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INTRODUCTION 

Q4 is always the most challenging quarter of the year for 

ecommerce advertisers, however, Q4 2020 may have been the 

most challenging quarter on record. The pandemic made it 

difficult for advertisers to predict conditions on Facebook's 

auction, consumer behaviours, and the resilience of their supply 

chains.

This uncertainty presented a number of opportunities for 

advertisers that could react quickly to what they were seeing in 

the auction. For example, early increases to clickthrough rates 

indicated that people began to do their holiday shopping 

earlier than usual. In response, our clients scaled budgets 

ahead of the sales period.

However, we expect the response to trends we established in 

Q4 to continue long-term. Employing cross-border strategies to 

achieve more efficient CPA, capitalising on new shopping 

behaviours with product-based ads, and focusing on creative 

development to improve engagement as competition increases 

all have an important place in our clients' strategies for 2021.

ABOUT THIS REPORT 
This report draws on Facebook data from our portfolio of ecommerce 

clients, most of which work in the fashion, beauty, and ethical sectors. Each 

advertiser sampled in this report turns over at least £10m, and most have 

purchase or value as an objective.

These advertisers use a range of conversion and catalogue-based 

campaigns, and most run campaigns in several markets. They also skew 

more towards prospecting campaigns, rather than retargeting campaigns, 

with 77% of total spend in Q4 assigned to prospecting campaigns.

ABOUT NEST PERFORMANCE  
Nest Performance is the paid social agency for scaling ecommerce 

businesses. Founded by ex-Facebook and Google employees, Nest scales 

paid social campaigns for ecommerce businesses including Ted Baker, 

Finisterre and Huel.

WILL ASHTON
CEO at Nest Performance
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77% OF TOTAL SPEND ASSIGNED TO 
PROSPECTING CAMPAIGNS



CTRs decreased YoY, potentially driven by increased 

competition from ecommerce brands. While CTRs rose 

just 1% QoQ, their YoY decrease was a substantial 

-24%, driven by rising social traffic during the 

pandemic and more competition in the auction.

As a result of decreasing CTRs, CPC was higher both 

YoY and QoQ. Despite rising CPC, advertisers that 

put the most spend behind their highest performing 

creative in Q4 were able to drive lower CPA over the 

holiday shopping period, helped by a significant 

increase to conversion rate.

Though CPMs rose 21% QoQ due to increased 

competition during the holiday shopping period, 

CPMs reduced by 4% YoY, suppressed by increased 

social traffic as more people spend time at home. 

While CPMs climbed earlier than in previous years as 

advertisers started their sales periods early, on Black 

Friday itself CPMs were down 9% on the previous 

year.

Ecommerce advertisers experienced a very different Q4 on Facebook in 2020. 

Data from our portfolio shows CPMs rise earlier in the month compared to the 

previous year as advertisers started their holiday sales earlier in anticipation of a 

rise in competition on the platform. Yet even at their peak CPMs were down 9% 

on the previous year. Meanwhile, increased competition in the auction caused 

CTRs to decline and drove CPC up, minimising the benefit of reduced CPMs.

Like we saw last year, advertisers that leaned on tried-and-tested creative during 

the holiday shopping period were able to drive more value on Facebook. This 

was compounded by higher conversion rates QoQ and YoY, as more shoppers 

purchased online in response to restrictions on physical shopping imposed by 

lockdowns around the world. 

CPM  

Q4

2019 2020
Q4Q3Q2Q1

-4% YoY +21% QoQ 

Q4

2019 2020
Q4Q3Q2Q1

-24% YoY +1% QoQ 

Q4

2019 2020
Q4Q3Q2Q1

+27% YoY +19% QoQ 

CTR  CPC  

PLATFORM METRICS 
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GEOGRAPHIC SPLIT 

Product catalogue 
campaign CTR

+77% Product catalogue-based 
campaigns achieved 
higher CTRs than standard 
ad formats

While CPMs in the UK followed global trends, CTRs 

declined more in the UK than in other markets (-32% 

YoY), which resulted in significantly higher CPC. However, 

UK advertisers that adopted a global strategy achieved 

a 2% lower CPC and a 9% higher conversion rate, which 

resulted in more efficient CPA and ROAS performance.

Conversion rates in the UK were higher than in the US 

and ROW, most likely as a result of tougher lockdown 

restrictions that caused more shoppers to purchase 

online.

Conversion Rate
+9% Advertisers that adopted a 

global strategy in the UK 

CPM 
-15% YoY   

+14% QoQ

CTR 
-34% YoY   

-5% QoQ

CPC 
-+28% YoY   

+20% QoQ

Rises in CPC were less prevalent in the US than in the UK 

or ROW regions. This is due to significant QoQ and YoY 

increases to CTRs as market entrants that adopted online 

channels in response to the pandemic displayed their ads 

to audiences for the first time.

While US CPMs were 82% higher than the global 

average, CTRs were 56% higher and AOV was 27% 

higher. Advertisers who adopted a global strategy 

achieved 28% lower CPMs in the US, compared to 

advertisers who targeted the US as an isolated market.

CPM 
-32% YoY   

+37% QoQ

CTR 
+31% YoY   

+17% QoQ

CPC 
-2% YoY   

+17% QoQ

CPM
-28% Advertisers that adopted a 

global strategy in the US

US UK ROW

CPMs for ROW markets were 168% and 132% lower 

than the US and UK respectively, which resulted in 

significantly lower CPC than in other markets. Therefore 

ROW markets presented an efficient way to drive reliable 

performance in the most challenging quarter of the year. 

Interestingly, product catalogue-based campaigns in 

ROW markets achieved significantly more engagement. 

CTRs climbed 77% higher than standard ad formats and 

resulted in 67% higher ROAS.

CPM 
+17% YoY   

+32% QoQ

CTR 
-23% YoY   

-4% QoQ

CPC 
+18% YoY   

-14% QoQ



Cross-border strategies drive more ef�cient 

performance

Ecommerce advertisers that adopted 

a global strategy experienced 25% 

lower CPMs and CPC than 

market-specific campaigns. This 

resulted in more efficient CPA and 

ROAS performance in Q4, allowing 

these advertisers to mitigate the 

impact of performance issues in more 

competitive markets. 

These advertisers also gained an 

understanding of where they can 

drive more efficient growth with 

future campaigns.

Q4

2019 2020
Q4Q3Q2Q1

Q4

2019 2020
Q4Q3Q2Q1

Non cross-border CPM Cross-border CPM

KEY TRENDS 

-25% 
CPM with global strategy

CTRs have declined every quarter since 

Q4 2019

The surge in online shopping seen in 

2020 has increased competition for 

ad inventory across Facebook and 

Instagram. In turn, our data shows a 

gradual decline in CTRs across the 

year, which becomes more 

pronounced during the holiday 

shopping season in Q4. 

The 24% YoY reduction to CTRs in 

Q4 is the biggest influence on YoY 

CPC increases of 22% within the 

same period.

-24% 
CTR YoY

5



Q4

2019 2020
Q4Q3Q2Q1

Q4

2019 2020
Q4Q3Q2Q1

Video has seen a big drop in CPMs
As many advertisers focus more on 

product-based ad formats such as 

carousels and collections, video ad 

CPMs have declined -62% YoY and 

-11% QoQ. While product-based 

ads are a great way of capitalising 

on established intent, advertisers 

should take advantage of lower 

advertising costs for video formats 

and publish video 

content that connects with customers 

and delivers an engaging 

experience.

-62% 
CPM YoY

Huge growth in Dynamic Product Ads, but this 

strategy is becoming expensive

Dynamic Product Ads is a powerful 

tool that utilises an advertiser's 

product catalogue to prospect new 

customers or retarget customers that 

previously visited the advertiser's 

website. This feature has become 

more widely used as 2020 continued, 

with more advertisers capitalising on 

the rise in online signals caused by 

increased web traffic during the 

pandemic.

Dynamic Product Ads attracted 

spend increases of 123% YoY and 

38% QoQ, however, CPMs also 

increased by 11% YoY and 15% 

QoQ, indicating that it is now more 

competitive.

+123% 
YoY Spend on Dynamic Product Ads
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KEY TRENDS 



info@nestperformance.com

Get in touch to �nd out how we can scale 

your ecommerce business

NEST PERFORMANCE IS THE PAID SOCIAL AGENCY 

FOR ECOMMERCE BUSINESSES 


