike on the 
Wednesday before Black Friday, whereas 
footfall in 2021 only started to spike on 
Thursday.

• Search volumes over the week of Black Friday 
and the week of cyber Monday (to date) were 
higher in 2021.

• As a result it is expected that the revenue share 
would have shifted in favour of e-Commerce 
over the period.

Payfast Data
• The top 3 online shopping provinces (in 

descending order) are Gauteng, Western Cape 
and Kwazulu-Natal, which is not surprising 
considering the economic activity in these 
regions.

• According to Payfast, the fastest growing 
online shopper group on their platform was 
65+ (127%), while the largest shopping group 
remains 25 – 34 year olds (Millennials). This 
speaks to the increased confidence in online 
shopping (albeit forced) as a result of the 
COVID-19 Pandemic.

• Jon Stribling, head of Business Development 
at Ecwid, commented, “The necessity of online 
shopping under lockdown has permanently 
shifted the way customers make purchasing 
decisions. Moving forward, the majority of 
purchase decisions will start on the web, 
although customers will still seek out the 
tangible experience of buying in-store.”

• In South Africa, this in-person experience is 
not just an emotionally fulfilling one, it is also 
practical as consumers are able to get the item 
immediately, also many South African’s do not 
have an address. This speaks further to how 
important the omnichannel trend is and the 
journey you take with your customer to a sale.

Source: IRL Consulting -  www.irlconsult.com
             PayFast Ecommerce Performance Index 2021
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Card Issuing: 
Black Friday sales during 2021 
• Issuing spend increased with 10.71% 

compared to 2020’s Black Friday. For 
the whole weekend, the increase was 
15.13% compared to the entire Black 
Friday weekend for 2020. Despite these 
increases, the average ticket value, 
on the day increased by only 2.72% 
indicating that while appetite was high 
for Black Friday, consumers spent more 
on smaller ticket items. 

• Online spend was significantly 
resurgent across Debit and Credit cards 
throughout Black Friday weekend with 
Takealot and Payfast exceeding record 
2019 spend levels from an issuing 
perspective.

• Spend on Groceries rose to 29.74% of 
the total issuing spend during Black 
Friday largely attributed to many 
retailers offering deals and discounts 
on smaller, perishable goods when 
compared to 29.37% in 2020 and 
29.16% in 2019

• About a fifth of all Absa customers used 
an Absa card to purchase something on 
Black Friday. 
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Card Issuing: 
Black Friday weekend

26,57% 73,43%

29,10% 70,90%

Credit
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Total turnover

Number of transactions

Black Friday spend in 2021 increased by 10.7%, with one fifth of Absa Card customers 
swiping or clicking on the day.
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Category contribution to overall spend - Top 9

Card Issuing: 
Black Friday
The Black Friday Weekend, including the preceding Thursday, ended up being the 
highest performing days since the beginning of the year, showing a healthy appetite 
for Black Friday among consumers.
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Card Issuing: 
Black Friday

% of spend per province during 
Black Friday Wekend

27.8%

7.2%

1.4%

4.1%

3.0%

2.7%

3.8%

11.8%

38.3%

Spend has increased proportionally in KwaZulu 
Natal and the  Western Cape compared to other 
provinces. Thursday, Black Friday and Saturday of 
the Black Friday week correlate with the issuing 
spend in that they are significantly higher than 
other high spending days throughout 2021.
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Turnover Split Debit Card
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Despite transactions, turnover and number of 
cards used not being on par with pre-pandemic 
levels, online spend has continued to grow 
across Debit (44.6% year on year) and Credit 
(19.2%) card as consumer psychology adjusts to 
a preference of online spend. 
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Payment Acceptance: 
Black Friday sales during 2021 
• On the day performance across the 

Absa Payment Acceptance network 
observed a 20% increase compared with 
2020, which saw spend reaching over 
R3.6bn and 17.5% shy of the record-
breaking 2019 performance. Transaction 
volumes were also only down 5.6% when 
compared to 2019, however increasing 
year on year relative to 2020 by 17.8%. 

• While this growth shows that economic 
activity is returning to pre-COVID 
levels, average ticket sizes were only 
marginally higher at R545 in 2021 
when compared to R535 in 2020. This 
further demonstrates the tendency of 
consumers to buy more while being 
conservative in nature and also the type 
of deals which were prevalent during 
Black Friday. 

• In 2021, many retailers continued to 
offer extended or early Black Friday 
deals throughout the month of 
November in a bid to manage stock, 
logistics and overcrowding. This saw 
much of the on-the-day spend muted in 
comparison to prior years.

EWN

• Some consumers have told Eyewitness 
News that they were apprehensive about 
participating in Black Friday, feeling 
tricked by retailers whose discounts 
were no longer what they used to be.

• Many retailers have been running week-
long sales instead of just launching a 
one-day campaign.

• Potential shoppers said that they were 
still wary of large crowds despite the 
easing of lockdown restrictions.
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Payment Acceptance: 
Black Friday weekend
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Black Friday spend in 2021 increased by 10.7%, with one fifth of Absa Card customers 
swiping or clicking on the day.
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Category contribution to overall spend - Top 9

Payment Acceptance: 
Black Friday
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% of spend per province during 
Black Friday Weekend

28.2%
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Payment Acceptance: 
Black Friday
Spend has increased proportionally in KwaZulu 
Natal and the Western Cape compared to other 
provinces. Thursday, Black Friday and Saturday of 
the Black Friday week correlate with the issuing 
spend in that they are significantly higher than 
other high spending days throughout 2021.
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Payment Acceptance: 
Black Friday

Turnover Split Debit Card
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Payment Acceptance saw an increase compared 
to 2020, with online debit card spend increasing 
by 85.17% and credit growing by 32.46%.

CNP Cards CP Cards
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Brand Insights
Context & Methodology 
• The overall Aim of this report is 

to identify conversation volumes, 
sentiment, conversation drivers and 
search patterns across eCommerce 
retailers in South Africa over the Black 
Friday and Cyber Monday weekend in 
November 2021.

• The below factors have been utilised in 
order to extract relevant data:
•  Date Range: 26 - 29 Nov 2021
•  Social Listening Tool: Brandwatch

• Query:

(("Black Friday" OR sale OR discount OR 
deal OR special OR "Cyber Monday" OR 
#BlackFriday OR #CyberMonday) AND 
(ABInBev OR "AB inBev" OR "Anheuser-
Busch InBev" OR @abinbev OR "Builders 
Warehouse" OR builders.co.za OR @
BuildersSA OR "Cape Union Mart" OR 
@capeunionmart OR Cashbuild OR @

Cashbuild1 OR @CashbuildSA OR "Clicks 
Group" OR Clicks OR "Clicks Pharmacy" 
OR @Clicks_SA OR Coca-Cola OR "coca 
cola" OR coke OR @CocaColaAfrica OR 
Dischem OR Dis-Chem OR @Dischem OR 
Massmart OR @MassmartSA OR "Mr Price 
Group" OR "Mr Price" OR @MRPfashion OR 
"Pick n Pay" OR pnp.co.za OR @PicknPay 
OR Shoprite OR @Shoprite_SA OR 
#ShopriteSouthAfrica OR Superbalist OR 
@superbalist OR Takealot OR @TAKEALOT 
OR #BlueDotSale OR "Tiger Brands" OR 
@TigerBrands OR Unilever OR "Unilever 
South Africa" OR @UnileverSA OR Clover 
OR @CloverWayBetter OR Heineken 
OR @HEINEKENCorp OR @Heineken_
SA OR Makro OR @Makro_SA OR 
#MakroBlackFridayExtended OR "Game 
South Africa" OR "Game stores" OR @
Game_Stores OR #GameBlackNovember))

• Filters: South Africa & All Content 
Sources

• Search Volume Tool: Google Trends & 
Google Keyword Planner
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Conversation Volume 
& Earned Reach
Takealot, Pick n Pay and Clicks dominated 
volume of mentions and the resulting earned 
reach for Black Friday and Cyber Monday online 
conversation. This is evident on the next slide 
detailing share of voice across key brands.
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Share of Voice
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Sentiment
The sentiment split shows positive conversation 
outranking negative conversation on brands like 
Clicks, Takealot, Game and Cape Union Mart, all 
with a net sentiment score of 10% or more. It’s 
important to consider volume of mentions when 
assessing sentiment ratio’s as Takealot’s positive 
mentions amount to more than most brands 
total mentions received. 
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Key Conversation Drivers
Takealot

Pick n Pay

Clicks
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Key Conversation Drivers
Superbalist

Makro
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Top Black Friday & Cyber Monday 
Twitter Themes 

Top Stories Tweets Retweets All tweets Impressions

clicks.co.za/black-friday

clicks.co.za/black-friday?utm_source=Facebook.com&utm_medium=Social&utm...

businessinsider.co.za/black-friday-stock-up-grocery-deal-from-the-major-chains...

clicks.co.za/404/black-Friday

leaflet.clicks.co.za/clicks/live/BlackFriday

takealot.com/promotion/bluefotsale?utm_campaign=Blue%20Dot%20Countdo...
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Top Hashtags

Top Emojis

Top Hashtags Tweets Retweets All tweets Impressions

#stop
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Top Emojis Tweets Retweets All tweets Impressions
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Search Volumes
Black Friday and Cyber Monday Search trends 
spike, as expected, during the days on which the 
events occurred. Hourly breakdowns show search 
volumes occurring predominantly in the morning 
with peaks around 8am. Interesting to note the 
big differences in search volumes between the 
two Black Friday and Cyber Monday events. 
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Top Related Search Queries
Event specific top related search queries 
highlight the key terms and brands that 
customers are querying Google for. Alongside 
the generic terms, brands like Game, Checkers, 
Shoprite, Takealot and KFC rank the highest for 
related search queries.  
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Key notes
BF – Black Friday
2021: 26th Nov
2020: 27th Nov
2019: 29th Nov
2018: 23rd Nov
2017: 24th Nov
2016: 25th Nov

Average Last Friday – Average of the last Friday 
from Aug 2021– October 2021

All measures are based on Tandem Authorisation 
Data, unless specified otherwise.

BFW – Black Friday Weekend 
2021: 26th Nov to 28th Nov
2020: 27th Nov to 29th Nov
2019: 29th Nov to 1st Dec
2018: 23rd Nov to 25th Nov
2017: 24th Nov to 26th Nov
2016: 25th Nov to 27th Nov
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Disclaimer
Absa does not warrant or guarantee 
merchantability, non-infringement of third 
party rights or fitness for a particular use and/
or purpose. Absa, its affiliates and individuals 
associated with them may in various capacities 
have positions or deal in securities or related 
derivative securities, financial Products or 
investments identical or similar to the Products. 
Absa intends to make this document available 
in South Africa to persons who are financial 
services providers as defined in the FAIS Act, 
as well as to other investment and financial 
professionals who have professional experience 
in financial and investment matters. You should 
contract and execute transactions through an 
Absa Bank Limited branch or affiliate in your 
home jurisdiction unless local regulations permit 
otherwise. Absa Bank Limited is a licensed 
Financial Services Provider. Absa has taken no 
action that would permit a public offering of 
the Products in any jurisdiction in which action 
for that purpose is required. The Products shall 
only be offered and the offering material shall 
only be distributed in or from any jurisdiction in 
circumstances which will result in compliance 
with any applicable laws and regulations and 
which will not impose any obligation on Absa or 
any of its affiliates. In this document reference 
is made to various indices. The publishers and 
sponsors of those indices the publishers and 
sponsors do not endorse, sponsor or promote 
the Products and make no warranty, guarantee, 
representation or other assurance express, tacit 
or implied relating to the indices. The publishers 
and sponsors make no warranties including 
merchantability and fitness for purpose. The 
publishers and sponsors shall not incur any 
liability in respect of any damage or loss that you 
may suffer as a result of investing in a Product 
even if notified of the possibility of such damage 
or loss. The publishers and sponsors may amend 
the composition or calculation of indices and 
have no obligation to have regard to your or 
Absa’s need in this regard. The information and 
views contained in this document are proprietary 
to Absa and are protected by copyright under 

the Berne Convention. In terms of the Copyright 
Act, 98 of 1978, as amended, no part of this 
document may be reproduced or transmitted 
in any form or by any means, electronic or 
mechanical, including photocopying, electronic 
scanning, recording, or by any information 
storage or retrieval system, without the prior 
permission in writing from Absa. The illegal 
or attempted illegal copying or use of this 
information or views may result in criminal or civil 
legal liability. 

This document has been prepared for (i) elective 
professional clients or (ii) per se professional 
clients (together, “Professional Clients”) as 
defined under Annex II of the MiFID II Directive. 
As such it is directed at Professional Clients 
and other persons to whom it may lawfully be 
promoted. Should you not be a Professional 
Client you should be aware that the Products and 
services referenced herein are neither suitable 
nor appropriate for you. 

Absa Bank Limited, Reg. No. 1986/004794/06 
is an Authorised Financial Services Provider in 
the Republic of South Africa. Registered Credit 
Provider, Reg. No. NCRCP7 .

This presentation is being distributed by Absa 
Securities United Kingdom Limited which is 
authorised and regulated by the Financial 
Conduct Authority.


