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Black Friday and Cyber Monday (BFCM) are usually associated 
with consumer shopping frenzies — laptops half off, 
smartphones bundled with headphones, limited-time 
“was/now” offers. But beyond the flashy retail side, these 
seasonal sales represent something powerful for B2B tech 
marketers too: 

A masterclass in urgency, visibility, and conversion tactics. 

While B2B buying cycles are long and involve multiple 
stakeholders, there are lessons here. By adapting the urgency 
and scale of BFCM to pilots, PoCs, hardware refreshes, and 
account expansions, B2B marketers can create short-term 
accelerators that fit into long-term growth strategies. 

And in today’s market, sustainability matters. Businesses don’t 
just want discounts — they want responsible growth. By 
weaving greener options into offers, companies can 
differentiate themselves and align with procurement teams’ 
CSR goals. 

This playbook helps you: 

• Understand the dynamics of BFCM. 
• Translate consumer tactics into enterprise-compatible ones. 
• Build campaigns that balance urgency with long-term 

pipeline. 
• Incorporate sustainability as a differentiator. 

Introduction 



1. How BFCM works 
(consumer context) 

It is easy to see that BFCM (Black 
Friday/Cyber Monday) plays on the 
impulsiveness of people. Getting them to 
make rash decisions. Therefore it does not 
directly apply to B2B as the sales cycles are 
long and some reflection is happening. 



2. Why B2B is different 

• Long decision cycles (months vs. 
minutes). 

• Multiple stakeholders (technical, 
procurement, finance). 

• Higher stakes and complexity 
(contracts, onboarding). 

• Brand trust and relationship > 
instant price. 

Funnel Comparison: Consumer vs B2B 



3. What B2B can borrow 

There are things you can still borrow from 
the consumer style marketing. You just 
need wrap B2B context around it. Create  - 
the urgency, price anchoring, frictionless 
checkout, channel sturation and impulse 
buying - messages with B2B CTA's. 



4. Sustainability Integration 

There is a constant need to think about the 
environment. Sustainability is also easily 
applied for your campaigns. Below you can 
find some examples. But be aware, green 
washing backfires aggressively. If you are 
using a sustainability angle, make sure you 
fullfill the promise. 



5. Execution Framework 

When planning your campaign, always 
remember that building FOMO (fear of 
missing out) is a huge part of BFCM and it is 
beneficial to culture that with the 
pre-launch hype. Focus your launch to the 
actual messages and don’t forget to 
nurture and follow-up the leads. 



6. Summary & Checklist 
• Set goals: Lead gen, pilots, expansions, ARR. 
• Design offers: Add-ons, pilots, services (not core product 

slash). 
• Add urgency: Deadlines, limited spots, bonus support. 
• Target smart: Segment audiences, use intent data. 
• Simplify procurement: Pre-approved docs, faster 

contracts. 
• Embed sustainability: Trade-ins, digital credits, greener 

shipping. 
• Measure: Leads → Pilots → Conversions; CAC vs. CLTV; 

sustainability KPIs. 
• Learn & repeat: Apply insights to next year’s campaigns. 



Closing Thoughts 

Think of BFCM not as a day to slash prices, 
but as a seasonal accelerator for pipeline 
creation and customer expansion. By using 
urgency ethically, positioning offers 
sustainably, and framing deals as low-risk 
entry points, B2B tech marketers can turn 
short-term peaks into long-term growth. 



Your Notes 
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Now go create your own 
Black Friday / Cyber Monday 
campaign to boost the sales! 

In case you’re still unsure what 
to do and need some help, no 
worries. 

Just contact C-Mimmi-O! 
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