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In advertising, user data becomes a key success factor
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From context buying é é to audience buying

Advertisers used to target their audiences based 

on context of the adé

é now, data-driven advertising enables 

advertisers to target specific users (one-to-one), 

independent from specific context

We leverage data from our broad Digital Entertainment, Commerce and 

TV portfolio to fully exploit opportunities arising from targeted advertising
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Addressable TV transfers digital targeting approach to TV é

31)  Only applied to users who pressed the red button

Special 

interest 

national1)

Mass markets 

with relevance 

for larger 

geographics

Geographic 
segments, detected 
via IP address

Shown after 

channel switch

For national 

campaigns

ALREADY AVAILABLE

Addressable TV core targeting approaches Addressable TV targeting formats (examples)

Household related 
interest segments 
based on TV usage
e.g. single household 
with high automotive 
affinity

IN PREPARATION

Spot 

Fullscreen 

Overlay

Switch-Ins

ALREADY AVAILABLE

IN PREPARATION

Switch-In (XXL)
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... and will create additional advertising opportunities in TV
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Red Button user User tracking Segmentation Targeting

Tracking pixel

Data pool + 

user 

segmentation

Segment

ñFamily  with 

kids, age 6-13ò

Jetzt RED BUTTON drücken

Ad overlay (Switch-In or 

Spot-Overlay) with 

family vacation theme

Á New offerings

- Incremental reach of TV ad campaigns on digital P7S1 properties

- Incremental reach of digital ad campaigns on Addressable TV layer

- Frequency capping across devices (incl. HbbTV)

Á Upside

- Additional revenues from existing TV customers 

- Access to new advertiser segments thanks to more granular targeting

Benefits
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Also in e-commerce, data significantly drives value
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User ID 4711

Female with young kids & 

preference for premium products 

Pearl necklace 

premium

Sport watch 
Family vacation

Ibiza
Ibiza Café del Mar

Perfume top brand Aftershave
Pearl necklace 

premium

Family vacation

Ibiza
Perfume top brand 

From top selling products for everybody éé to segment specific offers

We continue to expand our data pool to 

drive personalization and thereby increase conversion rates and visits
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Á Data type:

Behavioral data 

from HbbTV usage 

and in future also 

registration data

Á Impact1):

20-40% conversion 

uplift 

Data will be a key value driver across our portfolio
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1) Market benchmarks ïindexed  
2) Page Impressions/Video Views
Source: Internal benchmarks and expert assessments

Upside potential cannot be applied to all revenue streams 

as data availability and granularity is not given for all assets/units on same level 

Digital ad sales: 

eCPM effect

Á Data type: 

Highly valid 

sociodemographic 

user data from 

registrations

Commerce: 

Conversion uplift

Á Data type: 

Intent data from 

P7S1 e-commerce 

touch-points

Addressable TV:

Incremental revenues

Online video: 

PI/VV2) uplift

Á Data type: 

Content interest & 

usage data

Á Impact1):

10-20% usage 

uplift, e.g. for Video 

Views and thus pre-

roll ad impressions 

Á Impact1):

30-50% eCPM

increase possible 

for remnant 

inventory

Á Impact: 

Incremental 

revenues from new 

profile based 

targeting proposition 

(still in test phase)
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TV websites

Our vision: Leverage data potential to further address customers
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Addressable TV

Commerce websites

Entertainment websites
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