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Social 
Media



    We’re going 
to tell you the 
biggest secret 
straight off 
the bat...

...there are no secrets!
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So, all the tips in this book are 

available to you on Google.


But who’s got time to do all that 

Black Friday research, sift through 

all of the marketing lingo and 

consolidate recommendations into 

some realistic actions?


Well, we do. 

It’s kinda our job.
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We’ve consolidated all of our expertise and 

crafted some delightful nuggets of 

information and inspiration that you can 

easily take away and ask your marketing 

agency/department or implement in your 

Black Friday strategy.


And they should all be easy to complete. 

We’re not talking complete overhauls of 

strategy or creating a new website. 


You’ll find something in here that you can 

action, whether you’re reading this well 

ahead of time or the night before (don’t 

worry, we’ve got you). 

This book specifically 

focuses on tips for Social 

Media but check out our 

other books on Web 

Development, Affiliates 

and Influencers.
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If Black Friday is your 

brand’s “thing”, let’s face 

it it’s not for everyone, 

you’ve certainly got to be 

in it to win it. If you need 

any more convincing to 

join the Black Friday 

marketing trend, we’ll 

just leave these stats 

here.
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£275
on average

spent online 
over Black 
Friday in

2021

£5.6bn 
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18%
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is all you have to make 
an impression when a 
user visits your website

of annual sales are 
expected to take place 
this Black Friday

8 10

£4.8bn
That’s
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What role should 
Social Media play?

Social Media is the perfect way to share 

your offers and announcements to new 

and existing audiences. Perfectly timed 

posts will help you to stay relevant and 

front of mind when so many other 

brands are posting content duing the 

“Blackout” (ie: every other brand talking 

about Black Friday all at the same 

time). It's your opportunity to use copy 

and creative to get users to make a 

purchase from you and not someone 

else. And, with the rise of social 

commerce, it’s important to remember 

that social media is increasingly used to 

browse and purchase goods too.

Part 02
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Social Media is the equivalent of your 

shop window. A way to let scroller-bys 

know what you've got "in-store" 

(pardon the weird metaphor). And it's 

got the added advantage of being 

adaptable - you don't have to stick to 

one message you can post multiple 

things, test, and evolve depending on 

where the Black Friday weekend takes 

you.


Plus it can be a handy tool in your 

customer-service arsenal. Allowing for 

management of questions and 

complaints (be aware of the growing 

over-consumerism/environmental 

backlash to Black Friday). 


So, all in all, make sure you’ve got 

some posts up your sleeves.
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Make sure 
you’ve got 
some posts 
up your 
sleeves.



Not that your usual 
content isn’t good...but you 
may want to consider 
changing things up for 
Black Friday to stand out in 
a very over-saturated time.  

What might you 
do differently 
for Black Friday 
that you don't 
do for the rest 
of the year?

Part 03
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Re-evaluate your creative and copy 

and aim to be bold, easy to read, and 

as unique as possible. The rest of the 

year you have USPs to use in content 

that helps you to stand out from the 

competition or you have the flexibility 

to run offers whne you wish but on 

Black Friday lots of brands are 

offering the same thing and often in 

the same way. 


You have to find a way to make your 

X% Off offer more appealing than your 

competitors.
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Spoiler 

Alert
Head to page 21 for some 

ideas and inspiration



You may also need to re-assess your 

indicators of success for Black Friday 

messaging. As it's such a competitive period, 

posts appear to perform “worse” if you judge 

them by your usual KPIs. Users will likely be 

too busy bargain hunting to drop a like or 

they’ll quickly become numb to the sixth 

BOGOF offer they've seen that day. Your 

content should be judged alongside your 

wider strategy and its success measured on 

the KPIs for the period as opposed to those 

used for regular social activity.
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Consider your goals for 
the period:

Are you still looking for engagements?


Is this content unique or providing value 

for the user?



Consider if it’s better to provide 

content that easily conveys the 

offer with a link to your website. 

Make it as easy for the user to 

spend their money with you. 

You may also find expanding your 

remarketing audiences for paid activity  

to be helpful. If you’re after sales or high-

value sales, acquisition is unlikely to be 

the priority. Consider opening up 

retargeting audiences to include anyone 

who's been on your website in the last 

180 days (that’s 6ish months in non-

Facebook speak) and weight the 

majority of your budget to this audience 

as you know they are already familiar 

with your proposition.
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Part 04

Engage’s  
top tips for 
making  
Black Friday 
a success
Some little tips and tricks have been included 

in the earlier sections but here’s the moment 

you’ve been waiting for (or indeed skipped to)!
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Top Tips

Maximise your creative 

There’s a lot of messaging out 

there which can be very similar. 

Keep your content as eye-

grabbing as possible using a 

range of content/post types 

(video, reels, images, carousels). 

Keep copy short and concise to 

improve readability and ensure 

your offers/products/services 

stand out in your creative for 

maximum thumb-stopping 

power! And remember that 90% 

of shoppers are influenced to 

make a purchase by user-

generated content.
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Top Tips

Consider influencer marketing by 

picking individuals that resonate 

with your target audience and 

will reflect your brands values 

long term - if you don’t have time 

to make these arrangements, 

share content that users have 

tagged you in.


PS: Remember to change your 

profile pictures and Facebook 

cover photos to support your 

hero products and offers too! 

And, love it or hate it, 
TikTok is a thing now.
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Top Tips

The pre-Christmas shopping period 

can be a wild one. Shoppers are 

increasingly short on time and 

patience. Try to have people on hand 

to respond to comments and DMs as 

quickly as possible and prepare 

common responses ahead of time to 

make things more efficient. 


Schedule posts in advance to help 

free up people’s time for this, if 

needed. 


Have community 
management on standby 
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Top Tips

Be prepared to see a drop 
in engagement on your 
Black Friday posts

With people busy hunting for offers or 

offer-blind from the range of posts, 

don’t be surprised if you see a drop in 

your usual likes or comments. Instead, 

consider measuring success with 

impressions, reach and video views to 

understand your message up-take.
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Top Tips

20

Use social media as a 
place to offer exclusive 
discounts or offers

Give people a reason to follow or 

reward those who have loved 

you long time. Sneak peeks, gift 

guides, and behind-the-scenes 

snapshots can help fill your 

content plan in the weeks before 

the big BF. You could even give 

exclusive offers to your 

Instagram followers by setting 

your account to private and 

sharing a limited-time offer just 

for them.
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Looking for inspo?
In 2020, Walmart used tiktok to gameify 

the Black Friday experience - the 

campaign used a shoppable filter that 

allows customers to unwrap virtual deals 

with the #unwrapthedeals

Part 05

There is over-consumption and 

environmental impact that comes with 

Black Friday. And there is a growing anti-

black Friday movement. 

5.5bn
Hashtag views 18%

Engagement rate
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Some brands choose to lean on this and 

offer a more “ethical” version of the event 

- Patagonia, for example, used a “Buy 

Less, Demand More” campaign to raise 

awareness about climate change and 

remind consumers about the importance 

of buying less.

Charity spin - you buy x, we’ll give x to charity.


Memes! Memes! Memes! 

(psssst have a look at the last pages)


Buy x and get entered into a draw to be in 

with a chance of ordering more.


Spin to Win - always win something and can 

get addictive!


Live content - guess the word in the comments 

and we’ll DM you a 50% off code.


Here’s a couple of ideas for content too:
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In the last few months there 
have been a couple of updates 
to social media that are worth 
bearing in mind...

Part 06

IGTV format has been removed and 

rebranded as Instagram TV. You can 

now post up to 60min videos and view 

them directly in the feed rather than in 

a separate space in the app.



There’s a new sticker in town on 

Instagram Stories - slowly rolling out 

across accounts there is a new link 

sticker that allows you to link out to 

an external site from Instagram 

stories. Whilst this is still in the testing 

phase, it will be the eventual 

replacement for the swipe-up feature 

so keep an eye out if it’s available to 

you
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Facebook (“Meta”) will be prioritizing 

content for young adults in a bid to 

compete with the rise in Tiktok, 

Snapchat, and Instagram. Expect 

changes to the mysterious algorithm 

that controls who sees your social posts.  



Summary
To summarise here’s a 
couple of things to consider 
this Black Friday: 

You’ve got about 8-10s to make an 

impact - consider how you can 

stand out from the competition and 

easily convey your message via 

copy and creative.

Part 06
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Re-consider how you judge your 

Black Friday activity. Posts are likely 

to get less engagement so keep an 

eye on impressions (message 

saturation) and clicks (traffic) and 

consider its success with the wider 

view of your Black Friday activity as 

a whole.


Expand your audiences to prioritise 

budget to remarketing to those 

already familiar with your brand. It 

can still be a time to acquire new 

customers (if you’ve got a 

particularly compelling discount) but 

your budget will go further 

convincing people to purchase who 

are already familiar with you. 


Remember to update profile pictures 

and cover photos.
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Use a range of creative and utilise 

Stories and Reels. If you’re trying to 

capture that younger audience, TikTok 

is the place to be!


Community Management is key, 

prepare some responses in advance 

and try to keep your response time as 

short as possible.


Use social media as an opportunity to 

deepen loyalty with followers - offer 

them early access or exclusive offers.


Don’t forget about the growing anti-

Black Friday sentiment.Be cautious 

around messages that encourage 

excessive consumption or 

wastefulness.
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Questions to 
ask your social 
media team/
agency/yourself

What is the objective for Black Friday 

activity? 


What KPIs will be used to measure its 

success?


What audiences are you targeting? 

Why?


How will you spend ad budget? 

28

(delete as appropriate)



Have you got community management 

responses prepped?


What are competitors in your industry 

doing or have done in the past?


Is your copy easy to read and quick to 

understand?


Is your creative eye-catching and easy 

to understand?


Have you updated all your links on 

your social media pages to link to any 

relevant/hero landing pages?
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So there you have it.


Our little Black Friday Book of Secrets to 

help you maximise the opportunity of the 

weekend without burning out yourself or 

your team. Hopefully, it’s given you some 

food-for-thought to discuss with your 

internal team or agencies. And if they can’t 

help, we’re only an email or call away.

If you want to discuss anything in more 

detail, feel free to reach out: 


Phone: 0113 457 4090


Email: hello@engageinteractive.co.uk 



Follow us on the socials: For more tips, a glimpse into 

agency life and to enjoy our favourite gifs
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Some motivation

Just a little bit of 
humour to get you 
through the 
madness...we love 
a meme here. 
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“May all your discounts be  
greater than 10% and include  
free next day shipping”

Will Blackmore, Technical Director
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Such

funny


