
Meta festive 
planning guide

PHASE 1 

PLAN (Q3)


Define festive success for 2025, test strategies that 
can help you achieve it and plan your campaigns.

PHASE 2 (Coming soon) 

DRIVE (Q4/5)


Achieve peak performance and post-festive 
season goals by using what you've learned.

The festive season is the biggest opportunity of the year for advertisers. Meta empowers advertisers 
with AI-enabled tools for every moment of their festive journey to plan and drive performance.

Start planning now to maximise peak 
sales season

Define clear, measurable goals for your festive 
campaigns. This will help you evaluate your 
campaigns' success post-festive season and 
inform your future strategies. 


Remember to factor in delivery cut-off dates 
when planning your campaign flight dates.


Consider Meta Verified to build trust and 
credibility for your brand this festive season.

Create a solid account foundation for 
better results

Connect your data. Set up the 
and Meta pixel to optimise 

campaigns with real-time data. Small business 
e-commerce advertisers with the Meta pixel 
that have set up the Conversions API saw 
+11% additional purchase conversions 
compared to using the pixel alone.¹


Meta 
Conversions API 

Already have the Conversions API? Now is 
the time to : Share high-
quality events, keep data fresh and 
deduplicate events for best results.


 optimise your setup

Simplify campaigns. Don't run multiple ad sets 
targeting similar audiences and objectives. 

 to help your ads exit the 
 faster, meaning more stable 

cost per result and better performance.


Streamline ad sets
learning phase

Manage your products.  
to easily manage product data and fuel your 
Advantage+ catalogue ads to drive sales.


Set up a catalogue

Collect leads. Use 
to connect with high-intent potential shoppers 
and build an email subscriber list, then use 
Advantage+ sales campaigns to re-engage 
with them during the festive rush.


lead ads with instant form 

¹ Source: Median increase based on the number of conversions from both Conversions API and pixel from 1-14 March 2023.

https://www.facebook.com/business/tools/meta-verified-for-business
https://www.facebook.com/business/tools/conversions-api?content_id=6z6vUrsg1RojzGt
https://www.facebook.com/business/tools/conversions-api?content_id=6z6vUrsg1RojzGt
https://www.facebook.com/business/tools/conversions-api?content_id=6z6vUrsg1RojzGt
https://www.facebook.com/business/m/optimize-budget-audience?content_id=B5JFrY8D23h81kf
https://www.facebook.com/business/help/112167992830700?id=561906377587030&content_id=5aeBY5iUBnV2wWx
https://www.facebook.com/business/help/384041892421495?id=725943027795860&content_id=YdelbAOb4x5XrMs
https://www.facebook.com/business/help/761812391313386?id=735435806665862


Make data-driven decisions through testing

Build a learning agenda to decide what you 
want to learn from ad testing based on your 
business's goals. Learning agendas work best 
when you identify key business questions.  


Define your measurement method. Run  
to identify what levers to pull to amplify your 
performance.


A/B tests

For example: What creative concepts resonate with 
key audiences? 

See how industry-leading AI can deliver better 
results and ROI during the peak-sales season 
by trying them now, such as Advantage+ sales 
campaigns. Learn about the full Advantage 
suite  to drive online sales.
here

55%
of weekly Facebook or Instagram users prefer 
to get festive shopping recommendations 
from Reels.⁶

48%
of those want to see gift ideas or product 
recommendations on Reels from brands 
during the festive period.⁶

30%
higher ad performance for advertisers that 
ran 15 A/B test experiments (versus none).²

Feroldi's
A

Feroldi's
B

Test B
Test A
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² Source: Runge, Julian and Geinitz, Steven and Ejdemyr, Simon, Experimentation and Performance in Advertising: An Observational Survey of Firm Practices on Facebook 
(23 May 2020). Expert Systems with Applications, forthcoming, available at SSRN. 
⁶ Source: "Seasonal Holidays Study" by YouGov (Meta-commissioned study based on an online survey of 18,727 festive shoppers aged 18-95 in Australia, Brazil, Canada, 
France, Germany, Indonesia, Japan, Mexico, South Korea, Sweden, Thailand, UK, USA, Vietnam), December 2024.

https://www.facebook.com/business/help/1738164643098669?id=445653312788501
https://www.facebook.com/business/ads/meta-advantage-plus


Build and test a variety of ad creative 
to learn what resonates

Plan now for festive creative, taking into account creative 
production time. Reels ads should attract attention in the 
first few seconds, use high-quality visuals, be concise and 
engaging, add music or sound effects, and incorporate 
text overlays or captions to enhance storytelling.


Build seasonal creative that is diverse across concepts 
and formats. Build vertical video (9:16) with sound on 
and use at least three different asset types with 
different content (e.g. static image, carousel and reels) 
to increase delivery, liquidity and performance.


A/B test different creative content to find the most 
effective combinations (BAU vs BAU + Reels).


Visit the  to find content 
inspiration, best practices and actionable tips to 
create effective video ads to promote your business.


Meta Creative Centre

Create high-performing ads with 
. Automatically create enhanced versions of 

your images and video at scale to create versions 
your audience is most likely to interact with. 
Advantage+ sales campaigns that used Advantage+ 
creative enhancements had 8% more conversions 
per dollar than those that did not.⁵


Advantage+ 
creative

Use the , which is a curated 
collection of over 290 licence-free sound assets 
specifically designed for Reels, including music, 
sound effects and voice tracks.


Meta Sound Collection

Adding the Instagram Reels placement to 
business-as-usual direct response 
campaigns drove more incremental value 
than business-as-usual campaigns alone 
and significantly increased the likelihood of

page visits 

97%
add to cart

97%
purchases³

90%

7%
more conversions per dollar for Advantage+ 
sales campaigns that included 9:16 video 
with audio than those that did not.⁴

Wind & Wood

Wind & Wood

Advantage+ on

Learn more about planning in Q3 and get a comprehensive view of 
every step in the process with the Meta Festive Season Guide. 

Download the guide
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³ Source: Page visits results are based on 12 lift studies; add-to-cart results are based on 13 lift studies; and purchase results are based on 11 lift studies. All studies were run from 
June 2022 to December 2022 by global advertisers from various verticals including e-commerce, CPG, retail and professional services. Business-as-usual campaigns means 
Facebook Feed, Instagram Feed and Instagram Stories. 
⁴ Source: ML (correlational) analysis of 1M+ Advantage+ shopping campaign (ASC) ad sets that were not pure Advantage+ catalogue ads. Ads ran May-June 2024, globally, 
across verticals. Statistics shared are direct effects of input variables in a gradient-boosted decision tree model controlling for other features, including ad set features (e.g. 
having vertical image, horizontal video, count of creatives, usage of Advantage+ products) and advertiser features (e.g. region, vertical). All variables were defined by one or 
more ads in the ad set having the feature. 
⁵ Source: ML (correlational) analysis of 1M+ Advantage+ shopping campaign (ASC) ad sets that were not pure Advantage+ catalogue ads. Ads ran May-June 2024, globally, 
across verticals. Statistics shared are direct effects of input variables in a gradient-boosted decision tree model controlling for other features, including ad set features (e.g. 
having vertical image, horizontal video, count of creatives, usage of Advantage+ products) and advertiser features (e.g. region, vertical). All variables were defined by one or 
more ads in the ad set having the feature.

https://www.facebook.com/business/inspiration?content_id=zGSzdAiU82I7nn7
https://www.facebook.com/business/help/297506218282224?id=649869995454285&ref=search_new_0
https://www.facebook.com/business/help/297506218282224?id=649869995454285&ref=search_new_0
https://www.facebook.com/sound
https://view-su2.highspot.com/viewer/7032e0194fea9b86c658bb53851a32af


Seasonal moments calendar

14 July
Bastille Day

Aug-Sept 20 Oct
Diwali

31 Oct
Halloween

27 Nov
Thanksgiving

28 Nov
Black Friday

1 Dec
Cyber Monday

6 Dec
St Nicholas Day

14 to 22 Dec
Hanukkah

25 Dec
Christmas

26 Dec
Boxing Day

25 Dec to 1 Jan
Kwanzaa

1 Jan
New Year's Day

17 Feb
Lunar New Year

17 Feb to 19 Mar
Ramadan

Meta technologies is 
where the festive 
season happens

� Meta is where the festive season happens. 
50% of festive shoppers say they 
discovered brands or products on Meta.�

� 41% of shoppers used Meta to research 
and evaluate brands or products during 
the festive season.�

� Festive shopping is sparking in November. 
Start planning and testing early. 15% of 
shoppers start in late November and 18% 
start in early December.⁶
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⁶ Source: "Seasonal Holidays Study" by YouGov (Meta-commissioned study based on an online survey of 18,727 festive shoppers aged 18-95 in Australia, Brazil, Canada, France, Germany, Indonesia, Japan, Mexico, South Korea, Sweden, Thailand, UK, USA, Vietnam), December 2024.
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