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The holiday shopping season begins 

It only took a few years for Black Friday to become an entrenched part of the Canadian 

shopping landscape. While Canadian retailers may have adopted it as a way to compete with 

US retailers and reduce cross-border shopping, it quickly became a hit—the unofficial start 

to the holiday shopping season, and a potential rival to traditional Boxing Day sales. 

But would Canadian consumers embrace Black Friday in the middle of a global health and 

economic crisis? To find out, Deloitte surveyed a broad sample of 1,000 consumers across 

the country. We found that while the COVID-19 pandemic has changed consumers’ shopping 

habits, it hasn’t dampened their love of a good deal. 

Our 2020 Black Friday retail survey explores how Canadians shopped over the Black Friday period.  The findings are 
based on a national online survey of 1000 Canadian adults over the period from November 26 to November 28, 2020.  
The sample is representative of the overall population in terms of age, gender, financial situations, and geography.   
All dollar figures quoted are in Canadian currency. 

60%
of Canadian 
consumers shopped 
or planned to shop  
on Black Friday 

$574
is the average amount 
Canadians spent on 
Black Friday 2020 

COVID-19 makes its mark 

Deloitte’s 2020 holiday retail outlook found that the 
overall holiday spending of Canadian consumers is 
expected to drop 18 percent this year, mostly because 
they plan to cut back on travelling, dining out, and 
entertaining because of COVID-19-related concerns 
and restrictions. 

Indeed, our Black Friday survey found the pandemic 
has persuaded consumers to change their shopping 
habits. Respondents say they’re shopping online more 
often (53 percent), avoiding enclosed malls (48 percent) 
and bricks-and-mortar stores (36 percent), and taking 
advantage of delivery services more frequently  
(33 percent) than they did just a few months ago. 

Channels used by Black Friday shoppers this year 

53% Purchased 
online and delivered 

30% Purchased  
in-store and taken 

5% Purchased  
online and picked  
up in-store 

5% Purchased  
online and picked  
up curbside 

4% Purchased in-
store and delivered 

2% Ordered by 
phone and delivered 

1% Ordered by 
phone and picked up 
(in-store or curbside) 
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Their concerns can even be seen in what consumers 
are seeking in terms of sales. While they prioritized 
high-quality, trusted brands and products (88 percent) 
and price discounts (87 percent), they also say easy 
returns (84 percent) and checkouts (83 percent) are 
important—reflecting, perhaps, a desire to spend  
as little time as possible in store lineups. Moreover,  
82 percent of respondents say retailers’ health-related 
safety precautions are an important consideration  
for them. 

Canadians’ efforts to make it through months of 
physical distancing, lockdowns, video calls, and 
doomscrolling may also explain why shoppers seem 
to be treating themselves this Black Friday. While 
respondents are spending an average of $216 on gifts 
for others, they’re spending an average of $358 on 
themselves and their households—particularly on 
electronics ($121) and items for the home ($78). 

What did shoppers spend their money on during 
Black Friday sales? 

$197
Electronics & 
accessories 

$122
Clothing 
purchases 

$102
Items for  
the home 

$58
Food, alcohol, 
cannabis 

$52
Toys and 
hobbies 

$43
Other items 
Ex: gift cards, 
subscriptions 

Canadian shoppers deeply worried about 
their local shops 

The resurgent second wave of the pandemic has 
compelled governments and health authorities 
across the country to increase their alert levels, 
tighten restrictions, and put some urban centres into 
new lockdowns. Many Canadians worry this may be 
the final blow for many of those stores that don’t 
sell essential goods: 83 percent of respondents say 
they’re extremely or very concerned that the ongoing 
impact of COVID-19 will force their local retailers and 
small businesses to close for good. Atlantic Canadians 
are the most concerned about their local shops, with 
94 percent of respondents reporting concerns about 
permanent closures. 

However, shoppers aren’t going to let local retailers 
go down without a fight. A majority of survey 
respondents say they’ll rally to local retailers’ sides 
this holiday season: 62 percent say they’ll try to 
purchase holiday gifts from local shops, while  
29 percent plan to buy gift cards or certificates.  
And 10 percent, clearly embracing the spirit of giving, 
plan to donate directly to support their local stores 
and other small businesses. 

83%
of Canadian 
consumers fear the 
ongoing impact of 
COVID-19 will force 
their local retailers 
and other small 
businesses to close 
their doors for good



76 Black Friday insights | 2020 holiday retail outlook

Amazon continues to dominate the retail 
landscape, especially on Black Friday 

Could Prime 
Day become 
the new Black 
Friday? 

The 2020 holiday retail outlook found that for a 
majority of Canadians, the holiday shopping journey 
begins at Amazon: 66 percent of shoppers plan to 
use Amazon to investigate products before buying, 
compared to 53 percent who say they’ll start by 
browsing in physical stores. 

Not surprisingly, Amazon is also the top destination 
for Black Friday shoppers, with 58 percent of survey 
respondents heading to its site in search of great 
deals and just over half (51 percent) planning to visit 
other online retailers as well. Far fewer of them expect 
to visit strip malls or power centres (29 percent), 
enclosed malls (25 percent), and traditional storefront 
shops (17 percent). 

What’s more, 38 percent of respondents to our Black 
Friday survey say they’re Amazon Prime members, 
up from 37 percent in this year’s 2020 holiday retail 
outlook and 35 percent in a Deloitte consumer survey 
conducted in May. They’re capitalizing on it, too: half 
(50 percent) of the Prime members surveyed say 
they shopped on Prime Day this year—34 percent say 
they spent more then than they did on Black Friday 
deals. Members spent an average of $287 on Prime 
Day, by far the majority of which was on electronics 
and accessories ($115.59), with items for the home, 
such as appliances and furniture, coming in a distant 
second with an average spend of $58.29. 

Amazon’s decision to move Prime Day from July to 
October this year positioned the event to become the 
unofficial kick-off to the holiday shopping season for 
2020. Time will tell if the retailer will shift Prime Day 
back to the summer next year. 

65%
of shoppers say 
Amazon is their top 
destination for Black 
Friday shopping 

Amazon Prime strengthens grip on retail 

+3% 
Prime 
membership 
has grown 
three percent 
in the last six 
months 

50%
of P rime  
members 
shopped on 
Prime Day 

34%
of P r ime  
members 
spent more 
on Prime Day 
than Black 
Friday
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Canadian consumers’ pivot to online 
shopping continues 

63%
of consumers 
shopped online 
for Black Friday 

The ongoing pandemic has accelerated Canadians’ 
embrace of online shopping. And with 54 percent of 
survey respondents saying they’re living under some 
form of lockdown at the moment, it’s no wonder 
they’re going online in search of Black Friday deals. 

Nearly half (47 percent) of respondents overall say 
they’re spending more online this year compared 
to last year—that rises to 49 percent of Western 
Canadian respondents and 56 percent of those in 
Ontario. Overall, respondents say that 63 percent of 
their Black Friday spending is done online. Most of 
those online purchases will be delivered, but some 
shoppers are opting to pick up their purchases in-
store or curbside. Enabling consumers to buy online 
and choose from myriad delivery/pickup options is 
clearly a must-have for Canadian retailers this season. 

Are Canadian shoppers worried that their purchases 
will get stuck in transit this holiday season? Apparently 
not: just 36 percent of respondents overall say 
they’re concerned about potential delivery delays, 
while the majority (64 percent) say they’re not 
worried. However, shoppers in Quebec and younger 
consumers aged 18-34 appear to be more anxious 
about their purchases arriving on time (47 percent 
and 46 percent respectively). 

Inevitably, many Canadian shoppers will find they’ve 
missed the season’s online delivery deadlines—and 
retailers will need to find ways to support those 
last-minute shoppers while maintaining appropriate 
health precautions. 

Black Friday is here to stay. But Boxing Day 
isn’t down for the count yet 

Black Friday 
shoppers 
are always on 
the hunt for 
great deals 

As our survey shows, Canadian consumers are 
definitely taking advantage of Black Friday sales this 
holiday season, with much of it done online. Does 
their enthusiasm for this November sales event 
mean their interest in Boxing Week sales is waning? 
Perhaps. Our 2020 holiday retail outlook found that 
only 33 percent of Canadian shoppers are planning  
to capitalize on Boxing Week sales this year. 

And Black Friday shoppers seem to be always 
hunting for a deal—75 percent of those we surveyed 
say they also plan to take advantage of this year’s 
Boxing Week sales. In what has been one of the most 
challenging holiday shopping seasons for both small 
and large retailers, the fact that consumers plan to 
keep shopping to very end of the year should be 
welcome news. It will provide retailers with one last 
opportunity to move inventory and capitalize on the 
consumer’s taste for bargains.
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