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Feed summary
Advertising Agencies Services

(C This studio covers Advertising agencies
sector and has been made by Baker Tilly.
The goal of this study is to provide a general
overview of the market.

(G All the data about companies, acquisitions
and founding rounds was extracted in June
2025. Deals, rounds and companies founded
after this date have not been included.

OO AD

MAIA ACH

[HCATAL, VT e

CRIEATIVEE AG c:n’ss
INISOOR ADVEERTISNG §

= ADVER

.AIJ IOMAL ADVIERTISING ACGHE I\.( 125 ..

seses MIEDIA AGINCIHES ovsmec cosss
o (aUn SO0 ADVERTISING =
oo TRABITIONAL ABVIERTISING AGI i\(.si-

. DIGITAL ADVERTISING FIMS 5 ¢
MIEDIA AGIENCHESS

SUIATIVIE AGEENCIEES 4 la\f- STITING ACENCIES INTEGRATID AGENCES  ADVIERTISING AGING

TISING AGIENCIE

}U"D()(}P ADVERTISING  "BIC SIX" ADVIERTISING ;\Ch-i\(f!b-e ’ﬁmlj l‘c ﬂ‘i\( 'ai - "

QUTDOOR ADVERT ShC I XC
DIGITAL ADVERTISING | w ;ml h( gl e
INDOOR ADVISTISNG 1 ) l e P -J )\D\ -

ITISING AGENCEES

5 e o TR X A VBATING ACSHiCHS MDA ACE:I\(j‘HI'_p
S CREATIVE AGEENCIES !»;f‘é'ais’}ﬁé?:‘::“
INTEGRATIED AGH ENCHES
: IN)()()P ALV RTISNG™

TS0 DIGITAL ADVERTISNG FiRMS

PAGE |3



BAKER TILLY | TECH M&A ADVISORY AREA

Scope and definition

General Overview

The advertising agencies market encompasses
professional service firms dedicated to:

planning,
creating, and
managing

advertising campaigns on behalf of clients. These
agencies operate across media formats to execute
marketing strategies aligned with client objectives
such as brand awareness, lead generation, and
sales conversion.

This definition strictly excludes adjacent but
distinct markets such as

marketing technology software providers,
influencer marketing platforms,

media buying networks, and

public relations consultancies,

which may overlap in function but represent sepa-
rate verticals in the marketing services ecosystem.

The “Big Six” advertising holding companies are central players in the
advertising agencies market. They sit at the top of the value chain and
account for a significant share of global industry revenues, client budgets,
and M&A activity.

TOP COMPANIES

OmnicomGroup
WPP Omnicom Group Publicis Groupe
(Founded in 1971) (Founded in 1986) (Founded in 1926)
Interpublic Group of Dentsu Havas
Companies (Founded in 1901) (Founded in 1968)

(Founded in 1930)
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Scope and definition
General Overview

The advertising agencies market can be segmen-
ted into four principal submarkets, each contribu-
ting to client value in distinct ways:

@ Creative Agencies

Specialize in brand development, messaging
strategy, and content production.

@ Media Agencies

Responsible for planning and purchasing
media space across platforms.

@

@

Digital Agencies

Focus on performance marketing, paid
search, social media advertising, and websi-
te or app-based user engagement.

Integrated Agencies

Offer a full-service suite encompassing crea-
tive, media, and digital under one umbrella.
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Market growth
Robust Growth Trajectory Through 2030

Estimates tightly cluster around USD 360-465 bi-
llion for the mid-2020s, providing reliable consen-
sus for valuation models.

Projected annual growth between 4.3 - 6.4 per-
cent, reflecting healthy expansion tied to digital
transformation, globalization of agencies, and on-
going demand for performance-oriented services.

Projects moderate long-term growth with a

CAGR of 4.7% through 2029 and a solid mar- MARKET FORECAST BY DIFFERENT REPORTS
ket value estimate of $366.56 billion for 2024.
Offers the most optimistic outlook, forecasting
! CAGR Market Value
ket value, reaching $463.49 billion by 2034.

) 9 369,56 billion USD
Provides a relatively high market value for TRDSQEPCSQ‘I.‘S,Esl H | 7% 202 (2024)
2023 ($391.6 hillion), but expects a more mo-

derate CAGR of 4.3% through 2027. Fa Ct M R 6,4% (2034) 463,4? biIIio)n Usb
° 2024

Estimates a 5.5% CAGR for 2023 and a slightly

lower market value of $360.87 billion for the : 391,6 billion USD
4,3% (2027 '
same year compared to other reports. rbGylr%?f%dNeWSWIre ( ) (2023)
@ Credence Research 5,5% (2032) 360,87 billion USD
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Market growth
Robust Growth Trajectory Through 2030

I Advertising Agencies Market Forecast I

. PN
|._|| CAGR 4,3-6,4%

2024 2025 2026 2027 2028 2029 2030
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Geography

Advertising in Spain

The contribution of the advertising market to
Spain's Gross Domestic Product (GDP) stood at
1.21% in 2023, marking a decrease of 0.6 percen-
tage points compared to the previous year, accor-
ding to the latest figures from the National Statis-
tics Institute (INE).

Regarding the business structure, Spain had

45,641 companies engaged in advertising in 2023,

not only agencies but also related businesses,
which represents a 5.1% decrease compared to
the 48,072 companies registered in 2022, accor-
ding to the INE.

The business volume of “Advertising and Market
Research” reached 19,849 million euros in 2022,
an 8.5% increase compared to the 18,299 million
euros recorded the previous year. This growth
demonstrates the sector’s strength despite the
reduction in the number of companies.

Meanwhile, the Advertising and Market Research
market continues to grow, although a negative
trend is observed in education: enrollments in
Advertising and Public Relations decreased by 3%
in the 2023-2024 academic year compared to the
previous one, accumulating a 9.6% drop since the
2019-2020 academic year.

SOURCE | Observatorio de la publicidad

1.21% of Spain’s GDP

45,641 companies
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Geography
Advertising in Spain

Regarding the legal structure of companies,
there is a notable increase in single-member
companies, which now account for 61.5% of
the total, followed by limited liability compa-
nies, representing 34.2%. Public limited com-
panies barely represent 0.6% of the sector,

with a total of 259 firms. In addition, seven out
of ten advertising companies in Spain have
no salaried employees, and 99.2% have fewer

than 20 employees.

SOURCE | Observatorio de la publicidad

Madrid, Comunidad de
Catalufia

Andalucia

Comunitat Valenciana
Canarias

Galicia

Balears, llles

Castilla y Ledn

Pais Vasco

Murcia, Regidn de
Castilla - La Mancha
Aragon

Asturias, Principado de
Navarra, Comunidad Foral de
Extremadura
Cantabria

Rioja, La

Ceuta

Melilla

Fuente: DIRCE, INE 2024.

4824
2.020
1.746
1277
1.170
1.044
895
830
777
537
444
440
319
205
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12.367
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