Verdict

The global edtech market is large and growing fast (~$146-197B in 2024/25, 12-15% CAGR), but
the Netherlands itself is a small, highly consolidated niche dominated by one curriculum-aligned
incumbent (Squla). Rather than compete head-on for Dutch primary-school learning, the more
investable whitespace sits at the intersection of two converging trends: the screen-time backlash
among Dutch parents and educators, and demand for bilingual/expat-friendly learning tools. A
"screen-free but digitally-smart” product, or a Dutch-curriculum-aligned bilingual tool, both look

like better entry points than a generic learning app.
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Market size and growth

e Global edtech: $173B (2024) — $197B (2025) — $353B (2030E), a 12.3% CAGR, with
vocational/skills training the fastest sub-segment (16.1% CAGR).

e The narrower "education apps" category alone is estimated at ~$58B (2025) growing to
~$204B by 2034 (15% CAGR) - app-based, household and school use are the dominant
application types.

e Europe is called out as a high-growth region for K-12 edtech specifically because of strong

public education spend and fast digitization since the pandemic.

e EU edtech VC funding dropped to ~€0.8B in 2024 (down from earlier highs) but Al-enabled
learning platforms are the sub-segment still attracting capital - a signal that "Al-personalized"

is where investor and consumer attention is concentrating, not generic content apps.
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So what: the category tailwind is real and durable, but a new entrant in NL cannot ride "the
edtech market is growing" alone - the money is concentrating in Al-personalization and
vocational, not commodity kids' content apps. Any new product needs a specific, differentiated

angle to raise or scale against this backdrop.

The Dutch competitive landscape

The Dutch market has a dominant incumbent and a thin layer of niche/expat players around it -

there is no deep bench of well-funded local challengers:



Player Position Model

Saul Dominant - B-Corp, CITO/curriculum-aligned, Free-in-school; paid
ula

q used by most Dutch primary schools family/consumer tier
Junior Einstein Secondary local curriculum-aligned platform Consumer subscription

) Dutch-language learning tools for o
Voiczy, StroopTaal . . Consumer subscription
expat/bilingual families

Duolingo, Lingokids, )
) ) Global apps competing for Dutch parents' . o
Beelinguapp, One Third ) ) . Freemium / subscription
screen time (not Dutch-curriculum specific)

Stories
KiwiCo, LEGO Education, Physical STEM/subscription-box products Recurring box ($25-30) or
Lovevery, CircuitMess reaching Dutch households via e-commerce one-time purchase

So what: Squla effectively owns the "aligned with what my child learns at school" positioning
through its free-in-school distribution - a new entrant competing directly on curriculum content
would need a school-distribution moat it likely can't replicate quickly. The more open lane is
category-adjacent: bilingual/expat households, screen-time-conscious parents, and

physical/hybrid STEM products, where no single player has the same lock-in.

What's working creatively (ad patterns from the category, non-Dutch-
market examples)

Across 25+ ads analyzed in this space, five recurring hook patterns stand out:

1. UGC "kid reviews the product" testimonials - unscripted-feeling toddler/child reactions (e.g.

KiwiCo Panda Crate) score highest for engagement.

2. Character/IP tie-ins - branded crossovers (e.g. Lingokids x Disney) driving strong recognition

and click-through.

3. Aggressive price-anchored offers - "was $60/mo, now $10/mo" style urgency framing
(Synthesis Al tutor).



4. Problem-agitate-solve on screen-time anxiety - opening on a parent's guilt/concern about

screens, resolving with an analog or hybrid product (Brain Blocks, Montessori Generation).

5. Bilingual storytelling + lifetime-deal urgency - "50% off lifetime" framing paired with

bedtime/story imagery (Beelinguapp, One Third Stories).

So what: the screen-time-guilt-to-relief narrative and the bilingual-storytelling angle are the two
hooks most transferable to a Dutch positioning, since they map directly onto the consumer

trends below rather than requiring competing with Squla's curriculum authority.

Dutch parent consumer trends

e Screen-time backlash is concrete and government-backed: Dutch health guidance now
advises limiting screen use under 15; roughly 1,400 doctors petitioned for a phone ban under
14; ~26% of 9-12 year-olds already exceed recommended screen time. This is not a vague

sentiment - it's an active policy and media conversation in NL right now.

e This is fueling demand for screen-free-but-still-modern alternatives: audio-story players
(Yoto/Toniebox-style), screen-free storytelling projectors (Faba/BiMA-style), and

wooden/analog STEM and puzzle toys.

e Curriculum alignment and school trust matter enormously - Squla's success is built on being
CITO-aligned and free during school hours, which converts parents who already trust the

school's tooling.

¢ Bilingual/expat households are underserved in Dutch specifically - forum evidence (parents
actively asking for Dutch-language apps for speech-delayed or multilingual kids) shows unmet

demand that global apps like Duolingo don't fully address for young children.

So what: a product that is explicitly "screen-light" (audio, hybrid physical/digital, or bounded-
session design) addresses a real and rising parental anxiety that pure-screen competitors can't

credibly market against - this is a defensible wedge rather than a feature.

Whitespace and recommendation

Three investable angles emerge, ranked by fit with observed Dutch demand:



Priority Opportunity Why it fits Risk
Screen-free/hybrid learning Rides an active, policy-backed Hardware/physical product

1 product (audio, analog+app, Dutch parental anxiety with no adds COGS and logistics
bounded sessions) dominant local player complexity

] ) Clear unmet demand signal ]
Dutch-curriculum-aligned ) Smaller addressable audience
N ) (forum requests), avoids N
2 bilingual learning tool for (expat/multilingual segment

expat/multilingual families

competing with Squla for

only)

majority-Dutch households

) ) Aligns with where EU VC money Crowded globally; harder to
Al-personalized tutoring at )
3 and global growth is

accessible price point

differentiate without a Dutch-

concentrating specific hook

Pricing model to adopt: the market splits cleanly between low-cost/free-in-school-funnel
subscriptions (Squla's model) and $8-15/mo direct-to-consumer subscriptions with lifetime-deal
discounting for acquisition (Synthesis, Beelinguapp), or $25-30 recurring box models for physical
STEM products (KiwiCo). For a new Dutch entrant without school distribution, a direct-to-
consumer subscription with an aggressive lifetime/founding-member launch offer is the most

proven acquisition lever seen in the category.

Suggested next step: validate demand for Option 1 (screen-free/hybrid) with a small qualitative
study of Dutch parents on willingness to pay for a screen-light learning product, before
committing to full product development - this is the angle with the clearest unmet demand and

the least direct competitive overlap.



