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2. The Market

Source Zenith Optimedia 2019

Total Media Spend $640bn¹

Digital Media Spend $293bn¹

Total Marketing Spend $1.9trn²

Trade Marketing Spend $518bn³

¹Zenith Optimedia 2019, ²Groupm TYNY 2019, ³Alix Partners 2019

Media Spend by Category 2000 - 2021$bn
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— Fortune 500 Client

“it would take blood sweat and 
tears to get this from           
while S4 has been “plug in and 
play”

Control Relinquished Control Taken

Managed Service “Agency” Offering Hybrid/Embedded Model In-Housing Model

”34% of brands plan 
to bring more in-house 
in 2020”

“What we’ve tried to do as much as 
possible on our biggest media partners 
– Google and Facebook – is just move 
everything to automated in-house tools 
and reduce the amount of hands 
needed.”

"You can take advice from 
partners, from specialists in 
these really fast-moving areas, 
but own your own strategy and 
your own data, and beyond that 
look for your specialists.”—Medialink WARC 

— EMEA Programmatic & Search 
Lead, Uber

—Head of Media Channels, Marks 
& Spencer

Content Practice

Data & Programmatic Practice
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4. People



2,500
30

4. People



JUL 2018
Victor Knaap

Wesley ter Haar

OCT 2018
S4Capital 

Listing

DEC 2018
Pete Kim

Chris Martin

APR 2019
Will van der Vlugt

JUN 2019
Tim Goodman

Michael Patishman

AUG 2019
Maddie Raedts

Emilie Tabor
Anneke Schogt

OCT 2019 
Sun Young Kim

OCT 2019 
Lanya Zambrano
Juan Zambrano

NOV 2019 
Robert Godinho

Gayatri Sethi
John Paiite

Mansi Mehta

JAN 2020 
Bruno Lambertini
Ignacio Liaudat
Federico Duran

5. Mergers

Bruno Reboucas
Natalia Fernandes

Russell Sutton



6. Integration



7. Content Practice



2500 people 
25+ offices
1 brand, unbeatable 
positioning & pitch. 

Big goals for 
the 2020 
content 
team

25



CLIENT GROWTH

● Continued growth in key 
clients (Google, IBM, Amazon) 
and no key account losses

NEW CLIENT WINS

● HP digital
● Pernod Ricard
● Lenovo
● Shiseido
● Fanta APAC
● Avon

Building on top of the 2019 year of growth

AWARDS & ACCOLADES

● MediaMonks the first ever company to win 
250 FWA's!

● 71 shortlists, 42 awards, 5 Grand Prix for 
MediaMonks at Circulo Creativo Mexico

● Firewood on AdAge's  best places to work 
list. We ranked 13 in the top 200

● Our work for Weber wins Best Connected 
Home Product at CES 2020 

● MediaMonks, Firewood, Circus on AdAge 
100 fastest growing agencies list

● Campaign Awards: Greater China 
Production Company and South-East Asia 
Digital Agency of the Year 

● 40+ creative industry awards incl. Cannes 
Lions, Clio Awards, Effie's and Webby 
Awards

SCALING OUR PRESENCE

MediaMonks doubled global headcount 
(1000 to 2000) and added core capabilities 
(Film, Adobe, influencer and embedded) to 
help global brands consolidate creative & 
content spend.

With the addition of Caramel Studios, 
BizTech, IMA, Firewood, WhiteBalance and 
Circus to the family we’ve expanded in to key 
countries across APAC & LATAM and added 
unique best-in-class capabilities to function as 
a true end to end partner for our expanding 
client base. 

7. Content Practice

https://www.facebook.com/mediamonks/videos/896405650774906/
https://www.facebook.com/mediamonks/videos/183973912659999/
http://bit.ly/2Nlskwr
https://www.engadget.com/2020/01/09/best-of-ces-2020-winners/?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAABjRM6lGxGGUBKgrSDlLJXwhSle4uap_NPlvaBQpe1jRnIlnjGcK75yBoJJc2K3ErTQfmQyWunbTwkiKBbByCa3U15Ip0a6RPT5xb_qeGFLMXcONisKWACgl4VRtBJJgp34nz_1jinJ4rd4Z3pLcN_B6yjvOBErENRfFHw0mJx1t
https://www.adweek.com/agencies/presenting-the-adweek-100-fastest-growing-agencies/#/
https://www.adweek.com/agencies/presenting-the-adweek-100-fastest-growing-agencies/#/


Leading to truly best in class work - US

P&G | Gillette : Future Innovators
Inspirational film

HP: Omen Campaign
Video campaign

Microsoft: Ignite & Inspire
Installations that combine art and technology

AT&T Retail Marketing: The Batman Experience
4D Experiential experience

7. Content Practice



Leading to truly best in class work - LATAM

CEMEX
Digital Transformation

Aeroméxico: People Are the Places
Campaign

Pharmaton: Kiddi World, Diagnosis test for dyslexia
Tablet game

Victoria: Xibalba
Cinematic campaign and WebGL experience

7. Content Practice



Leading to truly best in class work - EU

L’Oréal: Unbelieva’brow Launch Campaign
Influencer campaign

HP Elite Dragonfly: Lighter Than Air
Integrated campaign

The Witcher: Map of the Continent
WebGL site with interactive map

Avon: Content Studio
Always-on content production operation

7. Content Practice



Leading to truly best in class work - APAC

Neutrogena: Hydro Boost Pod
Experiential skincare trial experience

PUMA: Run My Way
Experiential pop-up pavilion in Shanghai

SK-II: Pitera Confetti Installation
In-store activation

Google Arts & Culture: Living Jiagu
Interactive installation for Google Developer Days

7. Content Practice
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2019: A YEAR OF GROWTH

AWARDS & ACCOLADES

Google: AUNZ Partner of the Year

Digiday: Employer Most Dedicated 
to Employee Growth

AdAge: Sasha Schmitz, Women to 
Watch EMEA

Crain’s New York and BuiltinNYC: 
Best Midsize Companies to Work 
For

SCALING OUR PRESENCE

MightyHive doubled global 
headcount (200 to 400)

MightyHive doubled our number of 
offices (12 to 24)

MightyHive welcomed ProgMedia, 
ConversionWorks, MH Korea to the 
family

Merger pipeline is focussed on 
building enterprise consulting and 
data & analytics capabilities

CLIENT WINS

● ABInBev
● L’Oreal
● ASICS
● Bayer
● iFood (Brazilian unicorn)
● Lavazza
● SoFi
● Vodafone NZ

8. Data & Programmatic Practice



2019 PLATFORM AND PARTNERSHIP EXPANSION: 
EXPERTISE ACROSS THE AD TECH ECOSYSTEM

CREATIVEBUYING PLATFORMS AUDIENCE

MEASUREMENT & ATTRIBUTION SITE ANALYTICS & TAG 
MANAGEMENT

Ads Data 
Hub

8. Data & Programmatic Practice



Blank

“As we start to onboard all of our data and put 

things into our system, there will be the question 

of the bandwidth of the team,” said Palau, “which 

is why it’s so important to have a group like 

MightyHive support the business.”

Bayer chose MightyHive because of its proven 
track record, Palau said, but also because the 
engagement comes with a hard stop.

“If we want to see this vision all the way through, 
we have to give ourselves a drop-dead date.”

Digiday 26 Nov 2018 AdExchanger 23 Oct 2018

BAYER GOES IN-HOUSE
WITH MIGHTYHIVE

IN 2018 Bayer engaged with 
MightyHive to bring digital 
and programmatic 
capabilities in-house, 
including programmatic 
media planning, buying, 
execution, strategy and 
analytics.

The engagement is planned 
to last two years, with 
MightyHive handling 
execution in the first year 
transferring control to Bayer 
during 2020.
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SPRINT TAKES CONTROL
WITH MIGHTYHIVE

MightyHive helped deliver increased transparency into Sprint’s working media through digital 
transformation which lowered cost and increased conversions. 

GETTING TO TRANSPARENCY 
MightyHive worked with Sprint’s external vendors to identify areas for 
improved service delivery and reduced fees. This resulted in a more 
transparent, efficient, and optimized media buying process. 

With more transparent and efficient media buying in place, MightyHive helped 
Sprint to consolidate disparate data sources in-house for better marketing 
data activation. 
 

TAKING CONTROL AND DRIVING RESULTS
With greater control over its data, Sprint developed a 
multi-touch attribution model for better insights. 
MightyHive built custom reporting for Sprint that 
delivers real-time reporting. This resulted in a 99% 
increase in conversions while lowering cost. 

READ THE FULL 
SUCCESS STORY

99%
INCREASE IN 

CONVERSIONS

8. Data & Programmatic Practice

https://mightyhive.com/wp-content/uploads/2019/05/Sprint_Case_Study_May_2019.pdf
https://mightyhive.com/wp-content/uploads/2019/05/Sprint_Case_Study_May_2019.pdf
https://mightyhive.com/wp-content/uploads/2019/05/Sprint_Case_Study_May_2019.pdf


CUSTOMER SUCCESS STORY: 
LARGE FINANCIAL SERVICES COMPANY

In six months, MightyHive transitioned the client from a 100% agency-outsourced model to an in-house “hands on keyboard” 
team, achieving significant cost savings, efficiency, and increased performance.

CLIENT CHALLENGES
A large financial services company needed to improve audience insights, optimize campaign results, and accelerate the marketing 
team’s ability to respond quickly to changing market conditions. To do this, they needed true transparency into their campaign 
performance and better control over their first-party data.  

THE MIGHTYHIVE APPROACH
MightyHive worked with the client to gain full ownership of all tech contracts including their ad server, DMP, and DSPs. Together we 
built a team from the ground up by developing and implementing a programmatic training curriculum, and a recruiting and hiring 
handbook specific to programmatic. The outcome was an in-house programmatic trading desk that now activates an eight-figure 
marketing budget. Once the in-house team was in place, MightyHive recommended shifting traditional TV media spend to 
over-the-top (OTT) inventory via Amazon DSP, driving incremental inbound sales leads. 

KEY RESULTS
With MightyHive as a partner, the team was able to analyze and discover a significant amount of overlap amongst their media 
buys. By consolidating media partners, the team saw a 400% increase against their performance goals.  The client was able to 
identify reporting efficiencies and collaborate with their Analytics team to build a custom optimization model that reduced man 
hours by 96%. 
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MIGHTYHIVE HELPS MONDELĒZ 
TRANSFORM DIGITAL AD MEASUREMENT

We charted out a 
vision so that 
whatever we build 
was going to be 
able to last the test 
of time.

PROBLEM
To modernize its marketing, Mondelēz established an ambitious goal: creating better consumer connections 
through data. However, as a global organization working with multiple retail and marketing partners, Mondelēz 
faced challenges standardizing digital measurement.

SOLUTION
MightyHive consolidated over a 
dozen Mondelēz ad server 
networks into four global regions 
and established data governance 
standards so digital campaigns 
across brands and markets could 
yield “apples to apples” reporting 
data.

MightyHive then built real-time 
spend and performance 
dashboards so Mondelēz global 
teams could quickly access 
insights that previously took 
weeks to compile.

RESULTS
MightyHive-led technology 
consolidation and data 
governance standards unlocked 
a category-leading capability 
for Mondelēz to measure 
a clear and causal relationship 
between ad exposures and sales.

DIGITAL TRANSFORMATION HAS BROUGHT 
A +10% RETURN ON MEDIA INVESTMENT 
GLOBALLY, WITH +16% IN NORTH AMERICA.

JONATHAN HALVORSON
VP GLOBAL MEDIA
MONDELĒZ INTERNATIONAL

%+10
ROI

https://www.youtube.com/watch?v=kXjNsist-7c&feature=youtu.be
https://www.youtube.com/watch?v=kXjNsist-7c&feature=youtu.be
https://www.youtube.com/watch?v=kXjNsist-7c&feature=youtu.be
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