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UK Digital Subscribers

Platform Digital Subscribers

April 2002

Digital Subscribers 

2006

Satellite (Sky) 5.7 m 7.5 m

Cable 

(ntl/Telewest)

1.8 m 5 m

Terrestrial 1.2 3 m



People do Interact !

• Wimbledon BBC 1.9m

• Premiership Sky 30% of Sky audience

• Big Brother E4 4.2m (35% of total 

online votes)

• The British Open BBC 1.1m

Source: OMD UK



Interactive Ads (I-Ads)

• I-ads, 2 types:

– To DAL/Microsite 

– Impulse Response – within broadcast

• I-ads = Just a standard commercials with a 

red button

• Press button to request a sample/further 

information



Interactive Ads (I-Ads)

• To DAL (Dedicated Advertiser Location)

– Consumer taken to the clients’ microsite or 

DAL 

– Ad acts as a conduit

– Excellent at deepening brand experience

– Ideal for research/lead qualification

– Can turn a 30 second ad into one of many 

minutes









Interactive Ads (I-Ads)

Impulse Response

• Can be “off the shelf” commercials

• Icon/enhancement/message added to ad

• Consumer interacts within broadcast stream

• Produces high quality leads - “pulls” 

consumer into ad

• Most similar to DRTV





• Financial

• Abbey National Corporate

• Cornhill x2

• Pet Plan

• The Loan Company

• Royal Sun Alliance

• Yes Car Credit x3

• Egg TV

• HAS

• First Direct x3

• Lloyds TSB

• Dial 4 a Loan

• Regency Mortgages

• Royal Bank of Scotland

• Halifax

• Britannia

Brands who have run i-ads on Sky



• Comms

• BT Cellnet

• BT Trade

• BT Together x3

• BT Answer Services x5

• Carphone Warehouse

• Virgin Mobile

• Sky Buy x3

• Scene One – Hannibal DVD

• Open Pub Quiz

Brands who have run i-ads on Sky



• Utilities

• Scottish Power x2

• Pub/Cats/Charities

• IPC Magazines

• British Red Cross

• EMI Records –

BOL/Woolies

• Britannia

• Cancer Research 

• Leisure

• Portland Holidays

• Canada Tourist Board

• Butlins x2

• Haven x2

• Ontario Tourist Board

• Alton Towers

• Saga Holidays x2

• Domino’s Pizza x4

• Welsh Tourist Board

• Virgin Holidays

Brands who have run i-ads on Sky



• FMCG

• Chicken Tonight

• Persil Non Bio

• Persil Capsules/Tablets

• Oil of Olay

• Dove Shower Gel

• Charmin

• I Can’t Believe it’s Not 
Butter

• Ariel 

• Pampers

• Rimmel

Brands who have run i-ads on Sky

• Panadol

• Finish Dishwasher Tablets

• Whiskas (Mars)

• Pepsi

• Wilkinson Sword

• Automotive

• Nissan

• Lexus

• Audi

• Toyota 



• Others:

• Hasbro

• Denki Blocks

• RAF x2

• Post Office 

• Pipemania

• COI Online x2

• Consumer Durables

• Panasonic Vacuum 

Cleaners

• Sony DVD

• Sony Digi Cam

• Sony Playstation x5

• Retail

• WHSmiths

Brands who have run i-ads on Sky



Why make Advertising Interactive?

• Deepen brand experience – turn a 30 second 
commercial into a 10 minute one

• Generate high quality prospects lists - (pull vs 
push strategy)

• Drive impulse purchasing  

• Improve media planning

• Gain more information about your TV viewers

• Make your TV spend more accountable and 
measurable



Who’s offering an i-ad service ?

Digital TV (Set Top Boxes)

Satellite Terrestrial Cable

OUT

(return path)

ITV/C5/C4

Analogue TV

Sky Sales
-Sky One/Sports

- Movies/News/Travel

Sales Houses Offering i-Ads

FlexTech (ids)

- Living

- Trouble

- Bravo

- “UK” Channels

- Challenge

C4/Film 4/E4

Discovery

- Home & Leisure
MTV

No i-ads available

(operational from end 2002)X X



Who’s offering an i-ad service ?

Sky Active

- Sky Sales

- ids

- ITV?

Go Interact

- C4/Film 4/E4

- ITV?

A.N.O

- ITV?

Sky Digital

Name and address 

automatically captured

Names available for 

direct marketing and 

additional services

Name and address has to be 

tapped in using remote or 

keyboard

Names are not available for 

dm purposes

?



Has Interactive Advertising Worked?
• Since testing began in March 2000, Sky have run:

– 100 campaigns

– Across 60 brands

– For 40 clients 

• Average response rate across all is 0.66% (A  typical 

DRTV response rate is between 0.02% and, at very 

best, 0.1%)

• i-ads also enhance the brand experience - turn a 30 

second ad into an ad of many minutes

• 75% of Sky’s clients have come back for more !



Who we are

• Part of Claritas worldwide - $500 million 

turnover 

• Owned by VNU

• Sister company to Nielsen Media Research 

and ACNielsen

• Offices in 17 countries

• Owners of the largest lifestyle databases in 

Europe



Claritas Core Objectives

We are:

1. Leaders in lifestyle data acquisition

2. Leaders in customer value measurement

•Customer acquisition

•Customer retention

•Cross-selling/Up-selling

•Channel management

3. Integrated in every aspect of the Customer Relationship 

Management Process (CRM)



The Importance of Data

- Unique data or combinations of data create a 

competitive barrier

- Data are the basic building blocks of modern 

business solutions

- Claritas data is becoming the “currency” in business 

solutions; 

a “must have”

Data includes: - Lifestyle

- Segmentation products; 

PRIZM, Spectra

- Geography

- Locations



Data Source



JUNE

MAIN SURVEYS

1,500,000

1,000,000

1,500,000

JANUARY

JUNE

SEPTEMBER

RESPONSE SURVEYS

1,000,000

JANUARY

500,000

750,000

SEPT.

JUNE

TOTAL ANNUAL DEDUPED RESPONSES 2.5m

The Survey Programme





Data Source

Claritas UK

TOTAL Annual Data Capture

> 7million

- Via Surveys

- Via Product Cards

- Via New Media / other sources

50% of UK households have sent us a 

questionnaire in the last 2 years  



European Data: Quickview



Household PRiZM

The UK’s first household level segmentation 

system:
• Lifestyle based segmentation & targeting tool

• Built from the most recent Claritas survey data

• Covering over 24 million households

• Assigns GB households into 1 of 52 unique clusters

• Allows you to understand their:

- Demographics - Media Preferences

- Lifestyles - Financial Status

- Purchasing Behaviour - New Technology



• 53,000 response file (3.4%) forwarded to Claritas

• Data fields included:

– Click through data, eg other brands purchased

– Time of day

– Channel

• Respondents were matched to Claritas’ UK database

• Characteristics of the Rimmel respondents were then 

analysed and compared to the Sky Digital Customer 

base.

The Profiling Process





The Profiling Process

Profile of matches

Rimmel respondents:  Matched to Claritas’ lifestyle 

and demographic database

Rimmel:

iTV 

Respondents

Claritas:

Questionnaire 

respondents



Key Lifestyle and Demographics

• Gender

• Marital Status

• Age

• Income

• Occupation

• Children at Home

• Ownership

• Lifestyles

• Affluence indicators
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• There is a heavy bias toward female responders
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• Rimmel responders are more likely to be single
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• The advert attracted young Sky subscribers
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• Compared to the base, Rimmel customers have lower incomes



Occupation

• Tend to be Housewives or Admin/Clerical workers
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• More likely to have Under 18s living at home
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• Rimmel customers rent and are less inclined to own a car

Home Cars



Ownership Cont.

• Marginally less likely to use Credit Cards and do not own shares

Credit Cards Shares
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Most Popular Lifestyles

• Highly likely to shop by catalogue and have an interest in fashion
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Least Popular Lifestyles

• Unlikely to be interested in traditionally older hobbies
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Affluence Indicators

• Relatively high residence in CCJ areas

• Popular newspaper readers
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What could your clients do with iTV Data ? 

• iTV ads result in a unique opportunity to capture a 
high volume of valuable data - from clients and 
prospects

• Currently, iTV data represents a very small slice of 
the CRM and Client Database pie

• We expect the level of consumer data on clients 
databases to increase substantially in the short to 
medium term

• The data element of iTV will add a great deal of 
value to TV advertising

• Sales houses and agencies will need to understand 
the value and applications of this data



Data Protection

• Sales points differ in their data offering 

• Some allow data to be used for direct 
marketing, others allow for fulfillment only

• Advertisers should be familiar with the 
relevant data protection laws of each 
country

• Viewers have to be given the opportunity to 
opt out of further direct marketing

• However, opt in rates in the UK have so far 
been high



What could your clients do with iTV Data ? 

“Target” best prospects more effectively:

• Add lifestyle and demographic or geodemographic 

cluster data (Prizm) to the respondent file

• Segment prospects into groups 

• Identify (“tag”) which are prospects with the most 

(and least) potential

• Follow up accordingly:  Invest more in time and £ in 

the best prospects = maximise ROI



What could your clients do with iTV Data ? 

Cross/Up sell opportunities:
• Are respondents the type of people the client 

anticipated would be interested in the product – or 
is it appealing to a new sector ?

• Is this profile in line with brand strategy ?

• Compare iTV profile with other segments of 
customer base

• Are there up sell and cross sell possibilities within 
the customer database ? 

• How do iTV respondents compare to clients that 
respond via other media ? 



What could your clients do with iTV Data ? 

Catchment Area Analysis:

• Map iTV ad responses on GIS system to help 

answer the following questions:

– Which store catchment area do these respondents fall 

into? Where are they most likely to shop ? 

– Which of the iTV responders are worth mailing to drive 

traffic into particular stores?

– What profile do iTV respondent have - which “store” profile 

is this most similar to ? (Joint promotion in the next 

campaign?)

– Mail/Door drop to similar profile people to increase store 

traffic



What could your clients do with iTV Data ? 

Integrate Sales promotion and TV more 
effectively :
– Analyse the profile of people that are responding 

to iTV ads 

– Map them around stores

– Are there particular stores that they are most 
likely to shop in ?  

– Arrange sales promotions around such stores

– Stock products accordingly; match range to 
catchment profile



Brand match to Sky and response file

Respondent Profile 18-34 with 18-34 w/o 35-54 with 35-54 w/o       

Kids Kids Kids Kids 55-64 65 Total

Spectra Lifestyle Index Index Index Index Index Index Index

Plus Plus People 102

Aspiring & Middle Class Backbone 94

Middle Class Metropolitans 98

Country Classes 119

Stuck on the Ladder 98

Nice People Not Rich 100

Rent Book Life 107

Hand To Mouth 76

Total 100

Sky Profile 18-34 with 18-34 w/o 35-54 with 35-54 w/o       

Kids Kids Kids Kids 55-64 65 Total

Spectra Lifestyle Index Index Index Index Index Index Index

Plus Plus People 102

Aspiring & Middle Class Backbone 94

Middle Class Metropolitans 98

Country Classes 119

Stuck on the Ladder 98

Nice People Not Rich 100

Rent Book Life 107

Hand To Mouth 76

Total 100

Brand Profile / consumption 18-34 with 18-34 w/o 35-54 with 35-54 w/o       

Kids Kids Kids Kids 55-64 65 Total

Spectra Lifestyle Index Index Index Index Index Index Index

Plus Plus People

Aspiring & Middle Class Backbone

Middle Class Metropolitans

Country Classes

Stuck on the Ladder

Nice People Not Rich

Rent Book Life

Hand To Mouth

Total



Store Overview
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RM13 8RM13 8RM13 8RM13 8RM13 8RM13 8RM13 8RM13 8RM13 8

RM15 4RM15 4RM15 4RM15 4RM15 4RM15 4RM15 4RM15 4RM15 4

RM15 5RM15 5RM15 5RM15 5RM15 5RM15 5RM15 5RM15 5RM15 5

RM16 2RM16 2RM16 2RM16 2RM16 2RM16 2RM16 2RM16 2RM16 2

RM16 3RM16 3RM16 3RM16 3RM16 3RM16 3RM16 3RM16 3RM16 3
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What could your clients do with iTV Data ? 

Improve media planning:
• Compare profiles of responders by:

• daypart

• channel

• programme

• product purchased

• Produce a grid to identify which 
channel/daypart/genre of programme is best for 
which product

• Different people may respond at different times, so 
tailor creative and interactive message accordingly 



Summary

• Interactive TV presents us with a fantastic 

opportunity  to marry Direct Marketing skills 

with TV for the first time 

• Data + technology = Accountable and 

measurable TV Advertising




