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December is the definitive year-end

December brings a surge in audience activity as the ‘silly season’ sparks growth
across events, retail and dining. From last-minute gifting to festive feasts and home
entertainment, the final month of the year arrives on a celebratory note.

‘Tis the season to celebrate and shop

Shopping Centres and Ecommerce content to lifts of more

December begins on a celebratory note to draw the year to than 50% and 15% respectively.

a close. As the ‘silly season’ festivities commence, Events &

Attractions engagement is expected to lead the charge with A festive feast for bellies and eyes

a 50% month-on-month increase. Seasonal activity seekers Once the gifts are wrapped, attention turns to the festive feast,
will drive a 3.5x lift for Festive Events, while pantomime lifting Food & Drink topic engagement. Recipe inspiration
season and theatre gifting help Musicals to more than and seasonal dining trends will drive Cooking up by 20%,

double. Additionally, Christmas party outfit planning will see while interest in pre-prepared party food will see Frozen

Designer Clothing rise by more than a third.

Food enjoy a c.3x lift. Alcoholic Drinks will also grow by over

10% as hosts top off their Christmas menus with tasty tipples.

Building on November’s mega-sales buzz, Shopping category
engagement will climb a further
10%. The last-minute retail rush
is set to double engagement 5 &
for Gifting, while Christmas - . Coristmnas
Shopping will increase by up

to 50%. Meanwhile, budget-
conscious and sustainable
shoppers will drive a 45% rise in
Second-Hand Market interest.
The combination of in-person
and online retail will bolster
engagement with Malls &

Completing the festive mix, home
entertainment thrives on an enhanced
television schedule across linear and
streaming platforms. A 10% boost for
Television is powered by a 8x spike in
Christmas Television content, while
Sport TV will see a near 30% increase.
Similarly, a 15% rise for Movies

is driven by a 90% lift in Comedy
Movies engagement, reflecting

the nation’s sense of goodwill and
renewal at this time of year.
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Following November's
mega-sales

bonanza, the retail
rush continues as
December shopping
audiences grow.
Campaigns should
pivot from price
reductions to gifting,
as deal-hunting gives
way to last-minute
shopping. Support
decision-making with
clear messaging on
in-store availability
and last-chance online
shipping deadlines.

Align festive food,
drink and home
hosting campaigns
with seasonal
entertainment
audiences to
complement post-
feast viewing.
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2.5x

Festive
Events PVs
growth

+50%

Christmas
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THE OZONE OUTLOOK

| WED

| THU
03

International Day @
of Persons with
Disabilities

FRI

Hanukkah starts @

| SAT

10

Christmas @
Jumper Day
expected date

Human Rights Day @

11

PDC World Darts @
Championship starts

17

18

Mad Friday @

Super Saturday @
(aka Panic Saturday)

Winter Solstice @
School holidays @

Christmas Eve @

25

Christmas Day @ @
bank holiday

26

Boxing Day @

begin (England)
28

Boxing Day @
substitute
bank holiday
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31

New Year's Eve @
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Hanukkah: Reflecting both PDC World Darts Championship:
YOUR DIARY
5 s .

E Hanukkah and Christmas 5 The sport’s exploding popularity, E
. observance, Religion & . lit by teenage prodigy and 2025 |
i Spirituality category i world champion Luke ‘The E
E engagement will rise by E Nuke’ Littler, will drive Darts !

more than 20%, as Brits engagement to 4.5x growth
month on month as the Alexandra
Palace finals take place.

of all faiths celebrate
these notable family
gathering occasions.

_________________________________________________

Christmas Jumper Day: Human Rights Day:

Save the Children UK’s Celebrated on Thursday
annual celebration 10 December, this
of the best and the awareness day commemorates

Christmas jumper will Assembly’s adoption of the
contribute to a 3.5x JAN Universal Declaration of Human
lift for Festive Events Rights. Expect Political Issues
engagement in December. engagement to rise by 70%.

E worst of the humble : . L # the United Nations General E

Winter Solstice: 21 December marks Winter Solstice
as we wave goodbye to the autumn. Unless there’s

New Year's Day: The new year starts with a national
. a cold-snap, or white Christmas, expect Weather

E day off, lifting Bank Holidays content engagement
. to 2x growth. It also signals the end of this year’s

engagement to grow by around 10%, as winter arrives. Planning Ahead guide... roll on the 2027 volume!

____________________________________________________________________________________________________

@ ARTS & CULTURE @ LIFESTYLE @ SPORTS EVENTS @ HOLIDAYS & AWARENESS @ SEASONAL OCCASIONS @ OTHER
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RESPONSIBLY SOURCED INSIGHTS

In today's rapidly evolving digital landscape, understanding audience behaviours has
never been more complex. With the decline of third-party identifiers, first-party data

has become essential for navigating this shift. It allows advertisers to achieve better
results, while also rewarding publishers — of all sizes and guises — for focusing on genuine
audience connections.

At Ozone, we recognise the responsibility that comes with handling this data. Our
strength is rooted in the strong first-party data relationships we've built with our partners,
giving us a unique cross-publisher view of media consumption data. This view is central
to our premium audience offering. To ensure we're meeting the highest standards, we
commissioned ‘The Premium Web Methodology’, an audit of our business practices

by PwC. The findings confirm that our data approach is fully compliant with the right
consents in place, while also demonstrating our ability to address audiences across
multiple publishers and browsers. What's more, ‘The Premium Web Methodology’ has
received industry recognition and praise, picking up the prestigious ‘Trust in Media
Excellence’ prize at The Media Leader Awards 2025.

We're very proud to say that our Planning Ahead for 2026 insights are founded in fully
compliant and consented data.
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