






The Lion King

Paul Barrett, Head of Commercial Partnerships

• Welcome and Introduction

Sarah Jones, Head of Client Strategy & Planning

• Contextual Targeting

Tim Dixon, Insight Controller, Product Strategy

• Audience Targeting 

• Sky Analytics Demo

Lucy Bristowe, Director of Insight and Research

• Cross-Platform Reporting

• CFlight

Our Expert Panel

• Hosted by Paul Barrett

• Featuring Sam from Craft, Emma from Starcom                         

and Sarah from Sky Media

Paul Barrett, Head of Commercial Partnerships

• Conclusion and Thank You

Targeting & CFlight



Dumbo

Is TV at a tipping point?

• Not all views are equal: Contextual

• Targeting is increasingly precise: 

AdSmart and AdVance

• Targeting can be extended across 

platforms: CFlight







Ray Donovan



Context is one of 3 key levers we can pull in media

Media 

planning

AUDIENCE

CHANNEL / PLATFORM CONTEXT

Source: Nick Ashley, Tesco

Edelman Trust barometer 2018

Grey’s Anatomy

believe that the points of view 

surrounding a brand’s 

advertising are an indication of 

the brand’s own values



There are lots of examples of brands getting it right…





This Or This

Game of Thrones



TV offers a

safer
better,

for advertisers

environment

The Incredibles 2



BIG SCREEN

TRUSTED BRAND SAFE

75%

VIEW BEFORE 

CHARGED 

VIEWED BY HUMANS 

NOT ROBOTS



Outdoor

Search

Social Media

YouTube

Magazines

Radio

Newspapers

TV

2.

% of people who trust advertising on…

R o r y  S u t h e r l a n d  

( V i c e - C h a i r m a n  O g i l v y  U K )

Public promises carry more weight: hence 
why the words ‘as seen on TV’ are more 
convincing than ‘as seen on Facebook’

or bust…
K e i t h  W e e d ,  U n i l e v e r

It’s trust 

R o r y  S u t h e r l a n d ,  O g i l v y



Content Mood Time Location

Weather Moments Brand relevance Viewing behaviour

calendar map



Beats & AJ



Dominoes & Game of thrones





Within Sky, we can activate a variety of different contexts…
Genre In Programme

MomentsLocation & weather Viewing behaviour



• Context works

• TV offers an unparalleled context

• Huge scope for contextual targeting

Contextual Targeting…





Captain Marvel

B r a n d  B u i l d i n g  

S a l e s  A c t i v a t i o n

POWERFUL
why it’s 



Experian Mosaic Financial Strategy

Demographics / 

household composition

Category Purchase FMCG PurchaseTechnology adoption

Moving HomeFinancial Vehicle OwnershipHome

Targeting



Building an Audience
Geographical  Segments

Area
Catchment 

Area
Postcode

BARB Region

Met Area

Local Authority

Postcode Area(s)

Postcode Sector(s)*

Postcode District(s)*

Radius*

Drive Time*

Delivery/service Area*

*Custom-built segments



Data: A deep understanding of every household

Mapped to market-leading 3rd party 

providers

Proprietary 1st party data



How brands

Fast & Furious: Hobbs & Shaw

USE it



PROPOSITION: Reaching the hard to reach

Cost effectively maximise TV reach 

for a linear TV campaign 

Challenge Audience Plan Results

• ABC1 Adults

• Light TV viewers 

Thomas Green,  

Head of Media Marketing Communications, 

Barclays



PROPOSITION: Brand Reappraisal

Change the perception of Drop Box to a 

source of creativity & community

Challenge Audience Plan Results

• Creative, Media & Marketing Roles

• Higher Affluence



PROPOSITION: Keeping it hyper local

Communicate the new Signature range, 

only where it’s available 

Challenge Audience Plan Results

• 16-54 year olds

• In 15 minute drive time of 

participating restaurants



Advertiser 

Customers

Building an Audience
Custom



PROPOSITION: Customer Acquisition

Target top prospects

Challenge Audience Plan Results

• Sky HH’s that look like the retailer’s 

best customers



B r a n d  B u i l d i n g  

S a l e s  A c t i v a t i o n

Local Voice



Connecting audiences across platforms



Take
CONTROL

of planning

Ralph Breaks The Internet





• Increases relevance

• Decreases wastage

• Improves response

Audience Targeting…

Halloween





TV viewing continues to evolve across platforms

*Unmatched is the likes of Gaming (Xbox, PS4) and SVOD (Netflix, Amazon Prime)

Source:  BARB / Jan-July

Unmatched viewing minutes including non broadcast via games consoles on a TV set /  SVOD viewing not on a Sky Q box / OD included VOD app viewing via Sky Q 

152 148

40
41

14 20

34 35

166 155

32
32

6 8

44 47

H1 2018 H1 2019

248 mins 242 mins

Unmatched* e.g. Netflix

On Demand

Recorded

Live TV

A
v

e
ra

g
e

 d
a

ily
 m

in
u

te
s

 

(T
o

ta
l T

V
 s

e
t 

v
ie

w
in

g
)

+7%

+36%

+1%

-2%

All homes Sky homes

H1 2018 H1 2019

+5%

+36%

+2%

+2%
239 mins 244 mins



• ICC World Cup Final peaked at 3.4 million, 

Sky’s largest cricket audience on record

• Simulcast with Channel 4, hit 8.16 million

• The Ashes’ Third Test became Sky’s highest 

ever audience for a Test match – 2.1 million 

peak

• Sky Go – 241m live minutes, a record viewing 

week during  final.

Sport continues to deliver record live viewing



Emmy

Chernobyl

Award Winning
TV



Our audience’s journey to TV content is changing

RECORDED ON DEMAND

Source: d.fferento/ogy qualitative research (2017)

LIVE



LIVE 

TV
ON DEMAND

TV

ON DEMAND

SKY GO LIVE

SKY GO



Unified campaign 

measurement for the 

premium video ecosystem 

across all screens, 

platforms and markets

Vision
Our Shared



• Trusted data sources 

• Independent verification

• Use industry sources for linear 

measurement to protect our core currency

• Open for industry collaboration

Sky’s principles for CFlight

The Masters



400 universe 

cross-overs are 

calculated

1

Reach and 

demographics 

calculated

2

Campaign reach 

by platform  

de-duplicated  

3

500k viewing panel

67%
Sky  +  Now TV

+ Uses STB VoD

Virgin VoDLinear Sky VoDUniverse Definition My 5 Now TV

22% 11%n/a n/a 78%  1+ cover 

Methodology uses best available measurement by platform







Planning tool 

development 

2020

AdSmart 

testing this 

Autumn

Soft launch 

this Autumn 

(linear + Sky 

VOD

Approval for 

methodology 

Q1 2020

Self-serve 

portal for 

agencies 

Q2 2020



• TV landscape is evolving

• Behavioural change requires better 

cross-platform measurement

• CFlight can fill the measurement gap

Cross-Platform Reporting…

Watchmen





Submit your 

questions





LIVE 
TV

ON 
DEMAND

TV



JUST.

F*CKING.

SPEND.

IT.





Plan for NOTICE not REACH

1.Don’t be mean
2.Clearly define the 

role for comms
3.Showcase creativity





Submit your 

questions





Toy Story 4

Contextual Targeting:

1. Context works

2. TV offers an unparalleled context

3. Huge scope for contextual 

opportunities with Sky Media

Audience Targeting:

4. Relevance increases

5. Wastage decreases

6. Improves response

Cross-Platform Reporting:

7. TV landscape is evolving

8. Behavioural change requires better 

cross-platform measurement

9. CFlight can fill the measurement gap

Targeting & CFlight: Key Points





Tell us what you would like us to

STOP, START, CONTINUE





Tell us what you would like us to

STOP, START, CONTINUE




