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Since 2010, VIA* and Deloitte have been reporting on the digital advertising spend in The
Netherlands by publishing the Digital Ad Spend Study. We hereby present our 2020 study,
looking back on an unexpected and unpredictable year. In this study we strive to provide
insights in the effect of the global pandemic on the digital advertising market in the
Netherlands.
The content of this study is driven by financial data and information gathered directly from
companies within the digital media ecosystem in the Netherlands. The market analysis is
based on financial data supplied by 36 companies, including media agencies, ad tech
companies and publishers.
We do not only look back at the previous year but also look forward. Based on interviews with
industry experts we collected the main trends and expectations for 2021.

*VIA is the new trade association coming from VEA and IAB Nederland
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Introduction

“

2020 was a bizarre year with lots of uncertainties
and change. COVID had a big impact on the digital
ad spend in Q2, but digital advertising turned out to
be resilient. Across the board we’ve see growth and
almost all digital media shows an increase. This led
to another YoY rise of the share for digital in the
overall media mix, now being 65% digital versus 35%
for offline media. DOOH was the only digital channel
that realized an expected decline. But even here,
COVID accelerated the adoption of technology and
created a shift towards programmatic buying within
DOOH. For 2021 the industry once again expects a
double-digit growth percentage. There is a high trust
that our industry is flexible, effective, and innovating
enough to grow further.

Wendy Pouw
VIA | Managing Director
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“

”

Last year, we published our Ad Spend study in the
middle of the Advertising budget freeze that
resulted from the Corona crisis. The participants of
our Ad Spend study gave us a very negative outlook,
and a decline in digital ad spend was expected for
the first time since the start of our study in 2010.
However, things changed over time, and already in
Q3 strong signs of recovery in digital Ad Spend were
visible. Now, one year later, we look back on a very
turbulent year, where lockdowns, working from
home and an acceleration of digital transformation
in many sectors resulted in an accelerated shift in
advertising budgets to digital.

Nathalie La Verge
Deloitte Netherlands | Director Technology, Media
and Telecom

”
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Executive summary
Digital advertising trends in The Netherlands

Total Digital Ad Spend

+6%

The pandemic and all its consequences have accelerated the digital
growth. This is clearly visible in the fact that only digital ad spend saw
growth, in contrast to traditional non-digital media.

Online Video Advertising

+19%

The advertising budget follows the consumer. An increase in the use of
streaming platforms has led to a further shift towards online video
advertising.

Mobile Advertising

+19%

Despite the increased time spent behind our laptops due to the workfrom-home situation, the share of mobile ad spend rose again during
2020. Amongst others, the increased use of mobile phones during
lockdown and the different targeting possibilities (location- & appbased) accelerated this trend.

Social advertising

+13%

Where social advertising budgets were once primarily reserved for
Facebook, we now see other platforms such as Snapchat, Pinterest and
TikTok getting increased attention. With the rise of new platforms and
the increased usage in a year where mobile usage rose again, the ad
spend on these platforms also increases.
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+7%

Paid Search

In times of uncertainty, we revert back to proven advertising methods, of
which Paid Search is an important one, with a share of 49% of the total
Digital Ad Spend. During this year, online shopping and e-commerce also
gained in importance, influencing Paid Search advertising.

Digital Out of Home

-37%

Out of home advertising is one of the most affected advertising
categories by the global pandemic, both digital as well as non-digital.
During the lockdown period we have been less out of home, strongly
affecting the advertising demand for outside placements.

+50%

Digital Audio

Digital Audio rises in popularity; a form of media consumption that does
not increase our screen time. This trend is also seen in an increased
percentage of digital advertising.

Respondents’ Forecast 2021

+19%

With a turbulent 2020 behind us and the rise of vaccines, the
respondents of our study have a positive view of the future. This also
results into a positive outlook for the expected Digital Ad Spend growth
for 2021.
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Economic context
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The economic landscape in the Netherlands
Significant GDP decrease in 2020 due to COVID-19

750

Dutch GDP projections (b€)
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During 2013, we were still experiencing the effects of the 2008 financial crisis,
being the last of recent years showing a GDP decrease, up to 2020. The years
that followed 2013 showed significant GDP growth, until the global
pandemic caused a significant disturbance in the trend. Especially the second
quarter of 2020 saw a steep decline in GDP, of -8,5%. An uplift was seen in
Q3 when our lives slightly went back to the “old normal”. Due to this uplift,
the total GDP decline of 2020 measured -3,8%. Though this decrease is of
historic proportions, it at the same time is less significant than feared at the
start of the COVID-19 crisis.
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With the rise of vaccines, there seems to be light at the end of the tunnel.
This also influences the predictions for GDP growth in 2021, with an
expected growth percentage of 1,8%.
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Note: Real GDP based on constant prices;
Source: Deloitte analysis, CBS, CPB, Europese Commissie
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The advertising market in the Netherlands in 2020
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The advertising market in the Netherlands
Digital advertising spend increased with +6% in contrast to traditional media types, which showed sharp declines during 2020.
Net advertising market (m€)
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Out-of-home*

-6,7%

-2.2%

-45,2%

Radio*

-1,6%

+2,8%

-16,1%

Newspaper*

-8,5%

-6,3%

-13,0%

Traditional TV*

-2,3%

+0,6%

-9,9%

Digital

+9%

+13%

+6%

772

Over the years, we can clearly identify the shift towards digital. While all other
traditional forms of advertising spend showed an even sharper decrease during
2020 due to COVID-19, digital advertising grew further, resulting in an increased
market share in the overall media mix.
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1.512

2015

1.683

2016

1.832
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1.960

2018

2.209

2019

2.342

2020 showed huge differences in ad spend, depending on the sector and
medium types. While some sectors, such as travel, automotive and
entertainment, showed a huge decline in ad spend, others like the e-commerce,
retail, and medical industries (vitamins) grew significantly. Overall, the total
advertising market shrunk by -3,1%.
2020

* Excluding digital ad formats
** Compound annual growth rate
The Screenforce data is used as a basis for the TV calculation. The digital TV spend is calculated based on the data of 2015 and the digital growth percentages over the years. After deduction of the digital TV spend, the data results into non-digital TV advertising spend. The
Radio Ad Spend is now reported after the deduction of agency discounts. The RAB data for net radio spot advertising spend is used as a basis for the calculation. Based on the growth percentage of our previous research, the net radio spend is calculated for the years 20122020. We deducted the digital radio Ad Spend, which resulted in the non-digital spot Radio Advertising Spend.
Note: The digital figures we report are net/net figures, meaning that the figures are reported after agency discount that in some cases may apply; Digital (online) video advertising is excluded from TV advertising figures; Ad revenue from digital content is excluded from
Newspaper advertising figures; Digital (online) audio advertising is excluded from Radio figures; Digital out of home advertising is excluded from out of home advertising figures; Growth rate and/or additions may not equal presented numbers due to rounding;
Source: RAB, Nielsen, NDP Nieuwsmedia, Screenforce, Annual reports, Deloitte analysis, Survey respondents
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Increasing digital advertising market share over the years
Advertising market share of digital versus non-digital over the years

Digital

46%

2017

44%
54%

2018

Non-digital

41%
56%

The figures clearly show the continuous shift towards digital over
the years. The flexibility that digital offers and the fact that
consumers and businesses increasingly move their activities to
digital channels resulted in that, despite the crisis, digital
advertising expanded its territory in the advertising market.

35%

2019

2020

59%

65%

“During the Covid-19 crisis, Digital Media spend has been hit less hard than other
media, mainly because of the increase in digital consumption. However, content and
influencer marketing have been impacted quite substantially. Now, towards the end of
the crisis we see a steady recovery in all aspects of digital media.”
Bas Tanis
Director Trading & Accountability | Omnicom MediaGroup

Note: This year due to additional information the numbers have changed. Therefore this total share cannot be compared one-on-one to previously published reports.
Source: Survey respondents, Annual reports, Deloitte analysis
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Digital advertising
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International Players capture again more market share
Estimated market share of Global versus Local companies.
Estimated share of revenue Global versus Local companies within digital advertising

23%

The dominance of global players continued in the past year with the uncertain and
unpredictable circumstances making the flexibility that global platforms offer even more
attractive to users.
Moreover, the budget cuts on advertising spend increased the importance of achieving
a measurable impact. Large global platforms enable users to track the performance of
their advertisements in an easy way. Based on the available data and targeting options
within the platform, users can target specifically to their audience.

46%

77%
54%

2015

Additionally, over the past years in-housing media has become a trend. On top of this
there is also a long-tail of companies not utilizing media agencies and doing the mediabuying themselves. For those companies, global platforms make it relatively easy to set
up an advertising campaign, select the right target audience, measure the performance
and shift in budgets when required.

2020
Global

Local

Note: Global companies include global search and social publishers; This year the Methodology to calculate the share has changed due to additional information. Therefore this total
share cannot be compared one-on-one to previously published reports.
Source: Survey respondents, Annual reports, Deloitte analysis
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Digital advertising market
Paid search remains the largest category within digital advertising
Digital advertising market (m€)

Display
Paid Search

229

Other

968

2.342
1146

The total digital ad spend showed a V-shape during 2020. Where the
outlooks were quite negative during Q2 with a significant drop in advertising
spend, this quickly turned around in Q3 and Q4, resulting in a growth
percentage of +6% for digital advertising in 2020, compared to 2019.
In 2020, display shows the highest growth percentage (+11%), mostly driven
by video & social advertising. This was caused, amongst others, by the
increase in streaming and screen time during the lockdown. Paid Search
advertising also increased, as more proven methods of advertising are used
and the importance of ecommerce rose further. In previous years we have
published Classifieds as a separate category within the total digital ad spend;
this year however, we have broadened this category with among others
Digital Out of Home and Digital Audio and renamed the former Classifieds
category to “other”.

Note: The digital figures we report are net/net figures, meaning that the figures are reported after agency discount that in some cases may apply; Search numbers are estimated based on annual
reports, media buyers and media agencies feedback; Classifieds are based on external data sources. Shares and/or additions may not equal presented numbers due to rounding off;
Source: Survey respondents, Media Buyers, Annual reports
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Paid search again the largest part of the digital advertising spend
Paid search is growing as a proven advertising category
Paid Search advertising (m€) / YoY advertising spend growth (%)
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Source: Annual reports, Survey Respondents, Taskforce Search, Deloitte analysis
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2020

Paid search is still the category with the highest share of the total digital
advertising, with a growth percentage of +7% during 2020. In times of
uncertainty, buyers tend to shift back to proven methods of advertising. The
increased focus on performance marketing and ROI optimization causes
platforms such as Google Ads and Microsoft Ads to grow further in the total
digital ad spend.
Many companies also started online services when their offline services were on
hold during the lockdown. For example, in retail, webshops were started next to
their physical stores to facilitate revenue in spite of their stores being closed.
Online traceability and findability were always highly important for companies
and became even more vital when our shopping behavior also moved further
online.
“Covid-19 has had a significant impact on paid search. While the channel saw a sharp
decline in March and April, it was followed by a strong V-shape recovery in the following
months resulting in an overall YoY growth. With the exception of the travel industry most
advertisers quickly reverted to paid search due to its proven effectiveness, as consumers
moved to online shopping during the lockdowns.
This move to online shopping also accelerated digital transformation, as more businesses
discovered the opportunities that can be found online. This changed mindset and extended
lockdowns are expected to fuel further growth of the paid search channel in 2021.”
Arjen Hoek
Taskforce Search | VIA
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Digital Out of Home highly impacted by the global pandemic
Decline in demand as consumers are less “out of home”
Growth of DOOH in the total Digital Advertising

Digital Out of Home (DOOH) as a digital advertising category was impacted the most by the pandemic,
resulting in a total decrease of -37%. During the lockdown we were less out of home, resulting into less spend
to the out of home sector. DOOH was slightly more affected by the current situation due to the flexibility to
stop campaigns immediately and the relatively lower production costs compared to traditional OOH.

2020

The impact in 2020 does differ between industries and location of the screens. Due to less work-commute,
high-way billboards are less in-demand, whereas some point-of-sales screens were used more often.
A trend within DOOH advertising is the increased percentage of programmatic ad spend. This trend will likely
continue in the coming year, as programmatic media buying for DOOH enables new possibilities and flexibility.

-37%

This flexibility might also cause a quick uplift in 2021 when our mobility increases in a post-lockdown situation.
The predictions for 2021 are highly dependent on the duration of the lockdown. The DOOH advertising is
expected to grow significantly when consumers are more often “out of home”, which falls or stands with the
COVID-19 restrictions for the coming year.

2018

2019

+90%

+35%

Source: Annual reports, Survey Respondents, Deloitte analysis
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“After years of an incredible ad spend growth in DOOH, Covid-19 massively disrupted the daily life and
economy by (worldwide) lock downs and quarantines in 2020. People had to stay indoors, countries closed their
borders and had to ban travelers. The world colored into red, orange, yellow and green. The DOOH ad Spend
has never been hit harder than in 2020. But when in the summer of 2020 more people could go outside and
travel, we saw a direct uplift in ad spend, unfortunately the growth was temporarily. Currently with Covid-19
everything is still uncertain, but after more and more people are being vaccinated and can go ‘out-of-home’
and countries turn into ‘green’, I foresee again an incredible ad spend growth for DOOH”.
Maarten van Maaren
Director | Schiphol Media
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Digital audio advertising market shows a significant growth
The numbers of listeners increased and more options became available

Growth Digital Audio advertising spend

Despite the decrease in the use of non-digital radio advertising in 2020, we
again saw a huge growth in the digital audio market. The number of listeners
increased in 2020 where people often searched for distractions, away from our
screens. This resulted in the increase of both the popularity of podcasts and
(digital) radio listening time. From an advertising perspective, more options
became available as well, and a shift to more programmatic buying was visible.
In 2021, the RAB will also include the total digital net ad spend in their Dutch
audio report. This will enable better insight into the total absolute numbers.

+50%

The audio advertising market is expected to further increase during 2021.
Newcomers such as Clubhouse might also change the market and could result
in more social audio advertising in the future.
“Digital audio is the big driver behind the growth of audio advertising. Audio is a trusted
omniplayer for consumers, with linear, social and on-demand availability. Digital audio
advertising builds brand salience thanks to the large scale of reach in live audio and on
demand audio attributes to targeting objectives. Advertisers are resonating this and invest
in audio for the growth of value in their advertising chain. A growth of almost 80% in
digital radio advertising is a fact and an enormous starting point for 2021.”
Liedewij Hentenaar
Director | RAB

Source: RAB, Nielsen, Annual reports, Survey Respondents, Deloitte analysis
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Always-on mode influences ad spend
Mobile advertising continues to grow

Share of digital advertising revenue per medium

2020
2019
2018

40%
45%

55%

51%

2017
2016
2015
2014
2013
2012

Mobile

60%

49%

59%

Desktop

41%

63%

37%

69%

21%

87%
95%

13%
5%

Note: Figure based on survey respondents only; Revenue growth rate is calculated on a L4L basis; Amounts may
not equal 100% due to rounding
Source: Survey respondents, Deloitte analysis
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The reason for this continuing growth is the always-on mode of our mobile
phones, whereas our desktops are mainly used during work-hours. One other
explanation could be the hyper-targeting possibilities that mobile advertising
enables. Location- and app-based targeting makes it possible to reach the
customer with the fitting content. Furthermore, the advantage of geographical
targeting further enables the possibility to reach the customer throughout the
entire customer journey.
Lastly, as we have seen high growth percentage of both social and video
advertising, this also confirms the increase in mobile ad spend, as most of the
platforms are often used from mobile devices.

31%

79%

Despite the working from home and the increased time behind the laptop
screen, we again saw an increase in the ad spend via mobile devices and a small
decrease in ad spend on desktops. Last year, the total mobile share surpassed
50%, and increased further this year to 60%. Within the mobile advertising
growth (+19%) there is a split between Mobile Browser (+24%) and Mobile Inapp (+10%).

“Mobile advertising is in full development. The mobile ecosystem changes quickly and
last year we saw a growing demand for mobile advertising. Mobile advertising can be
challenging as we are dealing with privacy restrictions, ad formats that need to fit in a
small screen, and upcoming new social platforms. The challenges will be even bigger
next year, and the focus will be on relevant high impact creatives. My prediction:
advertising spend on mobile will continue to increase next year.”
Sander Valkonet
Head of Display/Social | Abovo Maxlead
Report on Digital Ad Spend The Netherlands 2020

Display Advertising
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Online Video advertising flourishes during the COVID-19 crisis
Advertising budget follows consumer media behaviour

Online video advertising (m€) / YoY advertising spend growth (%)
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One of the biggest drivers of this growth is YouTube advertising. During 2020,
YouTube announced the new “Direct Response” ad format, which allows clickable
elements to be added in standard video ads. Where Youtube was once mainly seen as
140%
branding channel, the new ad categories enables buyers to integrate performance
advertising on Youtube. The increased focus on ecommerce as well as performance
120%
marketing throughout this year has driven the growth of this ad format even further.

203

200

168

100%

"Over the last 12 months, our industry has remained resilient and outstream continues to be
an important investment in digital advertising. Brands want to move away from
80%
misinformation towards responsible media environments and we're proud to work with
some of the most premium publishers in the world, offering quality reach in brand safe
60% inventory.“
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The advertising spend goes where the consumers are, which is particularly seen in the
200% online video ad spend. In a year with increased video streaming and gaming, online
video advertising is one of the biggest growth categories within display advertising.
The largest growth is shown within the outstream video category.
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Source: Annual reports, Media Buyers, Survey respondents, Deloitte analysis

2020

M.D. Netherlands/Nordics & Global SVP of Business Operations | Teads
“Outstream video is the driving force in local video growth. Local instream and broadcaster
inventory is still severely behind in supply, while demand is high. The result: steep eCPM’s.
Youtube is the biggest winner of 2020 ad spend growth on video. Plenty of supply and
competitive pricing. With vendors like Channel Factory and Open Slate, Brand safety issues
are less and less of a concern for advertisers when it comes to Youtube.”
Govaert Plesman

Contracting Director Digital & Head of Rapport | MagnaGlobal
© 2021 Deloitte The Netherlands
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Social advertising spend grows, driven by global players
Growth in a changing social media landscape

600Social advertising (m€) / YoY advertising spend growth (%)
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Social media has become an inevitability in our daily lives. Where
Facebook/Instagram and Twitter have had an established position in
the advertising market for longer, other platforms such as Snapchat,
LinkedIn and TikTok are no longer the rest/ “other” social category, but
now seen as an alternative for advertisers to spend “social” budget.
These new platforms provide new advertising opportunities. From liveevents via Facebook and Instagram towards snackable content on
TikTok, our media consumption has changed over the past year. A lot is
happening within the landscape of social media platforms, where
certain niche platforms are also entering the market. For instance,
looking at gaming, we see Twitch, Facebook Gaming and Reddit
entering the market, providing new opportunities to reach a different
target audience.
Lastly, there is a growing long-tail, with the increasing importance of
online shopping and e-commerce during the lock-down. The ease-ofuse and flexibility of advertising through social media platforms enables
small businesses to also start advertising through these platforms.
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Source: Annual reports, Media Buyers, Survey respondents, Deloitte analysis
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Content advertising remains relatively stable
Showing a growth rate of +3% in 2020

Content advertising (m€) / YoY advertising spend growth (%)
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Whatever definition is used, content marketing appears to be a solid part of the
mediamix.

For this year we have defined the total content advertising market based on two
different segments: partnership content & branded content. Where the total
40% content market slightly increases, this is mainly driven by the growth in branded
content.

56
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60% which it appears) have been a difficult category to define over the past years.
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0%

"Predictably, content spend grew in the past year, with budgets shifting as a result of
the pandemic. Most likely, a lot of brands decreased their overall marketing spend,
rendering little room in the budget for large-scale mass media campaigns. However,
brands still need to communicate, and seeing that online content is generally cheaper
to produce and distribute than a TV-ad, it seems logical for CMO's to move their focus
to online content. I can't, however, separate last year's growth from the overall rise in
digital and content that we have seen for the past decade. The pandemic merely
accelerated a shift that was already happening."
Mark Schoones
Head of Taskforce Content | VIA

Source: Survey respondents, Media buyers, Annual reports, Deloitte analysis
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Branding versus Performance campaigns
In 2020 the focus on performance campaigns increased

Percentage of performance / versus percentage of branding

Throughout the past year we have seen a shift towards performance
marketing. Budget cuts and a highly unpredictable market caused an
increasing focus on performance and ROI optimization. This also resulted
in the effect that advertisers often go back to proven methods of
advertising and are less willing to experiment in new ways of advertising
where ROI is not so clear yet. Measurability is important in times of
crises.
44%

2019

56%

47%

2020

53%

“Despite the economic and social crisis, we were positively surprised by the growth
in the fourth quarter of 2020. Advertisers seized the opportunity to invest
proportionately more in (digital) conversion-oriented media.”
Remon Buter
Head of Trading & Investment | GroupM

Source: Survey Respondents, Deloitte analysis
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Programmatic versus Manual
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Programmatic advertising shows continuous growth
Flexibility becomes important in times of uncertainty

Share manual vs programmatic sold display advertising revenue

38%

34%

31%

In the years 2018-2019, programmatic showed signs of reaching maturity, with a total
share of around 70% of the total advertising market. In 2020, the programmatic share
again increased to a total share of 74%.
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One of the main reasons of this increased programmatic advertising spend is the
flexibility it enables. Campaigns can be started, paused and changed at any time. In a
time of uncertainty this type of media buying definitely provides advantages.
“With less than 12 months to go until third-party cookies are fully deprecated, now is the
time for every company within the digital advertising ecosystem to work together to deliver
the solutions that help publishers, advertisers and consumers navigate these changes and
ensure the ever-growing programmatic industry can continue to innovate and thrive in this
new era.
It is important to harness the current opportunities in order to continue to provide publishers
to compete with the walled gardens and give media buyers the data they need to plan and
activate campaigns using independent addressable audiences.
Publishers and advertisers should focus on exploration and experimentation with multiple
solutions in order to understand the efficacy of each solution against business objectives.”
Siebren Roorda
Regional Director | PubMatic Benelux & France

Manual

Note: Figure based on survey respondents only; Excluding Global and Affiliates
Source: Survey respondents, Deloitte analysis
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Programmatic advertising market in the Netherlands
Programmatic advertising categories remained relatively stable
Net Programmatic market (m€)

Programmatic
Guaranteed

3%

23%

4%

Private Auction
Preferred Deals

24%

Open Auction

In 2020, the share of the different programmatic subcategories remained
relatively stable in relation to each other. Programmatic Guaranteed is one of the
categories within programmatic that was expected to grow due to the targeting
possibilities and guaranteed delivery. Despite the relative high growth rates for
2020, its share still remains limited.
The majority of the Programmatic Ad Spend is still being sold via the Open
Auction. One possible reason could be that due to COVID-19 publishers remained
with available inventory. This unsold inventory can be easily added to the open
auction to still generate revenue.

5%

3%

“The need for better targetability, control, flexibility, performance and measurement, as
well as the increased digital media consumption during the pandemic lead to a shift
towards digital media spend in the programmatic space, growing to a share of 74%.
Programmatic Guaranteed was a welcome tool during this transition as it guarantees
bespoke volumes and KPIs - which is reflected in a YoY growth from 3% to 4%.

69%

68%

A stronger focus on performance KPI’s, shifts towards display banners and native
formats, led to a stronger focus on scaled Open Auction buying. Due to this publishers
saw lower CPM levels compared to the year before.

2019

2020

From the very strong fourth quarter with record numbers around Black Friday and
Christmas, CPM and spend levels normalized and the overall programmatic spend levels
exceeded the predictions of 2020.”
Sabrina Schmidt
Senior Market Director BENELUX & Global Partnerships | Xandr

Note: Figure based on survey respondents only; Excluding Global and Affiliates
Source: Survey respondents, Deloitte analysis
© 2021 Deloitte The Netherlands
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Programmatic advertising per advertising category
Programmatic shifts mainly seen for the relatively newer advertising categories

In the previous pages it became clear that an ongoing shift
towards programmatic advertising is visible. This shift has
progressed over the years. Whereas for example video advertising
was already programmatic for the majority of the ad spend, there
is still an ongoing shift towards programmatic visible.

Percentage of manual / versus percentage of programmatic

Digital Out of Home
7%

The newer advertising categories have been mainly manual in the
past. For these categories there is now also a shift visible towards
programmatic advertising. The category with the largest shift is
Digital Out of Home. This shift is mainly caused by the new
possibilities and flexibility it enables. Furthermore, the numbers
also show a shift to programmatic advertising for Digital Audio.
“2020 was marked as a poor year for DOOH due to the declining
mobility. Luckily, DOOH has already proven itself sufficiently in the
market. Due to this, the way up that we have seen over the years will be
picked up again when we will be more often out of home. The bright
spot during 2020 was the growth of the share of programmatic sales,
which will again be the spark in 2021 for the way up.”

39%

2019

2020
61%

93%

Digital Audio
41%

2019

Guy Grimmelt
Marketing & Sales Director | ExterionMedia
59%

49%

2020
51%

Note: Figure based on survey respondents only; Excluding Global and Affiliates
Source: Survey respondents, Deloitte analysis
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Respondents’ Forecast 2021
What to expect after a year of the unexpected?

With 2020 behind us and the rise of vaccines, there is some positive perspective on
the future. According to the expectation of the survey respondents we can again
expect double digit growth percentages with an expected average growth rate of
+19%.
The research of this year has shown that even in times of uncertainty, digital
advertising remains resilient and becomes ever more important as our lives become
more digital. In the coming year, this acceleration is expected to continue.
When looking at the advertising categories that are expected to drive this growth, the
familiar suspects of 2020 again come into view. Video and social advertising are
mentioned most often as drivers of growth. Within video advertising, Youtube is
specifically mentioned. In addition to these two categories, (programmatic) DOOH is
also mentioned more often as well as digital audio, paid search and branded content
advertising.
Besides the well-known advertising categories, new categories can be discerned that
are expected to cause an acceleration. Marketplaces is one of these trends, but also
Connected TV, E-sports, gaming and podcasts advertising are areas that our
respondents mention when being asked to their growth areas. In the last chapter of
this report, we will dive into these trends and growth areas, and how they might
influence the 2021 Digital Ad Spend.

+19%
Expected Digital Ad Spend Growth in 2021
according to the survey respondents.

“Growth is an important indicator, but we have to keep working on long-term
sustainability. For example, 2020 was a year with record breaking reach
numbers. In uncertain times, consumers rely on our news sites such as NU.nl
and AD.nl. However, we are not dependent on social events to continue to
grow. We will continue to innovate, particularly in the coming year, when we
expect many changes to occur. We are building a safe, effective and
sustainable advertising ecosystem with the Trusted Web, serving media
through impactful products at every stage of the customer journey in a
reliable context.”
Stefan Havik
Chief Data Officer & Director Digital Development | DPG Media
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Ad Spend growth areas 2021

Connected TV

Podcast advertising

Esports & Gaming

Our respondents expect that connected TV will be one
of the growth areas in 2021. Connected, or
addressable TV, is an innovation that has been under
the radar for already a longer period of time. This
innovative technology enables targeted advertising on
Television. The traditional TV advertising market has
slowly declined over the years. As such, these
targeting solutions could potentially be one of the
solutions for TV advertising, where it combines the
advantages of TV with the targeting possibilities of
digital. For this technology to succeed, different
aspects are fundamental, one of which is the adoption
of smart TV’s. According to the research of
Screenforce, the percentage of smart TV’s in the
market is currently at 61%. Another important aspect
is the demand side, which is currently still low due to
the technology in a still early stage and the relatively
high CPM prices.

The audio market is changing rapidly. From different
opportunities that arise within digital audio,
podcasts are mentioned as growth area for next
year. As the number of podcast listeners in 2020
showed a tremendous growth, advertisers are finding
their way to this audio format as well. While the
digital audio market is still small in
absolute numbers, our respondents expect that
podcast advertising will grow significantly next
year. Changes in multiple areas like
technology, adformats and an increasing number of
listeners will all contribute to the increase in
advertising around podcasts.

The increasing popularity and growing audiences in
esports and gaming lead to more opportunities for
advertisers. Competitive video gaming is now big
business. Especially younger audiences that are
moving away from traditional television can be
reached on platforms like Twitch and Youtube
gaming. While live sport events were cancelled last
year, an increasing number of people watched
esports instead. In the Netherlands, 31% of
consumers have watched esports competitions on
at least one occasion. Next to sponsorship deals,
advertisements can either be placed on-site at live
events or during broadcasts of esports
competitions. With more and more options for ingame advertising, our respondents expect a growth
in this segment for 2021.
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As we understood that knowledge and focus on the
audio market within media agencies is also
increasing, this might contribute as well to a further
growth in podcast advertising in 2021.
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Ad Spend growth areas 2021

Opening of the online gambling market

Marketplaces

While the Netherlands will allow online gambling per
October 2021, expectations are that the estimated 40
companies that have applied for a license, will spend a
significant budget on advertising in 2021 and beyond,
to get a share of the expected market of 800 million
euro. It remains to be seen whether the increased
focus on sustainability and responsible business, that
is mentioned on the next page, will have an impact on
how eager organizations are to get these budgets.

Next to well-known marketplaces as Bol.com and
Marktplaats.nl, global players as Amazon and Alibaba
are currently also entering the Dutch market. The
growth of marketplaces enables new possibilities for
retailers and brands to reach customers nationally and
internationally. COVID-19 further accelerated the
growth of these marketplaces as ecommerce further
increased. Advertising on these platforms can be very
valuable as this can provide new customer data and
directly generated sales.
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“2020 turned out to be an accelerator for the further
development of marketplaces. Both explosive growth of
demand (consumers) and supply (brands and sellers)
and the resulting growth of actionable shopper data
turn these platforms into the most promising and
interesting (online) marketing channels. As advertiser,
marketplaces are the place to be to bring your message
across and are also interesting partners to work with.
The extensive consumer insights always bring more
relevancy and targeted approach to the table.
I’m convinced that the upcoming years marketplaces
will be an inseparable part of the media-mix and will
give a huge impulse to both the Dutch search and
display advertising market!”
Justin Sandee
Head of Retail Media Management | bol.com
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Potential impact on future ad spend

“The main challenge for advertisers and agencies
is to enrich the customer experience.
Local media partners offer a wide variety of
options for optimal relevant communication with
the desired target group. An additional advantage
is the reduced dependence on the large MarTech
parties as well as that in this way first party data
can be enriched with second party data from the
local media partners. Win win!”
Cookieless Era

Sustainability

Privacy and transparency are highly prioritized topics
on the advertising agenda. We are currently facing
the end of an era in which cookies and third-party
data usage belongs to the past. The new era is
increasing the complexity of targeting and
addressability. This change enhances the importance
of first-party data in order to still be able to reach
the target audience. Global parties such as Google
and Facebook do have access to first-party datasets,
but for some parties this might be a bigger
challenge. Subscriptions can be one of the solutions
for organizations to increase the availability of firstparty data. The targeting challenge might also bring
back the contextual advertising trend in which
targeting is based on themes.

Sustainability has become an increasingly important
theme within the advertising and media ecosystem.
Diversity, Equity and Inclusion are embedded in the
strategy of organizations and multiple industry-wide
initiatives have been launched over the past years.
More and more, we also see a focus on Climate, in
organizations and on an industry level, with initiatives
like Adnetzero. This is an initiative in the UK on
reducing the carbon footprint of the Advertising
industry. It remains to be seen whether organizations
will indeed take the action and refuse certain parties
that are engaged in a business that is perceived as
less sustainable or less ethical. The impact on
advertising budgets might not be visible next year
already, but the intention of companies to become a
truly responsible business, might have its effect in the
future.
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Mark Rijsdijk
Head of Media | Dentsu Aegis

"In 2021 the market is preparing for the loss of 3rd
party cookies, and as such is busy exploring
reasonable alternatives. 1st party data, drawn
from sources such as logged-in visitors, will
become more important for both publishers and
advertisers. Additionally, it seems that 2021 is
experiencing a revival of contextual advertising,
lightly augmented by semantic analysis
techniques. ‘Privacy First’ is front and center, and
a hard prerequisite in order to both be able to
comply with increasingly strict privacy legislation,
and to safeguard the trust of the visitor. "
Boaz Shkolnik
Manager Digital & Agencies | Mediahuis
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Methodology
Realization of this study

Data Collection

Aggregation & Estimation

Conversation

Validation

Publication

Deloitte collects data
from 36 participants.

Participant’s data is processed
based on desk research and
expert opinions. For the
remaining part of the market
we make an estimation based
on publicly available data.

Initial findings are
verified with industry
experts and media
buyers

Findings are crossreferenced and
validated with selected
respondents

Final findings are
presented to VIA and
industry participants

Survey methodology
Our current report covers the digital advertising spend in the Netherlands during 2020 and is based on information supplied by 36 participating companies.
•

Figures are adjusted for double counting, based on information provided by the survey participants

•

The study is conducted independently by Deloitte on behalf of VIA

•

The figures are drawn up on the basis of survey participant input and have not been verified by Deloitte

•

Only aggregated results are published, individual company information is held in strict confidence with Deloitte
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Methodology: Estimation
Deloitte tries to include as many companies as possible to ensure an accurate representation of the
Digital advertising market. Due to varying reasons not all Digital advertising companies disclose
financial information to Deloitte and missing information is estimated based on below methodology.

Baseline revenue of non participating companies is initially
estimated by VIA Taskforces/
Deloitte research / Media buyers

Non-participating
companies

Estimated growth

New revenue
numbers

Company X

Company X

Company Y

Known growth

Company Y

Participating
companies

Company Z

Known growth

Estimated revenue
• Growth of medium to small non – participating
companies
1. Trend in growth from previous submissions
2. Known growth of similar companies (proxy)
• Growth of large non – participating companies
1. Trend in growth from previous submissions
2. Results from annual reports
3. Known growth of similar companies (proxy)
•
Google and Facebook related revenue:
1. Quarterly earnings
2. Google and Facebook media buyers feedback
3. Public datasets

Company Z
Known revenue
•

Period N
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Realised net/net revenue is disclosed to
Deloitte

Period N + 1
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List of participating companies*

Adwise

Funda

Merkle Inc

PubMatic

Azerion

JCDecaux

NDC Mediagroep

Q-Music

DAZN Media

MagnaGlobal

Nochii

SDIM

Dentsu Aegis

Marktplaats

NRC Media

ShowHeroes

DPG Media

Massarius

Omnicom Media Group

Teads

Exterion Media

Maxlead/Abovo

OOHA Media

Xandr

FD Mediagroep

Mediahuis

OrangeValley

* 9 participants of the Ad Spend study remained anonymous

© 2021 Deloitte The Netherlands

Report on Digital Ad Spend The Netherlands 2020

Contact

For questions concerning this research feel free to contact:

Nathalie La Verge
Deloitte | Technology, Media &
Telecom
Tel: +31 (0)6 23 367 886
Email: nlaverge@deloitte.nl
Nathalie La Verge leads the
Media & Entertainment sector
in the Netherlands and is a
Director with the Risk Advisory
practice from Deloitte with
more than 15 years of
experience in risk consulting
for companies in the
Technology, Media &
Telecommunications (TMT)
industry.
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Sterre Burgers
Deloitte | Data Analytics

Jorrit Sloot
Deloitte | Data Analytics

Matthijs Niemeijer
Deloitte | Data Analytics

Tel: +31 (0)6 8201 9387
Email: jsloot@deloitte.nl

Tel: +31 (0)6 50 098 177
Tel: +31 (0)6 22 238 662
Email: mniemeijer@deloitte.nl Email: sburgers@deloitte.nl

Jorrit Sloot is a Manager
within the Deloitte Financial
Advisory practice with over
6 years experience in
analytics and the digital
media market. Jorrit has
been involved with the Ad
spend study for many years

Matthijs is a Senior Consultant
within the Deloitte Risk
Advisory practice and is
specialized in risk analytics
and quantitative data analyses
for the Technology, Media &
Telecommunication industry.

Sterre is a Senior Consultant
within the Deloitte Risk Advisory
practice and is specialized in risk
analytics and quantitative data
analyses for the Technology,
Media & Telecommunication
industry. Before working with
Deloitte, she worked for a digital
advertising company

Wendy Pouw
VIA

Thomas de Graaff
VIA

Tel: +31 (0)6 29 5590 903
Email: wendy@vianederland.nl

Tel: +31 (0)6 12 131 310
Email:
thomas@vianederland.nl

Wendy Pouw is the Managing
Director of VIA with over 15
years of experience in Digital
Media and Marketing. Experience
gained on both agency and
advertiser side throughout
various industries.

Thomas is Digital Marketing &
Innovation Manager at VIA
and has a background in
Data, Digital Media and
Marketing. He worked for
over 5 years at agency side
for various advertisers in
telecom, automotive and
FMCG.
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