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Scope & Definition of Digital Marketing Transformation

White Paper Scope

The purpose of this white paper is to identify the key trends, factors, challenges, and
opportunities expected to influence future demand and competitive dynamics in the Digital
Marketing Transformation (DMT) market. Additionally, it aims to discuss how these are
anticipated to impact the Nordic DMT M&A market, and on how smaller and medium-sized
companies can leverage this.

Market Definition

When referring to the DMT market, we focus on businesses whose offerings and services
revolve around providing foundational digital marketing and creative solutions essential for
the promotion, engagement, and growth of an organization’s online presence. This includes
services such as search engine optimization (SEQO), social media management, performance
marketing, branding, web and app development, user experience (UX) design, content
creation, data analytics, and e-commerce solutions.

The Digital Agencies industry can be divided into key segments of Services, Products &
Technologies and Media as well as a vertical categorization of offerings across the digital
marketing transformation industry. These offerings address essential components across
areas like Strategy & Branding, Advertising & Promotion, Content & Experience,
Communication, E-Commerce & Sales and Data & Analytics.

Definition of the Digital Marketing Transformation (DMT) market

Strategy & Advertisi.ng Contt.ent & Communicationy E-Commerce &
Branding & Promotion Experience Sales

Digital Brand Strategy |* Search Engine |+ UX/UlDesign |+ SoMe * Platform ¢ Performance
Agencies Digital Marketing *  Web-design & management optimization tracking
Samiees transformation (SEM) development |+ Campaign e Conversion ¢ Predictive

Strategy *  Email e Customer Management rate analytics

Competitive Marketing Journey * Brand Identity optimization |+ Business

analyses Automation Mapping * Digital strategy (CRO) Intelligence

Market (EMA) ¢ Application * Marketplace (BI)

research development management |* Machine

Learning

MarTech Creative ¢ AdPlatforms |+ CMS « CRM « CMS * Bltools
Products & Software (Google Ads, Platforms Platforms *  Web shops * Analytics
technologies (Adobe Suite) Amazon Ads) (WordPress, (Salesforce, *  Product Platforms

Collaboration Drupal) HubSpot) Information ¢ Data

tools (e.g., * Interactive Management visualization

Slack) tools (PIM) tools

¢ MSDynamics |+ Al

Online vs. * SoMe * Articles *  Email * Productlisting |* KPIReports

Offline ¢ Permission * Podcast newsletters ads (Google e Attribution

Digital Marketing ¢ Video *  Webinar Shopping) modeling

Storytelling ¢ Paid * Interactive * Dynamic ¢ Audience

Cross- Marketing content tools pricing segmentation

channelbrand |+ TV & * Surveys and models

consistency Broadcasting feedback * Digital

catalogs

Source: LNP Corporate Finance AB
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Nordic Market & Development

Analytical Approach

Using our combined expertise of digital agencies and MarTech companies combined with
market research and comprehensive investor dialogues, we have assessed how major trends
are expected to impact the industry. Identifying the key shifts in consumer-, technological-
and market-trends, we assess how they will impact markets 2025 and forecast how they will
continue to develop — as well as how these can be seen as opportunities.

This white paper will explore key developments, emerging trends, and transformative shifts
shaping the future of digital agencies in the Nordic region. Additionally, we will provide our
recommendations in an M&A context.

Market Development

The past five years have posed significant challenges for companies to deal with COVID-19
and market effects of the Russia-Ukraine conflict. Both of these events have implied
fluctuations of companies’ marketing budgets and accelerated the transition into a more
digital presence - benefitting digital media, and leading MarTech platform providers, but
negatively affecting growth potential and profitability for Digital Agencies at large, and
especially traditional marketing agencies. Finland, in particular, have been halted due to
geopolitical reasons.

However, 2H 2024 have shown positive developments across the Nordics and 2025 looks
increasingly promising judging from GDP expectations and industry feedback.

The Nordic digital transformation market as a whole has experienced significant
investments, based simultaneously on the need for transformation and significant business
opportunities. This is expected to continue.

Nordic Market Spending on Digital Advertising

Sweden: The Swedish market for digital
agencies is the largest of the four countries.
Out of the approximate 6 Billion market
size, two thirds are online advertising.

Norway: Looking ahead, the market of

Of JKING | Norway ]I
digital advertising in Norway is expected to EUR1,61bn Y| .

grow modestly the upcoming three years.

market trend, growth in Denmark is driven EURO.7bn

Denmark: Reflecting the overall Nordic I Finland
primarily by an increased online presence.

Finland: The Finnish digital advertising Denmark A A sweden

market is expected to grow significantly in EUR 1,64bn g ' QP EUR3,3bn
the upcoming years

Note: The above numbers are approximated based on realized and
Source: Statista & IBISWorld estimated market size of 2024. Specific data detailing the exact market size
is limited.
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Key Trends Shaping the DMT Market

Market trends: Technology and Personalization

Few industries have evolved as rapidly as digital marketing over the past decade, and
this transformation shows no signs of slowing down. The driving forces behind this
shift can be attributed to two key factors: technology advancements and
personalization. These elements are deeply interconnected, shaping major industry
trends and influencing nearly every category and segment within the Digital
Marketing Technology (DMT) market.

Methods for Identifying Factors

Our analysis leverages a combination of market data, expert insights, and industry
reports to pinpoint the key trends and forces reshaping the DMT market. By
examining economic, regulatory, technological, and geopolitical developments, we
identify patterns that we anticipate willimpact the Nordic market for digital agencies.

With this in mind, we have identified the following trends as the most significant
factors impacting the DMT landscape.

Trends shaping the Nordic DMT Market

1. Artificial Intelligence in the DMT
Market

Al enables companies to integrate digital
services, intensifying competition and
driving specialization in creative and
digital services.
2. Emerging

Digital Marketing

~

4. GDPR and First Party Data Strategies
Data regulations from the EU hinder
targeted advertising and pose stricter need
for companies to comply. Clients want to
integrate first-party data.

5. Marketing Automation & eCommerce

©) Channels | Increased need for smooth omnichannel

|_|_| Increased engagement on Social Media [——— strategies and effective loyalty programs to

O OO and growth of influencer marketing © ©O maintain and increase  customer
shape new ways for companies to target engagement.

customers.

3. Data Analytics

More business leaders demand data of
performance on marketing initiatives to
improve and personalize content.

Scope and Limitations

N

6. New business models: “As-a-Service”
& Performance Based Offerings

Move from Time & Material projects
towards Marketing as a Service (MaaS) and
performance-driven models.

While this white paper highlights the most prominent trends and forces of change, it’s
important to note that other factors could also impact the market. Our selection reflects the
trends with the highest anticipated influence on Digital Marketing Transformation companies
and M&A activities in the Nordic region. Emerging technologies such as AR/VR and Al driven
content creation can further shape the industry during the upcoming years.
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0 Artificial Intelligence in the DMT Market

Artificial Intelligence is, without doubt, the most disruptive force to the DMT industry. It
is not just about increasing efficiency, but rather it is expected to revolutionize
products & services, technologies and the competences needed to succeed. It is
already shaping the way marketeers work, and an integral part of technology
developments and service offerings, ensuring personalization based on behavior
insights across multiple touchpoints.

Jobs with anticipated highest risk of disruption by Al in the Marketing Industry

Content Writers 81,6%
Al threats to the DMT industry
Email Marketers 42,7%
Social media managers 33,9% Increased Competition: Businesses adopting
Al tools directly from MarTech providers may
Graphic desi 9 . . .
raphic designers 31,9% bypass agencies for simpler marketing tasks,
SEO Specialist 27% reducing demand for basic agency services.
Web d L 9 . . .
e 23,3% Rapid Technological Evolution: The fast pace
Analytics Specialists 20,4% of Al development creates challenges in keeping

PPC ali 929 up with new tools, methodologies, and best
specialists 19,2%

practices.
Video editors ERERLY)
Al in the DMT Industry — Revenue & Projections
(in Billions USD)
70 Al opportunities for DMT companies
60 (examples)
60 ~ 0, & . . . .
CAGR=31.6% \‘Q Personalization & Customer Insights: Tailored
50 45 \ content, recommendations, precise targeting,
= and messaging.
0 . N \
Automation, Efficiency & Integration:
30 25 \ \ Automates tasks and leverages programmatic
20 \ \ advertising and CRM systems for efficiency and
20 \ \ engagement
10 l \ \ Predictive Analytics & Data-Driven Decisions:
o N b\\ Forgc?sts trend§ and customer behav.lor to
optimize campaigns, resource allocating and
2022 2023 2024 2025E 2026E
ROI
Source: Statista — Al use in marketing in Europe Content Creation & Enhancement

written/video/design & immersive experiences

Al is transforming digital agencies by streamlining developments, optimizing operations, and
enhancing content creation. DMT companies need to specialize in customer personalization
and ensure strong client relationships to remain competitive. Al still lacks true creative
intuition, human emotional understanding, and the ability to craft genuinely original, brand-
defining storytelling elements that remain essential for Digital agencies. Those who master
both will be well-positioned.

LNP Corporate Finance AB 5



DMT Market M&A White Paper | Outlook 2025

9 Emerging Digital Marketing Channels

Continuous and growing activity in Social media creates new opportunities and
important touchpoints where companies reach out to customers.

S L) SoMe users totaled around 5,2

billion worldwide in 2024, which is
approximately 64% of the world’s
population. The average time spent

TikTok m—— 1

Instagram EEEEEEEE——E—————— )

YouTube mEEEEEEEEEEEEESS—— 0 5 on Social Media is increasing, and
Facebook I EEEEEEEEEEE— 3 15 as of 2024 average daily time spent
0 1 9 3 4 on. social apps was 2 hours and 23

minutes.

Source: PrioriData

Platforms such as YouTube,

Influencer Marketing - Market Size Instagram and TikTok have seen

40 250 significant user engagement,
35 SR making them critical channels to
30 208 reach customers.

24
2 211

Sales revenue is increasing from
Social Commerce channels, as well
influences marketing is projected to
increase significantly in value in the
upcomingyears.

20

2022 2023 2024 2025E 2026E

Source: Statista — Influencer Marketing market size worldwide

Increasing Value of Influencer Marketing and Social Commerce

Social commerce integration is reshaping e-commerce, with influencer-driven solutions,
shoppable posts, and live shopping experiences playing a crucial role. Influencer marketing
continues to be a pivotal component of brand strategies, with a notable emphasis on authentic
storytelling. There is a marked shift towards leveraging influencers who can convey genuine
narratives, enhancing consumer trust and engagement (Forbes, 2024). This trend underscores
the importance of selecting influencers whose personal stories and values align with the
brand, fostering deeper connections with target audiences.

Demand for Multi-Platform Strategies

Clients are increasingly seeking comprehensive campaigns that span multiple social media
platforms to maximize reach and engagement. The emergence of platforms such as TikTok,
BeReal, and Threads offers brands new avenues to connect with diverse demographics,
particularly younger audiences. This diversification necessitates that digital marketing
agencies develop specialized expertise in each platform to craft tailored content strategies
that resonate effectively across various channels (Forbes, 2024).

Regulatory Uncertainty and the Need for Dynamic Approach

The potential ban of TikTok in the U.S. highlights a current threat to one of the largest SoMe
platforms. Such regulatory challenge might give rise to new channels, or large consumer shift
to other existing ones. Such uncertainties compel digital marketing agencies to adopt flexible
strategies, continuously monitoring the regulatory environment and being prepared to pivot to
alternative platforms as needed. This adaptability ensures sustained engagement and
mitigates risks associated with platform-specific dependencies.

LNP Corporate Finance AB 6
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e Data Analytics

Demand is increasing to enhance campaign optimization with predictive analytics.
Tracking data and measure performance on marketing initiatives, aiming to better
target and personalize content has become core to marketing initiatives.

73% 91%

Of businesses have invested in new analytics of CMOs view data-driven insights as a key driver
tools in the past year to better track campaign for decision-making in digital marketing strategies.
performance.

58% 92%

of businesses select agencies based on their The global business intelligence and analytics
ability to demonstrate accountability through software market is projected to grow from $28
data-driven insights. billion in 2022 to over $54 billion by 2030, almost

doubling size.

Evolution of Data Driven Insights 4
2 3 Holistic Insights:

Integration of Al: Agencies are now

1 ROI Driven insights: Al and  machine | further expected to

Basic Analytics: Increased economic learning tools has |ntegrate data across

Agencies relied on uncertainty led to transformed data multiple  platforms

basic web analytics heightened scrutiny of drlve.n ' insights I (e.g., social media,

tools like Google marketing  budgets. predictive  analytics. CRM, ad platforms,

Analytics (Universal Clients demand clear Agengles novx{ use and webglte analyF|c§)

Analytics) to track ROl on investments. machine learning to i predes el

e traffic, Data justify marketing generate hyper- insights.

bounce rates, and spend and identifying personalized

. successful strategies. marketing insights.

Source: WARC (2023), HubSpot (2024)

Looking ahead, the integration of Al and machine learning will continue to evolve, enabling
agencies to leverage these technologies for more precise targeting and personalized
customer experiences. In this landscape, DMT companies must adopt multi-touch
attribution modeling and real-time performance dashboards to fully harness the power of
technology in marketing. This approach will allow them to track the customer journey more
effectively, measure the impact of each touchpoint, and optimize campaigns for better
results.

At the same time, agencies will also need to stay agile and adapt to rapidly changing
technologies and platforms to maintain a competitive edge. Companies that demonstrate a
clear use of data and track the outcomes of their initiatives through advanced attribution and
performance tracking will be well-positioned to lead the charge in analytical insights.
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0 GDPR & First party data strategies

The regulatory environment in the EU pose challenges for digital agencies,
specifically in the process of keeping up with technological advancements as well as
being compliant to enhanced GDPR controls and EU’s recently enforced Al Act. This
regulatory landscape can imply significant costs for agencies, which makes it critical
to develop specialized competence in these areas.

Costs of Compliance to GDPR

Costs of Compliance to GDPR

Complying with privacy regulations entails various costs including project management, technical

development, legal fees, training and ongoing monitoring of compliance.

* 88% of global companies spend more than $1 million annually on GDPR compliance.

* 1In 2024, GDPR enforcement has intensified with stricter cross-border cooperation, new limitations
on targeted advertising, increased scrutiny of the "consent-or-pay" model, and tighter integration
with broader EU digital regulations, requiring businesses to adopt more transparent and privacy-first
data practices.

Costs of Non-Compliance to GDPR

Non-compliance can result in fines up to €20 million or 4% of annual global turnover, emphasizing the

importance of adherence. Legal claims that increased tension in the GDPR landscape in 2024 include:

* The lrish Data Protection fined Linkedln €310 million for processing personal data without legal

basis.

* The European Court of Justice ruled that Meta must limit its use of personal data for targeted
advertising, emphasizing the principle of data minimization under GDPR.

* The European Commission reported a total of €4,2 Billion in fines since GDPR came into effect.

Source: PriviQ, European Union Agency for Fundamental Rights (FRA) and European Commission

GDPR Implementations

* Privacy-Centric Marketing & First-Party Data Strategies: As regulations tighten,
agencies must prioritize first-party data collection and consent-based personalization to
maintain compliance and build consumer trust.

* Shift to Contextual Advertising & Ethical Data Collection: With the decline of third-
party cookies, agencies need to pivot towards contextual targeting and transparent data
practices to meet evolving privacy standards.

* Balancing Compliance Costs & Competitive Advantage: While GDPR compliance
requires investments in legal expertise, data security, and consent management,
agencies that adopt privacy-first marketing solutions will gain a strategic edge in attracting
risk-conscious clients.

The EU Al Act

The Al Act underscores the need for the responsible and compliant use of Al systems,
particularly high-risk Al applications. Both Al developers and legal entities are obligated to
adhere to regulatory requirements, ensuring transparency, accountability, and effective risk
mitigation measures.

LNP Corporate Finance AB 8
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e Marketing automation & eCommerce

eCommerce is evolving rapidly, and customers are constantly changing how they
shop online. To maintain engagement, companies must ensure seamless and
consistent communication across multiple channels while leveraging loyalty
programs. Marketing automation plays a crucial role in this process, enabling
businesses to personalize customer interactions, streamline campaigns, and
optimize engagement in real-time. Agencies that effectively convey their message
and uphold quality in their work are well-equipped for long-term success.

The global e-commerce market is projected to grow from $5.7 trillion
in 2022 to $8.1 trillion by 2026.

Brands with strong omnichannel engagement see a 10% higher YoY
growth rate compared to those without.

eCommerce
Provider

Member loyalty programs become increasingly important. Companies
who manages to tailor offers to members, can increase member
spending of 75%.

Source: Statista 2023, McKinsey 2023, BCG 2024

52% of customers are likely to switch brands if communication is not
personalized.

86% of buyers are willing to pay more for a better omnichannel
experience.

Consumer
Trends

48% of Customers expect specialized treatment for being a repeat
customer
Source: PWC 2023, BCG 2024

Al-powered marketing automation is transforming the industry, enabling personalized
content creation, cross-channel automation, and behavior-triggered marketing systems.
Supported by advanced predictive CRM and performance analytics, these tools help brands
deliver more relevant and timely customer interactions.

Shifting consumer expectations and the demand for stronger brand communication and
loyalty programs highlight the need for omnichannel expertise and Al-driven personalization.
For DMT companies, success will depend on their ability to provide scalable, data-driven
solutions that enhance customer engagement, build brand loyalty, and drive revenue growth
in an increasingly competitive market.

Leveraging implementation competences for integration across business systems, similarly
presents an opportunity, particularly for companies targeting upper SME. segments.

LNP Corporate Finance AB 9
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New business models “As-a-service” & Performance-
based offerings

Nordic DMT companies are moving away from traditional, Time & Material projects
towards Marketing as a Service (MaaS) and performance-driven models. Similarly we
see services increasingly being productized and bundled into attractive product
packages, moving away from the highly individualized pricing models. This shift is
redefining how agencies generate revenue, structure client relationships, and
measure success.

Productization & Performance-based offerings

Digital Agencies

Digital Agencies are moving away from custom,
one-off projects toward specialized, repeatable
offerings packaged as ongoing subscriptions. Key
business models include “As-a-Service”
offerings:

* Social Media Management as a Service - Fixed
monthly pricing for ongoing strategy & execution.

* PR as a Service (PRaaS) > Continuous media
relations & stakeholder communication.

* SEO & Content Marketing as a Service -
Ongoing content & SEO optimization instead of
one-time projects.

* Performance Marketing as a Service -
Subscription or revenue-share models for digital
advertising.

* Marketing Automation as a Service > Managed

MarTech

Businesses increasingly demand measurable
ROI from their partners. Central business models
leveraging performance-based offerings include
MarTech Partnerships:

* Subscription-Based SaaS Services > Agencies
implement & manage SaaS platforms

* Partner & Affiliate Programs > Companies earn
commissions by reselling SaaS licenses.

* Kick-Back & Revenue Share > Earning passive
income from SaaS subscriptions.

* Marketplace Ecosystem & Developer
Economy = Selling custom SaaS extensions,
apps & integrations.

* White-Labeling & Reseller Models > Agencies
rebrand SaaS platforms and sell them under
their own name.

CRM & automation solutions.

Implementation

The shift toward productization and performance-based models implies a demand for higher
efficiency, pushing agencies to optimize workflows and integrate automation to deliver more
value with fewer resources. Time & Material billing is decreasing, as agencies move toward
predictable, scalable revenue streams.

Productivity is now a core business metric, not just an internal goal. Clients expect faster
execution, measurable ROI, and continuous optimization. Agencies must position
productivity as a tangible service offering, using data, Al, and automation to enhance client
outcomes and drive long-term retention.

Investor appeal

Investors favor recurring revenue, scalability, and efficiency-driven growth—all core to these
new business models. Subscription-based and performance-driven services offer more
predictable income, higher margins, and strong client retention, making agencies more
financially stable and investable.
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M&A Outlook 2025

The DMT market is truly a transformation game still. The ongoing trends will
fundamentally change how companies operate over the next 5-10 years. Investors are
already playing a pivotal role in this transformation, applying the following 5 drivers:

Market & Tech Trends in a M&A context

Tech enablement and personalization are having a significant impact on the Nordic M&A
landscape, making them key focus areas for investors. Buyers are actively seeking DMT
companies that integrate technology into their business models, leveraging automation, Al,
and data-driven personalization to enhance efficiency and customer experience. Companies
with strong tech-driven capabilities are becoming more attractive acquisition targets, as they
offer scalability, competitive differentiation, and long-term growth potential.

e Access to capital

There is significant capital availability in the Nordic DMT market, with both financial investors
(private equity, venture capital) and strategic/industrial buyers actively seeking acquisition
opportunities. These investors are well-capitalized and eager to acquire, invest in, and scale
smaller firms that align with market trends. The strong interest in tech-driven and scalable
business models creates a favorable environment for M&A activity, making now an
opportune time for companies looking to grow.

e Consolidation

The high investment costs associated with the industry trends make it more feasible for
larger businesses, which often possess complementary expertise. Acquisitions provide DMT
companies with a faster growth path than organic expansion, often at lower risk. Through
M&A, companies can scale operations, enhance capabilities, gain immediate access to new
customers and markets, and boost revenue. Additionally, M&A enables cost reductions by
consolidating operations, sharing resources, and leveraging synergies.

0 Specialization

Acquiring specialized firms allows businesses to integrate expertise and gain first-mover
advantages in critical areas such as Al, automation, and digital experience, essential for
staying competitive in a rapidly changing market. Whereas capital abundancy dictates larger
investments, very specialized/niched players are highly attractive as a bolt-on to existing
platform investments, even if the have a limited revenue size.

e Valuation

Larger companies achieve higher valuation multiples due to their stability and market
influence. Increased scale enables them to compete for larger contracts and enterprise
clients, further driving valuation. Additionally, achieving critical mass allows firms to absorb
significant changes, such as advancements in Al and security, while delivering competitive
services. As always, profitability and growth is important, but the latter even more so with
unprecedented transformation speeds. The value of recurring revenues remains important,
not least to attract investor interest.

Final Note
Investors fiercely compete to acquire DMT companies leading the transformation.
Those not yet at the forefront are unlikely to benefit from an early exit, but may
instead adopt a new strategy, leveraging investor capital, expertise, and other
synergies.
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About

Rune Myrthue is a seasoned corporate finance and
business development professional, with more than
25 years’ experience in cross-border IT and Telco.
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and management consulting Rune has gained
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Tech M&A Advisors

LNP Corporate Finance, founded in 1998 and headquartered in Copenhagen, Denmark,
with subsidiaries in Sweden, Norway, The UK and the Benelux region, is a cross-border
M&A advisory firm specializing in the technology sector, with more than 100 executed
published deals in these IT-segments:

About LNP Corporate Finance

* Software * [T Infrastructure
e IT Consulting * Digital agencies

LNP offers tailored services to IT business owners and investors, including sell-side M&A
advisory and investment opportunities in the Nordic and Benelux regions. LNP's team
comprises sector specialists with deep knowledge and insights into the IT industry,
facilitating numerous successful transactions.
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