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Share of Digital
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Local vs International
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Importance of local

— International Pressure
— International campaigns: focus on efficiency and scale
— Strong emphasis on direct measurability (vs. more complex local measurement)

— Centralization of media budgets at global level

— Importance of Local
— Efficiency # effectiveness
— Driving relevance, trust, and real impact
— Accounting for specific characteristics of local markets

— Leveraging the strength and expertise of local media players
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Research design
The role of local expertise in Belgian media decision-making

Methodology

— Online survey +
follow-up by
telephone

00

Research sample

— Belgian advertisers,
(co)responsible for
decisions media
spending

— Wave 1 + 2:
n =123 (93+30)
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Fieldwork period

— Wave 1: April -
May 2025

— Wave 2: July -
August 2025

Co-initiative
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Belgium is not a standard market

“Which statement “In what ways do you think Belgian society differs
do you agree with fundamentally from that of neighbouring countries?” (%)
most?” (%)
Multilingualism 92
There are few Large regional differences 86
differences between
Belgian society and Complex government structure and regulations 80

that of neighbouring High fiscal pressure
countries
Large number of company cars
Many Belgians own their homes
Strong social security
W Belgian society differs Mobility challenges
fundamentally from
that of neighbouring
countries in a number
of ways

Multicultural society

Strong pub/restaurant culture
Energy and telecom consumption
High level of affluence

Frequent travel

Base: wave 1 - total sample (n=93)
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Belgium’s unique market shapes media choices and advertising

Challenges in advertising Importance of local media Importance of trust
94906 Language differences 80% Local media are 96% Trust should guide
increase complexity essential decisions

919 Cultural differences 71% Local media are more 71% Local media are more
require adaptation credible trustworthy

80% Global strategies don't 649%b0 Local context requires 609%b Less fact-checking
always fit Belgium local approach reduces credibility

Wave 1 (total sample) — In general, not just in relation to your own company/organisation, to what extent do you agree with the following statements? (rather+totally %)



Local agencies are strongly valued

Very dissatisfied,
2%

89..

Satisfied with collaboration with
Belgian agencies

Somewhat
Satisfied,
68%

Wave 1 - Advertisers working with a media agency (n=66) 11



Evaluation (% top-2)
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Various aspects | Evaluation vs Importance

Fast and efficient communication
°

Fast and efficient implementation @
of decisions at campaign level Value for money

Knowledge of Belgian legislation
and regulation

Good relat®nship with the creative
agency

)
Creativity of concepts and ideas

./' Knowledge of the Belgian market and consumer

'\ .\ Knowledge of the

Knowledge of Belgian media brands Belgian media context

Digital expertise

°
® ROI of the media budget

Strategic
expertise

0 10 20

30 40 50

Importance when choosing media agency (% top-3)

Wave 1 (total sample)

60 70
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Local agencies valued, but under international pressure

38 44.. 65.. 71,

see a trend towards report negative expect strong would switch to
increased impact when local negative impact on another local
international control input and context collaboration if agency if their
are overlooked campaigns are current one
steered disappeared

internationally

Wave 2 - statements % rather + totally agree




Willingness to defend local

Cases

Data & Best Local Insights

& KPI’'s Practices as an Asset

— Hard figures, — Concrete — Unique market

/10 studies and examples and media
results that showcasing the knowledge to

willing to defend demonstrate effectiveness of support
the local agency objectives the local international
towards achieved approach decisions

international

Wave 2



What this means for the market

Local expertise
is essential

in Belgium

Local agencies are
valued but
a clear expectation

gap exists

Internationalization
creates both

risk and urgency
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Why this study deserves an AMMA?

Unique market relevance Actionable insights Proven market impact
— First large-scale study of — Clear implications for — Agencies’ tour
local media expertise in agencies, advertisers

Belgium and media — Publications in De Tijd |
L'Echo

— Strengthening the local
advertising ecosystem

— Based on the
advertiser’s perspective

— Industry engagement
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Turning insights into industry impact

Tour agencies &
State of the Union

UBA/UMA Get Together
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Results
research

profacts
oL e

Partnership

Meuwws  Bologgen I MinGeld  Saboto MATD  § KRANT O HEPCENTRR  Q

Lokale nuance als sleutel
tot merkvertrouwen

£

sorsonse trustmedia A

Budgets médias: quand la solution
locale booste le funnel
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Local
expertise
makes the
difference

Thank youl!
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