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[bookmark: _Toc113007160]Introduction
Black Friday sales are popular all across the country, but they are especially important to those working in the video game industry. Video games are on the rise, with many developers incorporating HD graphics and high-tech sound into their games to make them more realistic and engaging than ever before. With such amazing technology comes an increasing price tag that not everyone can afford. To combat this, savvy gaming companies use Black Friday sales to drive customers to their website and bring in more revenue than they would receive during typical sales periods throughout the year (Peters and Thomas, 2022).
Most businesses use Black Friday offers to promote their products, introduce new ones into the market, and, most significantly, attract new customers. Businesses use Black Friday as a sales strategy that boosts their revenues despite having to give significant discounts on their prices. In the long run, businesses benefit most from the strategy as they are more likely to leave an impression on their new customers that they can provide quality products for affordable prices, hence these are more likely to become repeat customers. E-commerce businesses are among the biggest beneficiaries of Black Friday sales, and since video games are most likely to be sold online in the modern market, this presents an opportunity for video game sellers to benefit the most (Lennon, Kim, Lee and Johnson, 2018).  
[bookmark: _Toc113007161]Purpose of the study
This study focuses on video games sold through Black Friday and seeks to highlight ways through which this marketing strategy is used to drive sales of video games and accessories. 
[bookmark: _Toc113007162]Research Questions
· Does Black Friday as a strategy positively contribute to the growth in revenues and sales of video games?
· In what ways do e-commerce businesses benefit from Black Friday sales?
· What are the negative outcomes of Black Friday sales on businesses?
[bookmark: _Toc113007163]Research objectives
While the study primarily aims to find out the impact that using the Black Friday sales strategy has on the total sales for businesses, specifically video games, the research further subdivides the overall objective into a series of specific objectives that go in line with the research questions. The following are the objectives that direct the collection of data, formation of survey questions, and the type of research results to be expected:
[1] To understand how effective the Black Friday Sales strategy is for driving sales of video games. 
[2] To identify which elements of the Black Friday Sales strategy are most effective in driving sales. 
[3] To understand how customers react to the Black Friday Sales strategy, and whether it impacts their likelihood to return to the store in future. 
[4] To determine whether there are any negative aspects to the Black Friday Sales strategy that could offset the benefits. 
[5] To assess how much extra revenue businesses can generate from using the Black Friday Sales strategy. 
To compare the effectiveness of the Black Friday Sales strategy against other sales strategies used by businesses.
[bookmark: _Toc113007164]Hypothesis
This study is based on the hypothesis that: 
Black Friday as a sales strategy leads to an increase in units of video games sold, and a corresponding increase in revenue for the business. 
[bookmark: _Toc113007165]Theoretical Concept
Consumer research indicates that customers are more likely to find value in the things for which they pay less than they would be willing to, or products that are sold for a price that is lower than the standard one. This is especially the case if the product is not something that the consumer needs, as a need would push them to pay a higher price for a product they cannot do without. While sales happen all year round and the prices fluctuate all the time, there is an underlying psychological factor that makes consumers perceive Black Friday deals as being better than standard deals, even in cases where the difference is negligible. Customers are compelled to buy most items during the period due to the thrill of these deals having a limited period, and the fear of missing out or what is referred to as anticipatory regret drives people to purchase even the items that they would otherwise not require under normal standards (Harikrishnan, Dewani and Behl, 2021).
[bookmark: _Toc113007166]Literature Review
The Black Friday Sales Strategy, also known as the Thanksgiving Sales Event, was developed by American retailers in the late 1950s and has since been adopted by businesses all over the world. As you may have guessed from its name, it’s typically used around Thanksgiving – the fourth Thursday of November every year – and encourages customers to spend as much money as possible during this time, often offering major discounts and deals to get them to do so (Bezai, and Dehimi, 2021).
Black Friday is a promotional event that takes place on the day after Thanksgiving in the United States. In recent years, it has also been adopted by UK retailers as a way to encourage spending in the lead-up to Christmas (Breen and Mascelino, 2021). Some stores offer massive discounts on certain items, while others hold special sales events. Many video game stores use Black Friday as an opportunity to boost their sales figures. The most common tactic is offering low prices on pre-owned games, or older games which are no longer in production but still popular with gamers. When consumers experience anticipatory regret, they feel a sense of dread or anxiety about missing out on a good deal. This can drive them to purchase products that are heavily discounted during seasons such as Black Friday (Harikrishnan, Dewani and Behl, 2021).
Shoppers can expect to find significant savings across all genres and platforms (PC, Xbox One/360/PS4). For example, two pre-owned copies of FIFA 18 are available at Play N Trade: one from October 2017 priced at £3.99 (approximately $5) and another from July 2017 priced at £6.99 (approximately $8) (Beckwith, 2021). A more aggressive strategy might be running deals such as buy one get one free or buy four get one free on new releases such as Red Dead Redemption 2 or Call of Duty: Black Ops 4 (Breen and Mascelino, 2021).
The Black Friday sales strategy is a popular marketing tactic used by businesses to drive sales during the holiday season. Many video game stores use this strategy to attract customers and boost sales. However, there are both benefits and drawbacks to using this strategy. For example, some shoppers prefer to purchase items in person rather than online, so it might be better for them to wait until Black Friday approaches before making their purchases. Additionally, some consumers may not want or need the product that is on sale; they just want something cheap. These shoppers will buy anything that is on sale at any time of year so it might not be worth it for video game stores to invest in implementing this strategy. 
On the other hand, retailers know that more people shop online than in-person. To get these customers into physical locations, many video-game stores have begun offering free games as an incentive for buyers to come into the store (Swilley and Goldsmith, 2013). It is also possible to use social media platforms like Facebook and Twitter to promote deals found in-store during Black Friday week. But even with these tactics, video game companies still need an appropriate inventory of products to entice shoppers because a business cannot advertise something it does not have (Swilley and Goldsmith, 2013).
Hence, there are both pros and cons to using the Black Friday sales strategy for video game stores. On the plus side, this strategy can help businesses boost their sales significantly in a short period of time (Swilley and Goldsmith, 2013). Additionally, it can help draw in new customers who may not have shopped at the store before. However, there are also some drawbacks to this strategy. For one, it can be difficult to keep up with demand during such a busy time (Swilley and Goldsmith, 2013). Additionally, customers may become frustrated if they are unable to find the items that they want due to high demand. Overall, the decision of whether or not to use this strategy depends on the specific business and what their goals are. The strategy can be effective for certain types of businesses but not others. It is important to evaluate which type of business you are running and think about how this could affect your bottom line before deciding to go through with the strategy (Swilley and Goldsmith, 2013).
[bookmark: _Toc113007167]Importance of the study
Black Friday is one of the biggest shopping days of the year, and businesses use a variety of strategies to drive sales on this day. One such strategy is the Black Friday sales strategy, which can be beneficial for businesses but also has some drawbacks (Swilley and Goldsmith, 2013). The idea behind the Black Friday Sales strategy is that people will buy more goods if they are discounted by significant amounts, and in turn the company will make more money than usual. For example, retailers may offer discounts from 25% up to 70% off their products on this day only. These high discounts encourage shoppers to buy more goods at cheaper prices so that they can save money while still getting what they want or need (Swilley and Goldsmith, 2013). 
Furthermore, consumers feel less guilty about spending large sums of money because they know it is not an everyday deal. Nevertheless, there are some downsides to the Black Friday Sales strategy (Kim et al., 2022). Firstly, it may lead to employees being exhausted because they have been working all night without sleeping much beforehand. Secondly, it might put pressure on suppliers who might not be able to provide enough stock for these sudden surges in demand that happen over a short period of time. Finally, some workers might not like how customers treat them when they realize there are limited quantities available due to increased demand (Kim et al., 2022).
[6] 
[bookmark: _Toc113007168]Data collection, analysis, and presentation
Black Friday is one of the busiest shopping days of the year, and video game stores are no exception. To prepare for the onslaught of customers, businesses use a variety of strategies to try to drive sales. This study investigates how businesses use Black Friday sales to drive their sales, with a specific focus on video game stores. The goal is to answer two questions: 
1) Does the Black Friday sales strategy actually help in driving up business? 
2) If so, what type of advantages do companies get from using it? 
To answer these questions the following kinds of data would be collected in order to analyse its effectiveness: First off, firms can collect information about customer sentiment-how likely they are to return-or they can track returns themselves in order to figure out if there was an increase or decrease in foot traffic during that time period. Another way that firms could measure customer sentiment would be through surveys or focus groups where they ask customers if they enjoyed their experience and whether or not they would be interested in returning.
With such information available to the firms, this study will conduct a survey of 20 businesses that deal in video games and consider the sales data for the whole year for each of the last five years. The annual sales data will be graphed and presented on a monthly and quarterly way so that the Black Friday season can be compared in performance to the rest of the year. The data will be used to draw a conclusion on whether there exists a correlation between Black Friday and an increase in sales.
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	Log
	Activity
	Lead Person
	Start
	End

	1.
	Problem identification
	Teodor
	Aug 5
	Aug 7

	2.
	Review of literature
	Teodor
	Aug 08
	Aug 15

	3.
	Clarifying the project
	Teodor
	Aug 16
	Aug 20

	4.
	Defining Terms and Concepts 
	Teodor
	Aug 22
	Sep 01

	5.
	Defining the population
	Teodor
	Sep 07
	Sep 10

	6.
	Developing the instrumentation plan
	Teodor
	Sep 15
	Sep 20

	7.
	Data collection
	Teodor
	Oct 01
	Oct 10

	8.
	Data Analysis
	Teodor
	Oct 10
	Oct 20

	9.
	Report Writing
	Teodor
	Oct 20
	Oct 30
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