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Abstract

Black Friday, a biggest holiday shopping season in the United States, has been regarded as a great opportunity
that fashion retailers can dramatically increase their sales. However, there has been a lack of attention to consumers’
shopping experiences on Black Friday from the consumer perspectives. The objective of this study is to explore
consumer shopping experiences on Black Friday, in terms of consumer responses toward the experiences, shopping
values, and any possible factors influencing the experiences. The method of critical incident technique was used
with 198 critical incidents extracted from 165 responses of university students in the United States. As results, the
shopping experiences on Black Friday were categorized into positive vs. negative shopping experiences. After that,
the positive and negative experiences were respectively divided into two common themes: utilitarian shopping value
vs. hedonic shopping value. In addition to the common themes, 12 categories were also emerged. Among positive
experiences, utilitarian shopping experiences includes two categories of off-price shopping and shopping for expensive
products, whereas hedonic shopping experiences includes three categories of impulse buying, holiday atmosphere,
and shopping for the latest or luxury brand products. Among negative experiences, utilitarian shopping experiences
includes four categories of modest discounts, out of stock, time-consuming queues, and fatigue of holiday shopping,
while hedonic shopping experiences includes three categories of crowded environments, compulsive buying, and
poorly managed stores. In conclusion, it is notable that consumer can undergo negative as well as positive shopping
experiences on Black Friday. Implications and suggestions are also discussed.

Keywords: Black Friday(E2 Zz2}o]tjo)), shopping experiences(i+% 4E), hedonic value(FJEFZ] 7)),
utilitarian value( 4% 7}2)), critical incident technique(Z-§% AFH 7]%)

Received 7 April 2014, revised 23 April 2014, accepted 23 April 2014.

¥ Corresponding author (sooinshim@gmail.com)

This is an Open Access article distributed under the terms of the Creative Commons Attribution Non-Commercial
License (http://creativecommons.org/licenses/by-nc/3.0) which permits unrestricted non-commercial use, distribution,
and reproduction in any medium, provided the original work is properly cited.

- 346 -



Vol. 22, No. 2 A

I. Introduction

P RERPEPRTE SIS
mj&o] FE ¥ o}, dA|HoE 118
T 7Pt HolA AAA o2 Fagh ov|
zh=t}. &9 Ze}olt|o|(Black Friday)= W=t
of 24 11E WA F B2l oe
gl 119 YA 3= FedR, A)Aupael o
W FE7F 2 &% A|Z0 2 E3IT) National Retail
Federation(NRF)2] 2013 ¥d¥ & %3F =20
ofspm, e wjEo] of 23 Sulel Pejly) v
sho el Tefoldlolsh el Ankisl & 114,
299 &2 34 G2 & 9A o 29 &
B} T XA 27135 43S HQItHNRF, 2014a).
olelet @R s17ke] A vhEe TR 20094 of
T A&2Q F7HAIE EOI(NRF, 2014a), 22845
o) 20 &9 AEE FEAA7L A9A Boele
kol gt S0l g Frgdth 53], oF
U o e 2 S AR E AF 717 of
Zo] Ade fﬁ‘ﬂl 4.7% F7¥8t A2= UER(NREF,
2014b), A FE5YPolA= £ Zetoldo] &
9 A2 §al  gras
ol sefolujol AEHOE 2 Eo| AT
Bl 24 S, e e A
Aoks AollA FsdAlel F+= 919
s —734—201]% £ zetolgo] YA+ 7HAS
o AgsALt o 2 Eo| Folnts
%%?H—&’J WY ZERy et
2 A Sl th(Lennon, Johnson, &
Lee, 2011). &E3H, £ zZetoldo] 52t A& 4= QL
L owzy2 43iE Eol7] 3l ofEuA @A ¢
% A3 o8 FEHTL ek g S0l 29
Sefoldlo|S G, 7} SEYAE e Tefol
tlo] AL 7HA o] AlE o dupelA], AAFRE P
A} 7ol AEEEA, 2uape] dolH 2 o)5
& o] 917 Mol &% ML RAA B4

it koh 1o S& X oo O o
o

¢

|

i

3l 165

8H= B S WTk(Carr, 2008).

olelg YA ThA ) e Hg nl3 A
Aogt SfhE A oket), BROIAE AH|AS]

B AR B 9, Letel £9E B9 9
o §EAA ABS A FusteE vFe] 4
A gofuba 9, olelat e A4 o Wl
ARL ok A7} wle] Be mefolg o] A
Zo|thLee, 2014). 3] A4 Fohol ohe S 4
HlAEe] g Eof e Zetolgjo] ofn] Lo}
o SEYA i WA A, &
o FEANEE $4F WAE 7| 25te] o]t
An|Ao] 870] AT YITHAhn, 2014). 03
2 FEAANNE S Zefolgolo] Aye
QJste] ARHE AZE Wl TR 714 B9 m2n
AksHs AR Urehta gk H ek
setolglo] AHE A3kl F AT U

Yu, 2013). Uo7} AR ] £8]E
Weto g 3 zejoyo] 22 =714
A AEsHe RS AESIT QJH(Cho, 2014).
ﬁEPOIT:ﬂOMI et gl 2RAEY W S
£ A= =9t = fsdAet 4
1 & uds] & o, 9 xzetolgo]9
g A7 54 F7tol AT 2§ 7t
g zefolto]7h = A
£ Zatolo]
2 vhegtRy] o=

2L
)
>
N
o
| =
J,:
b
k)
rO

I
o
=
3
fol
L
K
=
D

fl
N
il
i)
o
B>
=
_|>~_(‘
on, @
ol
rlo
B>
R

¢l th(Ballard, 2011). E
A, HE A4, A2

s

FEe A7 HZe, 2

%
Ty

% Q@ 3}cH(Biedenbach & Marell, 2010). webA] 7]
Qe Aulapt ABolt st W wE

- 347 -



166 ARA A 7S ol &Sk &

HAOIA oW YL hx olaig Bat et
(Grewal, Levy & Kumar, 2009; Puccinelli et al.,
2009). ol2lgt 4|} B FoAS e
o, AulA7} 7l B metoldlo] 4w Ao
dfal 2ol olshskan, ANFAl £ Byl FaFe

Ao v APATE FHO e BE
3t} Grewal, Roggeveen, Compeau and Levy (2012)
& 2ol mafollolo] fEUATO] A7) = A
F& 4424 7HE o Agste olFE 7Y &
H, aujare] il W 40, Al 9 Al
= 7k He, o Aoe fEdAY ¢
Aol d& 4 e olxdo 13’— aH|AL ] 4 7

glofofl thgt Anfte] Bt Y54 o= I BA
£ HAFSIA(Swilley & Goldsmith, 2013), &3

sefolgjolo] UERE 4uake] BES £
9| Z22Icth(Jane Boyd & Peters, 2011). Swilley and
Goldsmith(2013) 9] A= APAFE Sl WHEA]
oz A5H A 2% HERe #AE EY
Zetolrolgt= E% Aol A8AA ASF7I
oj2ol, Ao & AFHt= &4 A9
SHAE HlojLfR] B35t} Jane Boyd and Peters(2011)
of @t e wejoldo|e] Au PES LY
24afo] el Eefoldlo] 49| St
ol ok dlo] lelst glot, 23t eha
o auAel 4% AES FAL 4
S 5 s WAE ANAE R
AL Zulae] e mefol
G A7 A1Ee Bee B
olgo] sz of that AH]
2= .Qlof osf
A7 AR
w39 AHS &0l

it &5t X}‘EE
A& w4 glo] FAs)

>

lo o
Eﬂ-l

MN ne o o
o

Ho 2

M

(

2,
B=)
oM, :T,U_
re
re
—LI

1
e Mo

& %

fn}
©
M

I

booX
2

i

fLoBr
oo 1x off

o

K

g

o
-
N
E
o2
ook
m]o

:
A9jHoz HAT 5
guAtel B ol
S wgel, Ay

ol X o
= 1o
e o3
fz
l_
_‘>i
ot
-
i)
o
)

Eo

T

it
of

N

Hze] Ba setoldo] £ Aol Vi AT

N

o

o
i)
)
re
-
oL
g
o
IS

i

s

)

2
ro,

ot

i—";

o

fu

e

4

ol
ofl ®

2 ox

R
£
-z
o, o
Doso o 2 o
H1
iy ol
oo

o
=
[«

—

o o
ox H oo

b

)

o,

ot

=2

2 oox
oo
i
N

>

i
o

u
) rr
oo 1= rE o X B

o] Oﬁt
fo
(o
o
4n
2
©
~
i)
M)

ofl

ol

o |o
N

N

- O

ot 1t o B o
n "

e N e
%0
o
ue e
i)
It
n
o
i)
o

PAUREPA A O

=)
o M

SN
S~
>
)
i
)
B
ri
)
Ol
ED

i 3o
an L
&
o o
r =

>

fr 4>
e
o

N
*

.

=4

f b
[

)

e

fin}
AN

L

o o
=
£ %
oo
T
y
lo
Ia
B

Il. Literature Review

Black Friday

zefolglojei golk, 45YAE0] 3

£ 243 o 52 4

of Hsir= A2 °o‘
2 =

o|
oflA HEE A

1.
\=]
2
\=]
ca

F

D

|

1L

folol 4ot 5
5 At e

Ul W 94 A e
o gE B Tejol

2= =

oo e e
o
HU
I
;:sa
=)
3
2

al —‘?‘—% Zﬂ ]E}(Jane Boyd & Peters, 2011).
uEe] b BFAL opUA]

70: 1_]'9:]' ]_o g]_o] ]_}_—_acg]x%o]
7]

& O ro T

k)
2
l

i

il
A

T

o

~

2

i)
RO

lN;&-lNrﬁ-{%gEmlE:@.uErﬂi
s _ﬁ [k
1 9
i)

27ee A 1A 3

o ML
g
[k
©
o
o
o
_|>i

Oﬂn} olol wref zblx

A&E71= 8}t Jane Boyd and Peters(2011)
olgfgt £ Zetoldlo] W] 553 &% 4
B, F594E9 7H4 el Ae L6aks
AoF 84171 o] 2%l A —Jé!(consumptlon

ritual)o] 2k T5sheT.

10 o rlr ofN my

- 348 -



Vol. 22, No. 2

(2013)= 2=B|AE A
Holehal EHshHA,
Hol FHA L
ek ARdelA & Hdes
9 4w QAR el Folg luk
Ao HAe S G S 3
ok 58 Zetolglofo] 47 F<l
Simpson, Taylor, Kathleen, O'Rourke and Shaw(2011)
o poldE vigtel WS ALHE o Y=

O
=
oo
o

FAAY FEoR

SHI FHSHE § FAA WS mel A4t
LA, Bl 2Eo Wz s 14
A AT BAL A FB Ak 5 5
2 WS Bl 2ulE BEE A0E Uehy
oleigt AukE melstd Be Zefoldjole] &7
Aol WMEA FHH Aoletn 1] oS
u, SEAAE WA 1AL B7] 98 AHes
f12o] 058 2uAEAA $AHA 23 4
e 2 4E ks AL ARk Te ok
) e metoldolo] £ Bl et nlxt
o 334 L A W AAHOE B
T A Fgkom, oW felo] T WS
o] olZojufi=r] TAHY AHUS YA ATE F
=% Agolth. wehd AulAe] Y Zetoldol
&% 7ol ofslA B glol BAISHL, QAR
%

=

I8 ot ofL poh

o

2. Utilitarian vs. hedonic shopping values

a9 AP A8H aW 79} A a9 71
9 F 7HA] AHoe 2 hE 4= Qlth(Babin, Darden
& Griffin, 1994). o] uf, 7}x|2k Wed] A B0 35

oRBE Lol Jlo] ofleh, A £7 FY
oNH P&+ G AR, vt AFolt A
B0k HBAESHE B F AYHoR HEw
L AFS E3lrh. Babin et al.(1994)0] |aHH, A
$2 63 7HE SAT 20 877} 63 5
AA wE 2L W) w2,

S A=A oo

>

re
—_
[=))
Q

B = )
ool
£
Ec
)

o

=)
N
N
e
iTtad
oo
Y
N
N

oK
>~

>

2

o

&
ol 9

O 2 rE e
B
ofl x|y
S
L ir=
e
=2 lo

Eic
o I &
=

o
1o

MU ofl b~
ot

w oE
Mo o oN

i)
2
o
o = S o2 flo
o
(=

i

d(Jane Boyd & Peters,
27 Aoy o H=st
el BleE ol A

29 sefoldo]

©
fo & [o B
B

rlo
B
o

ooy B _?: o R ¥
B -
N o, W O
N ox
N
)
o4

ol

i} rle _E‘
ol A
K c@

o
o2

9|L<

N

N
ox
rlo

X

ofl ot
B
e
>
N
s
)
|l
o
o
n)
o

iz

ofy

Lo |r

o

fin)
o

=
hl

] o]

o
= ol
oM,
ot
>
oo
2

X

LN
r o
s
>
=AY
©
il
o
a2

e e

jin}

o O

b B

ot m.hI
of
Siid
gL
=
=)
i)
>
B
=
R
1o
Iz
&

o,
AL
)
ol
o,
&
o
il
>,
g o g
2

=
)
i b
)
N
ﬁ:

M
20 Ju N [H

fr = > ol

pak
e
oA

ioﬁxﬁﬁi-lﬂ'r%_\li B~ O o 2 3o J
o -
- o
i
>
o
rr

o o

_I>~
)

I1l. Methods

1. Research questions

g mefolgjo] 4o thgt aulte] Wkg, 5
T 7HA, L A= 280 ta 2457 9
3, 2 AtollA AAT ArtEAE ok 2

ATLEA 1. 2R 2
el ofwst whge Wk

ATLEA 2. 2vzpe] e =
Hol A U £ 7HE Re9vp

zafold|o] o]

eolglo] &% 2

[}

- 349 -



168 254 A2 7S ol g

2. Critical incident technique
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{Table 1> Demographic characteristics of the sample

>

(n=165)
Variable Category F | %
Freshman 39 | 23.6
Currel:ﬁ Sophomore 46 | 279
class in
school | Junior 51 1309
Senior 29 | 17.6
Non-hispanic white 147 | 89.1
Non-hispanic black 15| 91
Ethnicity Hispanic 1.8
Asian/pacific islander 0.0
American Indian/Alaskan native 0.0
Other 0.0
Under $5,000 17 | 103
$5,000 to $9,999 51 3.0
$10,000 to $14,999 6| 36
$15,000 to $19,999 6| 36
$20,000 to $24,999 6| 36
$25,000 to $29,999 7| 42
$30,000 to $39,999 7| 42
$40,000 to $49,999 10 | 6.1
Household['g50 00 0 $59,999 3] 79
income
(Last year) $60,000 to $69,999 11| 67
$70,000 to $79,999 16 | 9.7
$80,000 to $89,999 9| 55
$90,000 to $99,999 10 | 6.1
$100,000 to $124,999 131 79
$125,000 to $149,999 9| 55
$150,000 to $199,999 7| 42
$200,000 to $249,999 4| 24
$250,000 or over 91| 55
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IV. Results and Discussion

1. Positive versus negative, utilitarian versus
hedonic shopping experiences
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Utilitarian

1A. Off-price shopping

65 (52.8%)

58 (89.2%)

Positive
123 (62.2%)

IB. Shopping for expensive products
7 (10.8%)

Hedonic

2A. Impulse buying

58 (47.2%)

32 (55.2%)

Shopping
Experiences
on Black Friday

2B. Holiday atmosphere
16 (27.6%)

2C. Shopping for the latest or luxury brand products
10 (17.2%)

198* (100%")

Utilitarian

3A. Modest discounts

33 (44.0%)

9(27.3%)

Negative
75 (37.8%)

3B. Out of stock
9 (27.3%)

3C. Time-consuming queues
8 (24.2%)

3D. Fatigue of holiday shopping
7(21.2%)

Hedonic

4A. Crowded environments

42 (56.0%)

32 (76.2%)

Notes: * Number of critical incidents

4B. Compulsive buying
6 (14.3%)

4C. Poorly managed stores
4(9.5%)

b Percentage of critical incidents (relative to category/subcategory total)

<Fig. 1> Critical incidents of shopping experience on Black Friday
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