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I’'m Holly,

Head of Paid Media
Operations

AGraduated in 2014 from Sheffield
Hallam Uni

ABeen with Anicca 6.5 years

ASpecialise in paid media, with a
particular focus In paid search
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Experience

Our Pedigree

We have vast experience of working with companies that _
manufacture or build their own products. A Construction Industry

| . AGlobal Distribution Network
Our deep understanding and sharp focus on these specific

industries is what sets us apart from the competition, giving ALogistics & Supply Chain

you comfort In knowing we are a true extension of your

_ AI\/Ianufacturing & Supply Chain
business.

AMedical. Health & Scientific

This Is also why our internationally renowned clients stay with
us year after year.

' PALLEX wattbike cwcssentier  $experian. [0

EST. 1860 DEICHMANN

anicca

All rights reserved 2021



Agenda 7z

MBlack Friday and 2020 trends
A ooking ahead to 2021

AHow you can leverage the key themes

AT actics you can deploy through paid
media
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Black Friday is just around the
corner on November 26", and

festive shopping is underway, but
it 1sn’t too late to get involved
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Earlier & Longer

The holiday shopping
period was extended In
2020. Sales grew 19%
YoY in the 3 weeks
before the event

*Source: Google Retail Marketing Guide, 2021
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Financial Security

Customers were less
financially secure
because of the
pandemic.

They looked for buy
now, pay later deals and
free shipping was key

Fatigue

Customers became
more fatigued with the
sheer volume of deals

avallable

Digital

For the first time Black
Friday and Cyber

Monday went fully
digital in the UK with
lockdown in full swing

Online searches in Q4
grew at a rate of 3x
higher than 2019
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