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237 interviews, conducted across the whole MarCom ecosystem
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Who did we talk to?

Gender AGE REGION

Male Female
Flanders I 51

35 Brussels NI 09

30

32 38
Wallonia - 20
50+

SECTOR
18-39 40-49

Advertiser/Brand I 13

FUNCTION SENIORITY Creative agency/

. ]
Production House 37

C-level m—— 32 50 Media agency IS 14
VP e 28 - Martech agency R 9
Manager/Director Media company/
I I Publisher Saleshouse T 15
Executive mmmmm 15 Other mmmm 12

0-10y 11-19y 20+y

% ON BASE: TOTAL SAMPLE (n=237)

M | I'(ANTAR | AI<QA © Kantar 2024 | 7
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A clear decrease in positivity towards 2025

Evaluation of 2024

Good
41% Average
26%
61%
had a good year
Excellent 9 y Bad
21% 11%
& Horrible
2%
POSITIVE NEGATIVE
TOTAL 61 13
Advertiser 93 1274
Creative agency 97 1214
Media agency 82 13414
Martech agency 1174 37
Media company 104 43

% ON BASE: TOTAL SAMPLE (n=237)

Mindset of 2025 on a professional level

Neutral
Positive 29%
49%
57%
has a positive _
. Negative
mindset 14%
Very positive \
0,
8% ~. Very negative
1%
POSITIVE NEGATIVE
TOTAL 57 14
Advertiser 106 47
Creative agency 90 151 4
Media agency 83 144 4
Martech agency 126 4 0
Media company 103 39

Advertiser/Brand (n=30) | Creative agency/Production House (n=88) | Media agency (n=34) | Martech agency (n=21) | Media company/Publisher Saleshouse (n=36) | Other (n=28)

M | KANTAR| AKQA
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2024 versus 2025: clouds on the horizon? Why ?

OVERALL
MARKET EVOLUTION

38%
31%
29%

2% -9 0%

33% 29%

ECONOMIC
OUTLOOK

41%

32%
25%

1% 0%

27% 32%

24%

2%

MEDIA
INVESTMENTS

43%

25%

30%

& 2%

32%

POSITIVE NEGATIVE POSITIVE NEGATIVE POSITIVE NEGATIVE

Advertiser 81 126 4 50 114 106 104

Creative agency 86 121 4@ 85 110 72 113

Media agency 125 4 71 100 73 151 4@ 110

Martech agency 159 4 82 179 A 104 132 4 89

Media company 93 57 136 4 78 143 4 60

% ON BASE: TOTAL SAMPLE (n=237)

M | I.(ANTAR | AIQA‘ Very Positive Neutral  Negative Very © Kantar 2024 | 10
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2024 versus 2025: clouds on the horizon? Why ?

Threats

Geopolitical situation

Economic outlook

Rise of fake news

Positioning of local decision centers

Fragmentation of digital and TV usage

Carbon footprint of Al

Increasing privacy regulations

End of third-party cookies

% ON BASE: TOTAL SAMPLE (n=237)

I G4

I 56

I 35

I 34

I 27

I 7

I 24

N 16

Opportunities

Al .
Resilience of local media S 40
Retail Media N 32
TV digitalization N 31
Increase in cookieless solutions [N 28

More privacy B 11

Economic outlook [ 10

UM | KANTAR | AKQA
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Observation 2:
Al, and nothing else matters???




No surprises, Al is omnipresent

KEY WORDS OF 2024

Al (87%)

. . )
First Party Data (34%) Retail Media (34%)

Sustainability (33%)

Omnichannel (30%) Diversity (33%)
Deep Fakes (23%) Fake News (23%)
Data Clean Room (21%) Local Media (21%)

Third Party Cookies (19%) DOOH (19%)

Creator Economy (16%) .
Greenwashing (16%)

CTV (14%) Marketing Stack (14%)

AR/VAR/XR/Metaverse (7%) Privacy Sandbox (4%)

Web3 (3%)
Blockchain (3%)

% ON BASE: TOTAL SAMPLE (n=237)

KEY WORDS OF 2025

Al (79%)
First Party Data (37%)

Sustainability (32%) _
Omnichannel (30%)

Retail Media (29%) | gcal Media (29%)

Diversity (25%)
Data Clean Room (23%)

Marketing Stack (22%)  peep Fakes (20%)

Creator Economy (19%)  EFgke News (18%)

CTV (14%) DOOH (14%)
Third Party Cookies (13%) Greenwashing (11%)

AR/VAR/XR/Metaverse (9%) Blockchain (5%)

Privacy Sandbox (5%) Web3 (3%)

© Kantar 2024 | 13



Each sector has its own specificities and focus

What are the main challenges in 2025?

TOTAL Advertiser :éiige gﬂgeedriiy g/lgag:]i;h Media
Al/Generative Al 68% 03 110 95 90 89
Data Management 31% @ = @ ~ @ 107 @
Pitch Management 28% . 12 . 147 . 201 . 34 . 0
Marketing Automation 25% 92 . 76 . 151 . 226 99
Training — Improving Internal Skills 25% . 79 94 116 . 132 . 77
Organization — Bridging Silos 25% @® = @ - @ = @ 99
First Party Data Management 25% . 214 . 55 83 115 . 156
Carbon Footprint/Sustainability 24% 111 @® = 110 ® - @ :

M | KANTAR| AKQA
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One in two advertisers doesn’t know what each agency stands for

“l have a clear image of the Belgian creative industry.

| know what each agency stands for.”

Neutral
32%
Rather agree
31%
Rather disagree
57%
doesn’t have a clear
image
Fully agree & Fully disagree
12% 1%

% ON BASE: TOTAL SAMPLE (n=237)

Seniority

Sector

Advertiser/Brand

Creative agency/
Production House

m AGREE (fully or rather) m DISAGREE (fully or rather)

w
o

[EEN
(0]

N
) BN

[EEN
\l

Total sample
AGREE: 43%

M | KANTAR| AKQA
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Key take outs

v Our mood for 2025 is one of cautious optimism.

v Agencies need to differentiate themselves better.

v Advertisers and agencies live in different worlds. Realizing this is the first step towards change.

M | KANTAR | AI<.QA © Kantar 2024 | 18
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Panel

Gio Canini Luc Van Wichelen
Country Manager WPP BE Consumer Experience/Media Lead N&W

Europe Mondelez Int.
Yves Gerard :

CEO RMB R Vincent Pierquet

Country Manager Tik Tok BE
Peter Quaghebeur 4 :

CEO Mediafin Veerle Colin

" Marketing Director JCDecaux
Valerie Bracke -

Head of Marketing CERA Francis Lippens

Jonathan Jacoby CEO AKQA

Chief Innovation & Data Officer Space
Comm
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CommizEs The mood of the markets

EMPOWERING MEDIA PEOPLE adspend trends in 2025
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Color of
the Year
2025

PANTONE®

Mocha Mousse

17-1230
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The Al way

Forecasts for advertising investment in Belgium in 2025 indicate
moderate growth. According to the Dentsu Group, an increase of 5.9% is
@ C h atG PT expected, slightly lower than the 6.8% growth recorded in 2024.

MM

In terms of value, WARC estimates that media investments in Belgium
amounted to around €2.8 billion in 2023, with an anticipated growth of
around 3% in 2024. These figures suggest a continuous, albeit moderate,
growth in the Belgian advertising market.

Trends

This outlook indicates a positive dynamic for the Belgian advertising
market in 2025, with continued growth, albeit slightly slowed compared
to the previous year

m 2025 The Year Ahead
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Guessing what the future holds ?

M OWIME COB0. B
NN ADRAS PAS I TPy
TN AORCACONE Ot Oue W
VAS AR oW LONG VO

'O ON DIT SELLEMENT QUE Ty Tugeag

BEAUCOUP.. QUE TU FERAS COULER
BEAUCOUP DE SANG |

VZPIAMO_CO2A PICONO
| FONDI DBl CAFFE:
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Global:
optimistic marketers

VemAMO CO2A PICONO |
| FONDI %) CW 42' g"

t- ,’

Q: Which of the below best describes your business expectations

for next year?

B Better than this year The same as this year B Worse than this year

100% —
12% 13% 12% 12%

23% 17% 20%
20%
50%
69% 68%
58%
0%
Global APAC Europe NA

W} 2025 The Year Ahead



Global:
optimistic adspend forecasts

E aArcHIVE (@ READ LATER

Reclamebestedingen 2025: dentsu 1.000.000.000.000 do!lar |
mikt op +5,9% reclamebestedingen: check!

Woensdag 27 November 2024
Dinsdag 3 December 2024

E arcHive (O READ LATER

Year-on-Year Percent Change, Local Currency, Current Prices

@ Total
28
26
24
2
20
18
16
1; +10.7%
L ]
o] . +7,6%
EN / .
6 . .
44 ()
: \
[ ]
0 1 T T
oy oy

m 2025 The Year Ahead
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Global:

optimistic forecasts, but not for everyone...

E archHive (® READ LATER

Vooruitzichten 2025: meer dan 7
op 10 bestede euro's in zakken van
pure players, aldus GroupM

Donderdag 12 Decemnber 2024

Global ad market grew 10.7% in 2024,
with online media leading the charge
Forecast year-on-year % change, Nominal

2024 (Aug forecast 2024) m 2024 (Nov forecast) m 2025 2026

CTvV
Social Media

s
e ——
Retail Media e
Online Audio P —————
Search I
Total ]
OOH I
Cinema I
Linear TV —
Newsbrands e S—
Radio -

Magazing Brands — wmi—

-10% -5% 0% 5% 10% 15% 20% 25%
Note: Downgrade to retail media forecast in 2024 is due to availability of new 2023 data from

previously unmonitored platforms.

Source: WARC Media. 2024. Global Ad Spend Outlook 2024/25 - Q4 update. Read more on our

data and methodology here.
m 2025 The Year Ahead
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Global: the enduring drive of digital

Q: How do you expect investment in media channels to
change in 2025?

W Net Sentiment Percentage

Online video

Social media

Influencer/creator marketing

; Online search

Online — Mobile

Podcasts

Retail media

Gaming

Online display

Sponsorship

OOH

Radio/audio (excluding podcasts)

— (Mainly) Mail
—

offline v

Cinema

Print

-40% 0% 40% 80%

—_—

Note: Net Sentiment Percentage equals the percentage of respondents that expect investment to increase minus the percentage of
respondents who expect investments to decrease.

Source: WARC. Voice of the Marketer report. 2024,

Pass| 2025 The Year Ahead
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In the meantime: world stiI in turmoil

X ON DIT SELLEMENT Oue Ty T
REACOUP. . QUE TU FERAS CouLeR

SAVCOUP DE SANG |
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OK, what about Be um?
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DATA

Back one year ago WARC

Max +3,3% in 2024 vs 2023

+1% in constant
(media inflation forecast £2%)

Possibly less for Belgian media:
growth goes to digital, with >60%
of it going to GAFAM...

m 2025 The Year Ahead
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The context
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N inctonatz; . More on the context

Drop in business confidence in December

The business climate deteriorated significantly in business-related services, followed by trade and manufacturing.
In contrast, confidence strengthened in the building industry for the third month in a row.

Manufacturing Eﬂ
industry

Nov. 2024 Business—relafced
-11.1 services
Dec. 2023
‘g P DECEMBER 2024
Building { \
Y TN CONSUMER CONFIDENCE INDICATOR
Dec. 2024
-13.8 15 | |
long-tenm
average
Change in points between November 2024 and December 2024 5 1 N_JAM 1990 - 2023
-5 4 l \_\M‘
-15 4
-25
-35 : |

2016 2017 2018 2019 2020 2021 2022 2023 2024
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Snapshots of consumer sentiment

% agree I I v

Prices will rise a lot/little 71% 65%
Cost of food shopping will rise a lot/little 75% 712%
Own standard of living will fall a lot/little 27% 23%
Taxes you pay will rise a lot/little 63% 59%

The number of unemployed people 63% 539,

will rise a lot/little

IPSOS Cost of Living Monitor A 32-country Global Advisor Survey Nov 2024 Pass 2025 The Year Ahead
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@ What the experts tell us about 2025

Planmng Bureau

|/ [

. . . (o)
Consumer price index: +1,9% GDP: +1,3%
2,6

9,6
% ' % 1,0 1,1 1,3
% 4,1 3,2 1,9

I | —
2022 2023 2024 2025 2022 2023 2024 2025

I

S
ik

Private consumption: +1,6% Employment: +24.700
2,6 Thd 100,0 1o

- - ' 15,8 24,7

e - om

2022 2023 2024 2025

m 2025 The Year Ahead
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Media & adspend far more volatile than the
economy... and they don’t grow accordingly

180

160

140

120

100

80

60

Index GDP, private final consumption & paid media value (2013=100)

AN /\/\/\\f ‘/\/\/A
74 V

Q1Q2Q304Q1Q2Q3Q4Q1Q2Q30Q4AQ1Q02AQ304Q1Q20304Q1Q2Q3040Q1Q020Q304Q1Q020304Q1Q2Q30Q4Q1Q2Q30Q4AQ1Q2Q3Q04Q1Q2Q3

2013 2014 2015

Sources: Statbel, Eurostat, WARC

2016 2017

—— Consumption

2018
—GDP

2019 2020
Media value (WARC data)

2021

2022 2023 2024
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R7.X: T+ estimates for Belgium

Net Inv., Mio € +4,6%
+7,6% .
3143 Realistic ? Unfortunately no
hard benchmark !

2.789
2.388
2.105
o Consistent dichotomy online (+10,5%)
ine
vs offline (+0,8%)
1.618
1.373
) 736 733 902 1.204
Online

2019 2020 2021 2022 2023 2024 (f) 2025 (f)

m 2025 The Year Ahead
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m view on constant evolution

Year on year difference on total paid media

value

20%
16,1%

15%

10%

5%

0%

-5%

-10%

-9,4%
-15% -12,2%

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
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BT7X: I More about digital

Development digital volume

Net inv. Mio €

1400
1200
1000
800
600
400
200
0

Assuming GAFAM
= 65% of digital

M Local GAFAM

2019 2020 2021 2022 2023 2024 2025

Share of GAFAM in total cross media

27,5%
g 26,1% ’
22,6% 23,3% 24,8% S
20,0% p
~ .n | [ European average:
<J a” 41.7%
\._/7
2019 2020 2021 2022 2023 2024 2025

Pass| 2025 The Year Ahead

TREIWECRIMG MTE &~ PEOZ. T



m How are categories expected to invest

20%
e Government & Non-Profit
15%
Retail
3 10% °
& Leisure & Entertaing1efn’|[) -
5 Alcoholic Drinks o>° tomnks Media & Publishing
S ) Travel & Transport . ¢
5 - Pharma & Healthcare, : ¢ Household & Domestic
_ Lo Business & Industﬂal
Clothing & Accessories ° Food N
Toiletries & Cosmetics ¢ Telecoms & Utilities
O% I T T T T . T T T T T 1
€— Automotive
Technology & Electronics ®rinancial Services
°
-5%
0 2 4 6 8 10 12 14 16 18 20

% share of total
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Another reason why
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CommIz&ESS The mood of the markets
EMPOWERING MEDIA PEOPLE adspend trends in 2025
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