


Foreword

THE CENTRAL AND EASTERN EUROPEAN (CEE) REGION STANDSPUHERABOSIEVARIED
AREAS WITHIN EMEA. MARKETERS HERE FACE UNIQUE CHALLEBIGES DMBOTOL h b Q{ wL/
TAPESTRY OF CULTURES, RELIGIONS, ECONOMIC CONDITIONSARENVAONMENTS,
DEMANDING EXCEPTIONAL SKILLS TO NAVIGATE SUCCESSFULLY.

Thank you for your interest in our CEE Impact survey which highlights the dynamic environment where brands are
ramping up marketing investments and embracing new strategies

Marketingis increasingly recognized as a strategic function essential for business growth, brand management, and
responding to shifting consumer attitudes.

Many companies are pivoting more towards digital media. For example, there is clearly a growing interest in Al, despite
the difficulties of its integration. Also, close to half of the businesses are investingpimmerce, which shows the rising
significance of this capability within the realm of marketing strategies.

Albeit a strong focus on ROI, over 40% of companies are still in the process of developing effective measurement modg
revealing a gap in assessing marketing performance. More than half of the companies consider enhancing customer
experience a priority which underscores its vital role in staying competitive.

As far as concerns go, inflation and declining consumer spending are seen as serious threats. In addition, efficienc
effectiveness in marketing investments, as well as creative messaging and maintaining brand presence are top pg
2y YIN]JSGSNBERQ | 3SYRI O

Our study also outlines where CEE marketers plan to increase investments as we approach the 2030s.

Please read on for further insights and feel free to reach out if you wish to discuss any of the findings.
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FIVE KEY MARKETING TRENDS
ACROSS THE CENTRAL AND EASTERN
EUROPEAN REGION



Five key marketing trends across the Central & Eastern European region

There is an ongoing evolution in marketing approaches, with a significant focus on digitalization, ctstatrierstrategiesand the need to navigate complex landscapes. While inflation and the cost of living
remain troublesome in the CEE economic area, overthird of surveyed CEE brands are increasing their marketing budgets26r 20

DIGITAL TRANSFORMATION AND
TECHNOLOGY INTEGRATION

There is a strong shift toward digital media
ande-commerceinvestments. Brands are
increasingly allocating their budgets to
digital channels, Al, and Connected TV
advertising, highlighting the importance of
digital transformation in marketing
strategies.

dentsu

FOCUS ON CUSTOMER EXPERIENCE AND
PERSONALIZATION

Improving customer experience and increasing
personalization across all media are recurring
themes. Companies recognize that tailoring
experiences and communications to individual
customer needs is essential for maintaining
competitiveness and driving growth.

THE REGULATORY AND
ECONOMIC ENVIRONMENT

Companies are concerned about
regulatory challenges, such as
government restrictions and taxes, as
well as economic pressures like inflation.
These factors are expected to influence
business operations and strategies in the

coming years.

05




Five key marketing trends across the Central & Eastern European region

There is a clear emphasis on the need for
innovation and efficiency. Companies expect their
agency partners to drive innovation, particularly in

technology and data, while also focusing on cost
optimization and delivering measurable results.

Although agencies are seen as important partners,
25% of respondents are considering or planning
in-housing.

Measuring efficiency is a concern for one in three
marketers in the CEE region.

dentsu

Marketing is increasingly seen as a strategic function that
contributes directly to business growth, brand
management, and alignment with changing consumer
sentiment. This underscores the expanding role of
marketing in shaping overall business strategies.

While many companies already measure ROI, notably, over
40% of CEE marketers are just starting to do so regularly.

The results highlight the diversity of the CEE region, with
both small and large companies, as well as marketers from
businesses of all sizes, facing similar challenges.
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CENTRAL & EASTERN EUROPE
MARKETING STRATEGIES
NOW AND NEXT




[
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Marketing strategies in use across the CEE marketers ’/‘/<‘. :
We asked which marketing strategies CEE marketers are currently using, which are planned or in the pipeline,
and which they are considering for further investigation. ol

Investing moren digital media 11% 24% 53%
Focusing moren performance driving growth 23% 28% 35%
Focusing moren creative campaigns 18% 3204 34%
More focuson top-of-funnelstrategies 37% 21% 26%

Focuson demandgeneration& leads 27% 24% 25%

Aligning the brand witla social purpose 26% 29% 21%

Investing moren loyalty& CRM 24% 22% 12%

Increasing use of Al 51% 13% 6%

. CONSIDERING . NO RESOURCES OR NA . ABOUT TO DO . DOING
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Marketing strategies in use across the CEE marketers

FOCUS ON
CUSTOMERS

DIGITAL AND Al

SHIFT

A significant number of companies are either already shifting or 51%o0f marketers viewdemand generatiorand conversion Investing in improving customer experience is a priority for 55% of
planning to shift more of their marketing spend to digital media. strategies as key areas of interest for the future. companies, with some already implementing such initiatives and
others preparing to start. This highlights tbetical role of

The. (-:ia-lta |nd|c§tes tha.t companles a.re mcreasmg their use of Al Addltlonally, 49% of respor?dents are either considering or have customer satisfaction in business strategies
(Artificial Intelligence) in their marketing strategies or are already shifted morenarketing spend toward-eommerce
considering doing so, reflecting the ongoing integration of Al emphasizing the growing importance of online sales channels. Additionally, 46% of respondents are planning to develop different
technologies in marketing. gl : : loyalty schemes
This aligns with the global trend ofcemmerce and the rise of
Currently, only 6% of brands are using Al, but 13% are about to developed retail media, an area where the CEE region is still
incorporate it in their projects, an81% are considering how to catching up.
implement it

While this trend is encouraging, Al is also seen as one of the main
challenges for the future.
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The2030swill be a decade of hard shifts

The next decade will demand an evolution in how we approach marketing and media, ACT NOWThink omnichannel 24/365.
blending cuttingedge technology with the power of genuine human connection.

Fdzi KSYGAOAGRS FyYR 6 SQiRdugh BrahddBustaiRymdih reasvialy.

T inclusivity, sustainability, and social responsibility.
AEpowered tools will drive personalization to new T ———

extremes. Forget about personas, consider persons. Brands will have the power to deliveCT NOWGet ready to put your money where your mouth is, or risk being called out.
personal experiencethat will feel like second nature to consumers.

ACTNOWb 2 i 2dzat Fo62dzl RFGHT AdGQ&a Fo2dzl 4S5y /e obd MFK EntstindsHéhimenlS Dt hide diéﬁéilv%h’cﬂwm pfsd UKL
hard. mixedandvirtual realities take center stage. These will be the battleground for brand
loyalty, offering experiences that are unforgettable.

Creativity remains humaR NRA @Sy o6 dzi A &y QMCT i@ddzRldn tofirdetihteksomvelinyr@rsive teahyour brand in the next years.
anymore. Use Al to spot trends from data and as an engine for production.
ACT NOWUse Al to fuel the creative process. Wearable devices artie Internet of Things will produce new
data streams that you'll need to use to deliver more fiéale and contextsensitive

advertising orsmartwatches connected caror smart homes.
Cansumers will no longer tolerate disjointed experiences. They

expect brands to be seamless and available everywhere. Al & tech will be the linchpin ilRCT NO\WMake sure your data warehouse is prioritized.
ONBlIGAYy3 (GKSaS Ftl gftS&aa8 9nH9 SELISNASYOS&TI YI1Ay3a &dNB &2dzNJ 6Nl yRQa @2A0S A& O2yaradaSyd | ONR&aa
every platform.

dentsu 010



dentsu

CHALLENGES THE CENTRAL AND EASTERN __
EUROPEAN MARKETERSENOW AND
WILL FACEN THENEXT YEARS




Challenges now show concerns over efficiency & effectiveness

50% 40% 30% 20% 10% 0% CHOOSE ALL THAT APPLY
The top challenges reveafmgmented media landscapand the intense competition

faced by many CEE brands. Efficiency and Effectiveness of my investments

Brands creative messages
The primary concern for 53% of respondents was the efficiency and effectiveness of

their investments.

Brands share of voice

Sales / revenue growth
Nearly half of the marketers (47%) were worried about the creativity of their brands'
messages, while 44% were concerned with their brands' share of voice. Sales and
revenue growth was a concern for 38% of respondents.

Customer experience
Agency-related issues

Demand generation for the brand
Conversely, CEE marketers whss troubledby issues such as ad viewability and
fraud, carbon footprint, or DEI (diversity, equity, and inclusion). These topics received
only a handful of mentions as current concerns for marketers.

Overall brand management
Gathering 1st party data and using it
Using Generative Al

Business Transformation

Third-party and media vendors issues
Ad viewability and fraud

Carbon footprint and environmental issues

Diversity, Equity, and Inclusion
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Inflation and declining consumer sperafe seen aghe top
future challenge

By a large marginnflation and declining consumer spendiarg the top concerns for 55%

the future, with 55% of marketers worried about their brand's prospects.

Companies are concerned about inflation and other economic pressures which could
affect theircost structures and consumer spending powmaking it harder to

maintain profitability.

¢CASR F2NJ aSO2yR LX I OS IINB WaSlkadaNBYSyli
Consumer Sentimen@each a concern for 37% of marketers. Measurement models
are closely linked to efficiency and effectiveness, which are major challenges for
marketers across the CEE region.

Aligning with evolving consumer sentiments is expected to be an increasing challenge

FyR™p1 ¢ A3yFY¥3 gAlGK bSse

underscoring the importance of staying attuned to changing consumer preferences
and attitudes.

In third place areew technological solutions, particularly. AVhile 35% of marketers
view new technologies positively, they also recognize associated challenges.

The rise of generative Al, for example, brings concerns such as bias, discrimination,
privacy issues, job displacement, loss of human touch, transparency problems, and
ethical dilemmas, in addition to the commonly cited legal and regulatory challenges.

Inflation and Measurement Aligning with  New technological
declining consumer models new/changing solutions (AR, VR,
spend customer sentiment Al etc.)

dentsu




How to blendthe artistry of creativity andthe precision of Al
for marketing

At dentsu, we believéhat Al has the potential to revolutionize marketing, blending For insights, banalyzing user data quickly and accuratelg ensure your ads reach
data with creativity to unlock unprecedented opportunities for our clients. the right audience at the right time, amplifying conversion rates and maximizing ROI

2KAES S NBO23yAl S GKS OKLFftftSy3asSasz §aLISADASo brings efficibiiydn/ekeryfaspéett of matkgMew Balskeklu@éd dptim@atighO S Ny,
explore how our Al capabilities can elevate your marketing strategies. time from hours to minutes, and automated machine learning algorithms optimize Y 4 *«% :

media placements 24/7.
Imagine youcustomer data coming to lifeevealing hidden patterns and insights

through Atpowered analytics. This deep understanding of customer behavior allows  This allows your team to focus on strategy and creativity, unleashing their full
you to craft targeted campaigns that resonate on a personal level, building lasting potential.
connections.

Al dives deep into social media conversations, search trends, and market data,
Picturepersonalized messaging as a symphamghestrated by Al algorithms that uncovering emerging trends and consumer behaviors.

adapt dynamically to individual preferences.
This foresight helps you seize new opportunities and stay ahead of the curve.

With Akdriven chatbotsproviding personalized recommendations and seamless

support, your customer experience becomes unforgettable, leaving a lasting impact. ~ Finallyimagine media buying as an art form, with Al optimizing strategyesnalyzing

historical data and reaime conditions. Every decision is meticulously curated to
In mediaR S y (i &-dizea tarbetings like a finely tuned arrow, hitting the bullseye maximize your budget, driving campaigns to new heights.

with precision.
At dentsu, we blend the artistry of creativity with the precision of Al, crafting

marketing masterpieces. Join the revolution now.
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Primary role of marketing is seen to deliver tangiblg

. A _
business growth — @

40%

Delivering business

dentsu

growth

21%

Ensuring effective
brand management

10%

Understanding
consumer/market
S

18%

Developing overall
customer
experience

5% 4%

Communicating Advising on
brand purpose and strategy
CSR

Four out of ten respondents view the primary role of marketinglels/ering business growth
KAIKE AIKGAYT GKS RANBOG AYLIOG 2F YENQSGUAYy3 2y (K.

Managing the brand effectivelg also seen as a key responsibility, with 21% of respondents
considering it the main role. This underscores the need to maintain and enhance brand equity.

Developing the overall customer experieriseanother important role of marketing, reflecting
the significance of customer satisfaction and loyalty in driving-teng success18%of
respondents identified this as their primary role.

One in ten marketers believes thatdaep understanding of consumer and market treigls
essential to their role. Given the increasingly fragmented media landscape and the need to keep
pace with consumer behavior, this is a significant aspect of the job.

9y adz2NAY 3 adNRy3 YIN)] Si LI a koiphrate/shcjaFesponsimiliyK A I K A K { A
actions are considered priorities by 5% of respondents.

| RRAGAZ2YFffes m: 2F NBalLRyRSyGa OASé YINLSGAy3 I &
vision and objectives with the overall business strategy, ensuring that marketing efforts support
broader organizational goals.
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The role of agencies is seen as driving innovation

Most marketers in the CEE region work with a range of agencies,
including those specializing aneative media, technology data,
performance PRjnfluencer marketingandbusiness consulting

2%

When asked about the most important and relevant features,
NEaLR2yRSyGa dzylyAY2dzateée FINBSR (K
innovation is its primary role. Competencies in technology and data
were considered the second most important.

of CEE marketers saynovationis the core of CEE marketers stschnologyanddata
role of an agency partner are the core qualities of an agency partner

Additionally, a focus on efficiency, cost reduction, and price
optimization, as well as social media capabilities, deep expertise in
media and creative, and understanding consumer behavior were also
aSSy +Fa AYLERNIFIYydGd |1 26SOSNE (KSNB
AYLRNIIyiQ @23§Sa F2NJ 6KSasS TSI GdzN

S
ao

&
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Innovation thrives on bravery

While the goal of advertisingconnecting brands with audiencesemains the same, Byturning our minds to finding solutions and demonstrating a willingness to take
the methods are rapidly evolving. calculated risks, we open the door to true innovati@navery isacore part of making

innovation workin media and advertising creative solutions.
New tools and platforms bring complexity and fragmentation, making innovation a key

focus. Innovation thrives whetravery is valued, risks are openly discussed, and there is
room for experimentation and learninfigom both successes and failures.

Real innovation requires collaboration between agencies and clients. Our role as an
agency is tdoster a culture of experimentatiohy providing processes, creative Innovation in advertising is not just about new technologies or creatreeps.
capabilities, data insightand pusling for brave solutions.

We need your business knowledge to push boundaries and fuel bold, innovative
solutions. It is a shared commitment between the agency and clients to explore uncharted

territories.

| encourage all to an open dialogue about potential innovations and how we can bring
Some, like trying new targeting methods, are small steps in the right direction. them to life with bravery at the fronandcenter.

Truly transformative ideas come with risks and uncertainties.
Evaluating them based solely on past performance limits their potential.

That is why we need tshift our mindset about innovatiarinstead of asking for proofs
of how supposedly new ideas worked in the past, we need to start asking how we can
makenew ideas successful and stronger.
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FUTURE INVESTMENTS ACROSS
THE CENTRAL & EASTERN EUROPEAN
REGION



Onethird of CEE marketers are increasing their budgets for 2025

The CEE region has faced challenging years due to inflation, economic uncertainty,
and the cost of living, yet it has been growing since 2021.

Marketing spending typically aligns with GDP trends, rising and falling accordingly.
According to UniCredit Bank, CEE macroeconomic growth is projected to be 3% in
HAHPp® LY RSyG&adzQa 'R {LISYR wSLER2NIZ | ; < \ S 19%
CEE region is expected compared to 2024.

INCREASINBYABOUT 5%

INCREASINBYABOUT 10%

12%

While 40% of companies plan to keep their budgets stable, ovettdre: of

brands intend to increase their investments in marketing and communication. Our
survey indicates that larger companies with over 500 employees are more likely to
boost their budgets compared to smaller companies.
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Investment increase in Performance and Branded ¢ °
Content % &

Performance marketing, including biddable media, search, and paid social, is a key area Considering your vertical, market, and brand, what are the most interesting media or creative aspects you want to

where companies are planning to increase investment, highlighting the importance of invest more irin the next years? Choose three most important

measurable, resultdriven marketing strategies.
BrandedContent. A dzOK & | 0N} yROA 26ySR a20ALt YSRAL FyR 2 a0k SRICERGEMarkering R 397
apps and websites, is expected to see a significant boost in investment in 2025 within Branded Content | 39%
the CEE region. Connected TV advertisind i 32%
Events & experiential marketingj | [  NNIIGG 23%
Brand ambassadors & influencer S NEGN 20%
Using Generative Al to reduce cosSINEGT 19%

Connected TV advertising is also emerging as an attractive area for future investment,
reflecting the growing relevance of digital television platforms for reaching audiences.
Connected TV (CTV) involves buying advertising programmatically for smart TVs.

Given the slow growth of CTV in the CEE region, it is encouraging to see it in third
place, with 32% of advertisers planning to increase their investments in this area.

Additionally, events and experiential marketing are receiving more investment from
23% of CEE marketers, emphasizing the value of creating immersive and engaging
brand experiences as part of a comprehensive consumer experience.

dentsu

Non-standard executions in medidi NG 18%
Increased personalization in all mediSi G 17%
New social media channels and conte il GG 17%
website UX / Ul [ 15%
Dynamic Creatives||| NG 14%
Retail media [ 9%
Product placement [l 8%
Gaming advertising - 7%
Podcasting and other audio- 4%
Owned TV / video programmingfl] 2%
Virtual / Augmented reality & metaversel 2%
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Navigatinginvestment gapsn the CEE

2 KSy O2YLI NAy3a GKS / F dzii dzNB

coming years, a few key issues stand out.

99 NB3IA2Y Q&

While data aligns with global investment trertdparticularly in digital channels like
Connected TV and Branded Conterihere aresignificant areas of underinvestment

CEE markets are keeping pace with global shifts towayithl and performancelriven
marketing driven by the need to reach new audiences, leverage advanced data
insights, and optimize marketing spend in a rapidly evolving digital landscape.

However,gaming and podcasting are receiving less interest from marketers in the CEE
compared to global trends

This discrepancy can be attributed to regional complexity: for even large marketers in
smaller markets, media like gaming often feels out of reach due to budget constraints.

Yet, there areaccessible entry points to gaming such as rewarded videosgarire
ads which present lower barriers. This should be seen as a missed opportunity, as the
environment commands high user attention.

dentsu

Pogtass dlsb ¥aéeya glabal ingestraehit Zap lwith adviidsiyifspendSfallingS«d shér
daily consumption.

This is especially true in the CEE, where digital audio formats receive less investment
compared to traditional media.

Additionally,sizing podcast audiences across platforms is challenging

This is particularly true in neBnglishspeaking markets, further complicating
advertisers' ability to justify and optimize podcast spending.

The growing emphasis on personalization and Al reflects a global recognition of the
need to innovate at scale, helping brands meet consumer expectations and maintain
acompetitive edge.

Lastly, the focus on experiential marketing and influencers aligns with global trends, as
brands increasingly rely on these strategies to deepen consumer connections and drive
engagement, particularly in saturated digital markets.
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REGIONAL & INDUSTRY
DIFFERENCES INSIDE THE CENTRAL
& EASTERN EUROPE




Regional outlook:
Market trends summary

DIGITAL MEDIA SHIFT

Markets such as Croatia and Czechia are
on the cusp of making significant shifts
from offline to digital media spending,
reflecting a growing recognition of the
importance of digital channels.

dentsu

ECOMMERCE INVESTMENT

Romania, Croatia, and Serbia are
showing a strong interest in or are
already increasing their investments in
e-commerce. This aligns with global
trends, where ecommerce continues to
grow rapidly.

Al UTILIZATION

Most markets, including Bulgaria,

Czechia, Hungary, and Romania, are

considering increasing their use of Al,
indicating a growing trend towards
leveraging Al for marketing efforts.

Czechia, Hungary, Poland, and Serbia are

either about to implement or increase
their use of performance marketing,
indicating an imminent shift towards

this approach.
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Vertical investment outlook:
Top future investment area per vertical

BRAND AMBASSADORS & INFLUENCERS EVENTS & EXPERIENTIAL MARKETING

ELECTRONIC APPLIANCES FMCG CARE TECH&IT ALCOHOL REAL ESTATE

BRANDED CONTENT INCREASED PERSONALIZATION IN ALL MEDIA

HOME GOODS ENERGY AGRICULTURE LUXURY RESTAURANTS SPORTS & CLOTHING

MEDICAL LIVING  ENTERTAINMENT & MEDIA

USING GENERATIVE Al TO REDUCE COSTS

CONNECTED TV ADVERTISING FINANCIAL & INSURANCE INTERNET PHARMACEUTICALS

RETAIL MEDIA

GAMES, TOYS, GAMBLING RETAIL FMCG, FOOD & DRINKS

TRAVEL & TOURISM

L
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