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INTRODUCTION
“Every digital transformation is going to begin and
end with the customer, and I can see that in the
minds of every CEO I talk to.”
Marc Benioff
Chairman and Co-Ceo, Salesforce

There are many digital agencies all with their unique
expertise. The number of agencies is still increasing and the
competition is strong. Many agencies are founded by passionate
and enthusiastic professionals who have a heart for creating
amazing things. Customers are more demanding, they want to
interact anywhere at any time on any device they want to have a
single point of contact for their entire journey.

CEES VAN VLIET

Digital agencies more and more feel the need to be a one stop
shop. They want to be able to offer a full solution in the field of
digital media. Growth requires investments. But the scarcity of
talent is an obstacle for organic growth.
From an M&A point we see that offering a complete solution
and being the best in class in a certain niche is a continuous
balancing point. This speaks for acquiring smaller companies and
offer them the advantages of a larger company without losing
their creativeness and entrepreneurship. This creates the best of
both worlds.

OUR M&A PERSPECTIVE
ON DIGITAL AGENCIES

Technology changes the business processes we know today
and spurs new ways of doing business. Technology is one of
the key drivers of growth in the digital advertising market and the
emergence of digital agencies, also in the Netherlands.

GUILLAUME PETIT

Where digital agencies used to focus on specific technologies,
we now see the market moving more towards solutions rather
than technologies. We reckon that the demand for (one-stopshop) solutions will drive transaction activity in the digital
agency market. With the speed of technological innovation and
increasing globalization, we expect strong appetite with large
trade buyers for acquiring local champions as a strategic outcome
of their “make-or-buy decision”. Further we see consolidation
opportunities for private equity investors in a still very fragmented
market in the Netherlands.
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SNAPSHOT OF THE MARKET
Global digital marketing market

CAGR digital marketing market

$ 306 B

8.8 %

The global market for digital
marketing is estimated to
approximately USD 306B by
2020, growing from roughly
USD 200B in 2015.

The global digital marketing market
is expected to grow by 8.8% per year
up to 2020. The growth is driven by
various factors such as global digital
transformation and the increasing
popularity of social media.

Dutch digital agencies market

Number of employees in NL

€ 1.0 B

7,400

The Dutch digital agencies market
is estimated at more than EUR 1.0B
in 2018, implying a 17.6% y-o-y
growth (from 2017 to 2018).

The reported number of employees
within the digital agencies market
in the Netherlands amounts to
7,400 in 2017.

Profitability of Digital Agencies

Average revenue per agency

15.0 %

€ 6.7 M

The estimated profitability of the
digital agencies in the Netherlands
amounts to 15% for 2018, against a
reported profitability of 12% in 2017.

Based on a number of 126 agencies in
2017. This implies an increase of 14%
in two years, compared to the average
of EUR 5.9M per agency in 2015.

Sources: Press release Dutch Digital Agencies (“DDA”) 3 September 2018, Statista, IAB Europe research

Since 2006 the European digital
advertising market experienced
significant growth, especially in the
Central Eastern European and Nordic
countries and the UK.
Economical prosperity in the Central
Eastern European countries has
positively impacted the size of their
digital advertising markets. The UK
and Nordics have a significantly higher
online ad spend per capita compared
to the other European countries.
Between 2012 to 2017, the market size
actually doubled. In 2013, mobile advertising made a significant impact on
the market and was one of the most
important growth drivers in 2017.
Although growth rates have been
relatively stable since 2012, there have
been several big structural market
changes and innovations, such as the
rapid increase of programmatic, social,
mobile and video in digital advertising
and the rise of large platforms (e.g.
Facebook).

The top 5 European digital advertising
markets are the UK, Germany, France,
Russia and Italy (measured in market
value).

Historical European digital advertising market (in EUR billions)
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SNAPSHOT OF THE MARKET
In 2017, the Dutch digital agency
market grew with more than 17%
to a total revenue of EUR 850 million,
which implies that the digital agency
market was one of the largest growth
markets in the Netherlands.

Revenue Dutch digital agencies (in EUR million)
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CAGR
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The industry association, Dutch Digital
Agencies (DDA), expect that the total
turnover of the sector will grow above
EUR 1B in 2018. This would imply a
double digit growth, and if it was not
for the negative impact of the War
for Talent, this growth would even be
higher.

726
626

569

600
400
200

In 2016, over 10% of revenues
were achieved from outside the
Netherlands.
Based on the forecast for the digital
advertising market, we expect further
growth in the Dutch digital agency
market.
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Sources: Press release Dutch Digital Agencies (“DDA”) 3 September 2018

European digital advertising market outlook and segmentation (in USD ‘B)
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11.1%

Digital advertising spending in
Europe amounts to USD 73 billion
in 2019 and is expected to grow with
a CAGR of 11.1%, to USD 105 billion in
2023.
The amount spent on Social Media
Advertising shows the largest growth
from USD 10 billion in 2017, to USD 40
billion in 2023.
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Sources: Mordor Intelligence, Statista

2022

2023

The main factor driving growth in
digital advertising, is the combination
of the increase in technological
improvements, with a rise in
companies digital spending.
The fast growth of mobile advertising
will continue to a key driver in digital
advertising spending.
Other factors include: the increasing
population, consumer spending, the
number of households, GDP and the
penetration of internet.
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SNAPSHOT OF THE MARKET
The digital agency market can be divided into 5 segments. The presence of many smaller players implies that the
market is still fragmented and has ample opportunity for consolidation.

Sources:Emerce,
Source:
www.emerce.nl
logos from
andcompany
IMAP proprietary
websitessources
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MARKET TRENDS

Internationalization

War for talent

Over 10% of the Dutch digital agencies
revenues are achieved abroad. In
view of globalization, opening an
office abroad or starting a strategic
partnership with a global brand, is
becoming increasingly important.
This is also displayed by various crossborder takeovers.

The shortage of personnel is larger
than the influx of new personnel. This
in combination with the challenge to
get talented people, leads to increasing
personnel expenses and thereby could
lead to pressure on the profit margins.
This trend negatively impacts the growth
of the whole digital industry.

Consolidation

Digital transformation

Large traditional marketing
companies, like WPP and
Omnicom, as well as large
consultancy companies, like
Accenture, Deloitte and PwC,
are acquiring digital agencies
to build a full-service digital
offering.

Digital transformation will become
more pragmatic and increasingly based
on internal knowledge (development).
In practice, organizations try to cope
with digital transformation by hiring
consultants, recruiting experts and
executing acquisitions to complement
the development of inhouse
knowledge.
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Artificial intelligence

Increase in integrated agencies
Companies acknowledge the
importance of an integrated service
offering containing a combination
of technology, data, strategy and
creativity. Due to the increase in
competition, new business solutions
are becoming more critical.

Changing client perspective
Clients increasingly require insights into the
results of their marketing budget spend,
which leads to a higher demand for integrated
combinations of technology, data and creativity
(ideas). Increasing communication with clients will
also allow agencies to evidence their added value
and nurture (long-term) relationships with clients.

Artificial intelligence (AI) has been
causing disruption in almost every
industry. AI is starting to be used
for understanding (consumer)
behavior, offering the superior
speed of machine learning over
human analysis.

Big data
Considering the amount of big data, the
power and importance of data-driven
marketing will increase, this provides
ample opportunities for the industry. Big
data analysis such as predictive analytics
typically requires larger budgets, but the
use of market and customer insights from
big data is available to all businesses.
Sources: Accenture; Dutch Digital Agencies; IMAP Proprietary sources; ’Predictions 2019 – Transformation Goes Pragmatic’, Forrester (2019)
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OVERVIEW
Overall M&A spending on digital
marketing increased significantly
in 2018, by 144% to USD 33 billion.
In 2018, there was a shift in the
most active buyer type, compared
to 2017. Furthermore, marketing
technology (MarTech) companies and
unconventional buyers (trade players
whose core activities are not typically
in the digital agency market) were
highly active.

Private equity backed companies do
add-on acquisitions in order to execute
their buy-and-build strategies.

Technology is becoming increasingly
important in marketing, leading to
the strategic repositioning of agency
companies, as they have to operate at
the intersection of creative and data.

Type of acquiring company 2018 vs 2017 (by deal value, in USD million)
9,000
8,000

The rise of unconventional buyers
implies an increase of large new
entrants by doing acquisitions in
the sector. An unconventional buyer
example is Alibaba.

7,000

Consulting firms also spend significant
amounts on acquisitions. Agency
holding companies were active but
more focused on consolidation and
reorganization of existing assets.
Agency holding companies are in
general the more traditional advertising
companies such as Dentsu and
WPP, that are now transforming their
businesses by the integration of digital.

4,000

The worldwide number of
transactions in which marketing
technology and digital full-service
companies were involved as target,
increased with respectively 95% and
90% in 2018.
On the contrary the number of
acquisitions involving creative fullservice and media agencies dropped
by 38% and 39%. While the value of
creative full-service agencies also
decreased with 48%, but there was
an increasing demand for production
houses.

6,000

The sector’s M&A volume involving
MarTech companies is reflecting the
continuation of the marketing and
advertising industry being increasingly
focused on tech and more data driven.

5,000

3,000

Changing client demand is likely
to drive companies to invest more
heavily, in order to strengthen their
digital capabilities.
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Sources: R3 Merger & Acquisitions report, www.consultancy.eu

MarTech
Company

Agency Holding
Group
2017

PE-backed

2018

Independent
Agency

Type of target company 2018 vs 2017 (by deal volume)
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Deal motivation of private equity

Abundant capital / liquidity

From a general perspective the high amount of available
capital at private equity firms combined with the low
interest rates is leading to an active investment landscape.

Seize buy-and-build
opportunities

The current (fragmented) digital agency market enables
value creation by consolidation through a buy-andbuild strategy after investment in a so-called ‘platform
business’.

Internationalization

Following from the increased importance of
internationalization, establishing a local footprint by the
acquisition of local players can be a good alternative for
opening an own office abroad.

Realize cost synergies

Focus on realization of cost synergies after integration,
revenue growth and optimizing the organizational
structure.

Change towards one-stop shop

The change towards one-stop shop leads to an increasing
demand for more specialized and digital services, which
makes specialist companies interesting targets.

Leverage potential

Private equity firms often have the resources to
accelerate the potential of companies by providing
growth capital, (transaction) experience and operational
focus to bring the company to the next phase.

Attractiveness of digital market
Growing market

Strong and increasing margins

Fragmented market

The digital market is characterized by strong historical
growth figures combined with a strong future outlook,
which ensures that this is an attractive market for
investors.

Deal motivation of strategic parties
Consolidate local presence

Strategic companies are able to consolidate their local
presence by doing acquisitions.

Expand geographically

To serve clients worldwide it is important to have an
international footprint.

The Dutch digital agencies market have been reporting
strong and increasing profitability margins for years.
The digital agency market is still fragmented with many
smaller and innovative companies having a local focus
and a single technology/solution business model,
implicating limited scale.

Extend service offerings

Acquiring specialized and innovative companies
enables strategic investors to extend their service
offerings to clients, expand their activities and insource
specific knowledge to complement their full service
offering.
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WORLDWIDE PLAY, SHOWING STRONG CROSS-BORDER DEAL ACTIVITY
Selected transactions
TARGET

ACQUIRER

TARGET ACQUIRER
COUNTRY COUNTRY

DATE

EV
(EUR M)

REVENUE
(EUR M)

EV/
REVENUE

DATE

EV
(EUR M)

REVENUE
(EUR M)

EV/
REVENUE

Pending

n/a

15

n/a

Jul/18

12

8

1,6x

Sep/19

n/a

80

n/a

Jul/18

301

110

2,7x

Aug/19

n/a

61

n/a

Jun/18

36

9

4,0x

Jul/19

3.894

1.898

2,1x

Jun/18

7

7

0,9x

Jul/19

43

n/a

n/a

Feb/18

12

8

1,4x

May/19

n/a

n/a

n/a

Jan/18

145

22

6,6x

Apr/19

n/a

n/a

n/a

Sep/17

13

4

3,6x

Mar/19

n/a

n/a

n/a

Jul/17

7

6

1,1x

Dec/18

n/a

38

n/a

Jun/17

98

51

1,9x

Dec/18

134

36

3,8x

Dec/16

6

3

1,7x

Oct/18

4.050

255

15,9x

Sep/16

5

3

1,8x

Oct/18

7

9

0,8x

Sep/16

24

16

1,5x

Sep/18

89

13

6,6x

Apr/16

8

9

1,0x

Aug/18

15

16

1,0x

Mar/16

18

14

1,3x

TARGET

ACQUIRER

TARGET ACQUIRER
COUNTRY COUNTRY

Sources: Mergermarket, logos from company websites, IMAP proprietary sources
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AND STRONG CONSOLIDATION ACTIVITY AND INVESTMENT APPETITE IN THE NETHERLANDS
Selected transactions
TARGET

ACQUIRER

TARGET
COUNTRY

ACQUIRER
COUNTRY

DATE

TARGET

ACQUIRER

TARGET
COUNTRY

ACQUIRER
COUNTRY

DATE

Oct/19

Dec/18

Sep/19

Dec/18

Sep/19

Nov/18

Sep/19

Sep/18

Aug/19

Jul/18

Aug/19

Feb/18

Jul/19

Dec/17

Jul/19

Nov/17

Jul/19

Sep/17

Jun/19

May/17

Jun/19

Jan/17

Jun/19

Nov/16

May/19

Apr/16

Mar/19

Apr/16

Mar/19

Jun/15

Jan/19
Sources: Mergermarket, logos from company websites, IMAP proprietary sources
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Media, marketing and
communication agencies network
NETHERLANDS

Media, marketing and
communication agencies network
NETHERLANDS

Marketing services
AMSTERDAM, NETHERLANDS

Integrated communications
services
AMSTERDAM, NETHERLANDS

Acquired 100% of
Business Operations

Acquired 100% of
Business Operations

Acquired 100% of
Business Operations

Acquired 100% of
Business Operations

Online marketing services
NETHERLANDS

Online marketing services
NETHERLANDS

Advertisement analytics and marketing
GRONINGEN, NETHERLANDS

Strategic media communications agency
ROTTERDAM, NETHERLANDS

ADVISED ON PURCHASE OF COMPANY

ADVISED ON PURCHASE OF COMPANY

ADVISED ON PURCHASE OF COMPANY

ADVISED ON SALE OF COMPANY

Candid Group acquired Daily
Dialogues, a Rotterdam-based
company specialized in social
media marketing.

IMAP Netherlands advised Candid
Group on the acquisition of Daily
Dialogues.

Candid Group acquired Digital
Agency Group (DAG), a group of
companies consisting of digital
media- and advertising agencies:
The Online Company, Havana
Harbor, 6Circles and RLVNT.

Candid Group an integrated
platform organization acquired
Edge Initiative specialist in
programmatic, automated trading,
big data and data science.

Candid Group an integrated
platform organization acquired
Stroom Mediacommunicatie
B.V., an agency for online and
offline media planning and media
procurement.

IMAP Netherlands advised Candid
Group on the acquisition of Digital
Agency Group.

After IMAP Netherlands
successfully advised Stroom
Mediacommunicatie B.V. Candid
Group wished to be advised
by IMAP Netherlands on future
acquisitions.

IMAP Netherlands advised
Stroom Mediacommunicatie
B.V. on the sale.
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Offices in:
RATIONALE OF
TRANSACTION HISTORY

The company
started with 4
employees

Victor Knaap
becomes active
within the
company

Reaching the top
digital advertisement
companies

20??

The company has
110 employees
and opens an
office in London

2019
2015

2011

Acquisitions of:

Acquisitions of:
Cricket Brazil (BR)

2014

2008

2016

2018

STOPP/FAMILY
The merger enables
MediaMonks to handle larger
and more creative production
enquiries from the Nordics and
Los Angeles

Acquisitions of:

Acquisitions of:

ebuilders was a unique agency
in the Netherlands, enabling
the company to offer specific
production services to clients

STOPP/FAMILY

2003

2001

Cricket Brazil (BR)
With the acquisition the
activities are expanded
to South America and the
company’s expertise is
extended

1

2001

2

2015

Establishment of
MediaMonks

Entry of
Bencis Capital Partners

• Establishment of MediaMonks
by Wesley ter Haar and Gin
Robertscheuten and Terrence
Koeman

• Bencis acquired MediaMonks
as a platform for buy-andbuild and has tripled the size
during the holding period
among others with 5 add-on
acquisitions

• Working from the basement
of a hotel

• Mr. Robertscheuten and
Koeman leave the company

Source: Mergermarket

3

2018
Entry of
S4 Capital Plc

• Acquisition of 75% of the
shares by S4 Capital Plc
• Enterprise value of EUR 300M
• Mr. Ter Haar and Knaap stay
involved in the company
(keep 25% of the shares)

4

20??
Further growth
S4 Capital / new (co-)investor

• After the acquisition the
focus will be on building on a
deeper and a more diversified
client base.
• New acquisitions to
strengthen the proposition
should not be ruled out.

With the acquisition
MediaMonks can shoot,
produce and deliver the best
quality content for food and
beverage brands

The transaction leads to
expansion of its geographical
footprint and relationships

IMAP Netherlands – Digital Agencies Sector Team
CEES VAN VLIET
IMAP Netherlands
cvanvliet@imap.nl

GUILLAUME PETIT
IMAP Netherlands
gpetit@imap.nl

TJALIE STEENBERGEN
IMAP Netherlands
tsteenbergen@imap.nl

STEVEN KLAREN
IMAP Netherlands
sklaren@imap.nl
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