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Welcome to Ads & Data. 

The synopsis of our new story has been ready for some 

time. Now we are looking forward to making it a bestseller  

together with you, our advertisers, media and creative 

agencies.

Ads & Data is a totally new management agency in more 

than one respect. But the team behind Ads & Data is not.  

You know us, we know you. Ads & Data will enable you to 

work together with experienced experts, veterans of the 

Belgian media world. Without the trust you already gave 

us in the past, we’d never have embarked on this amazing 

adventure. Our mission: to help advertisers move even closer 

to their clients. To build more meaningful relations with 

today’s ever more agile and multimedia consumers.

That’s no small ambition. 

But we have two huge assets. One: a whole range of premium 

media channels. Offline and online, broad and niche, relevant 

and even more relevant. Two: a treasure trove of high-quality 

data. These will allow advertisers to communicate more 

personally - and with more relevance - than ever. 

So combining the forces of Mediahuis, Pebble Media, Telenet/

SBS and Proximus Skynet is not just a “growth operation”. 

We are also aiming - even more emphatically - for precision. 

Because we are sure that is what the market wants. 

We realise that you have a lot of questions.

In this brochure, we try to explain a few things. 

And we’d like to thank you in advance for helping us shape 

the exciting and sustainable Belgian advertising landscape of 

the future..

Happy reading.

Bart Decoster, Bart Demeulenaere en Koen Van Rhijn



  
Who are 
we?
Ads & Data is built on solid foundations: the advertising 

management agencies of Mediahuis, Telenet/SBS, Pebble 

Media and Proximus Skynet. Together we form a team 

of almost 200 experienced people. Together we link an 

impressive brand portfolio with intelligent data use.  

Ads & Data is well equipped to become a major game 

changer in the Belgian advertising world.

1
Ads & Data. We un-waste

Ads & Data stands for the combination of reach and 

precision. The reach of major local and international media 

brands, the precision of smart, high-quality data.

Thanks to our high-quality data, our clients can make their 

advertising far more targeted. We are not a “media cannon”. 

We are an army of sharp shooters. We shoot straight without 

using excess ammunition. 

Our base line expresses our brand promise.  

“We un-waste” means: we prevent media wastage. We 

aim for more useful and fewer pointless contacts with the 

consumer. Because: the more targeted the data, the more 

efficient the ads. In this respect, Ads & Data are at least as 

complementary as Lennon & McCartney. 
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proximus

Which media and data do we plan to market?

*commercialisation after start-up broadcaster(Our portfolio is even broader than the brands listed here –  
and some brands are still subject to final approval)  
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Who are our third-party 
publishers?  

We talk about third-party publishers or to put it better, 

partner-publishers. Alongside the media brands of our 

shareholders, we are more than proud to be able to work 

and to learn for and from these partner-publishers. Our offer 

in terms of television and digital channels has now been 

extended to include these players, not only in terms of reach, 

but also in terms of content offer. 

In this context, we look first at the complementarity 

between all these media brands and the possibility of 

achieving a more complete offer on the market through such 

cooperation. It also gives us the chance to support an existing 

offer, thereby increasing our market relevance.

Other partners give us the possibility of establishing a 

pioneering position in the market. It is worth noting that we 

are the biggest audio player on the Belgian market, thanks 

to Spotify. We go a long way in terms of social media too: 

through the services they offer, LinkedIn, Snapchat (snap for 

short) and Dailymotion offer our advertisers a very interesting 

audience.

Finally, these partners give us a look at their vision and plans 

for the future. Interesting discussions with our partners 

develop our vision too and help us respond better to our own 

needs. These learnings and courses are being added to the 

Ads & Data academy, so that our teams can gain knowledge 

and expertise and help clients build a relevant “un-waste 

story”. 

Thanks to the alliance’s data, we operate in depth. But we 

also guarantee a wide reach. With the offline media brands 

of the alliance, we enter the homes of four million people in 

Flanders every day. Via digital channels, our monthly reach 

amounts to as many as seven million people. That is 65% of 

all Belgians. Clearly then, we know the way to the viewers, 

readers and surfers. Not to mention the listeners: with Spotify 

in our portfolio and the growing reach of our podcasts, we are 

captivating more and more ears. 
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Here is an overview of (most of) our partner-publishers: 

één.be, sporza.be, stubru.be, LinkedIn, Spotify, Snapchat, 

Aufeminin.com, BFM TV, Dailymotion, Verizon, Microsoft, 

Vroom, Voetbalkrant/Walfoot and others.

In today’s media landscape, you don’t need to be everywhere 

all the time. Above all, you need to be where you really need 

to be. Smarter advertising, with as little waste as possible: 

that’s the message. Thanks to the data expertise of the 

alliance - which we are further increasing together with 

Telenet and Proximus - we can say hand on heart: efficiency 

is back. 

Bart Decoster, 
CEO

With a good story, our 
advertisers can touch people. 

It’s our job to tell that story 
to the right people at 

the right time.”
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Mediahuis  
(44,4%)

Telenet   
SBS (44,4%)

Proximus 
(11,2%)

Ads & Data is a joint venture with three shareholders: 

Mediahuis (44.4%), Telenet/SBS (44.4%) and Proximus (11.2%).

Our shareholders, our roots and our  
management committee.
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Mediahuis
Mediahuis was set up in 2014 further to the merger between 

Corelio and Concentra, two publishing groups with a deep-

rooted history in the Flemish and Belgian press world. Right 

from the start, Mediahuis recorded strong growth thanks 

to a number of notable acquisitions of prominent press 

companies from the Netherlands, Ireland and Luxembourg, 

among other things. Together with the dynamic and 

flourishing activities in Belgium, they helped make Mediahuis 

what it is today: a leading international media company 

aiming to become one of the main players in Europe. 

With over thirty news brands in four countries, Mediahuis 

guarantees independent, high-quality journalism and strong, 

relevant media brands that make a positive contribution for 

people and society. Based on this vision, Mediahuis invests 

permanently in its strong brands, both paper and digital. 

Backed up by over 4,300 staff, Mediahuis records an annual 

turnover of around one billion euros. Besides the news brands, 

Mediahuis also runs a number of major digital marketplaces, 

mainly in the areas of real estate, the labour and car market, 

and the radios Nostalgie and NRJ (together with SBS). The 

high-performance Belgian advertising management agency 

Mediahuis Advertising will be merging into the new Ads & 

Data as of April. 

De Buren is a wholly-owned subsidiary of Mediahuis, which 

has run the regional television broadcasters TVL (Limburg), 

ATV (Antwerp) and TV Oost (Sint-Niklaas, Dendermonde, 

Aalst) since November 2015. In 2019 ROBtv (East Brabant) 

also joined De Buren.

These broadcasters reach over 710,000 linear television 

viewers on a daily basis. In 2020 videos from these four 

broadcasters were viewed online over 27.8 million times. 

De Buren provides technical support for these broadcasters 

and takes care of the marketing. In addition De Buren 

produces and runs the broadcasters’ daytime and fringe 

programmes.
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Telenet/SBS 
SBS Belgium is a multimedia enterprise belonging 

to De Vijver Media and the company behind the 

successful television broadcasters Play4, Play5, Play6 

and Play7. In addition, SBS Sales Belgium also serves 

as the advertising management agency for the 

broadcasters: Njam!, BBC First, The History Channel, 

Play Sports and Play Sports Open. The media group 

has built up an extensive portfolio of strong brands 

and evolved from a television company to a video 

company that aims to entertain viewers. Through 

investments in data and technology, SBS Belgium 

plays a pioneering role in the field of innovation 

and guarantees cross-media solutions that always 

place the advertiser’s objective centre stage. Radio 

broadcaster NRJ has also been part of the SBS group 

since 2018 and a little later - at the end of 2019 - 

influencer marketing agency Native Nation joined 

too. SBS Belgium is part of the Telenet group.

Proximus 
Skynet
Belgacom Skynet was established back in 1995 as a 

Belgian internet provider with services and products 

focused on the end user. Gradually, however, the 

company, which later became part of Belgacom, 

began focusing on media activities, for instance 

with the founding in 2000 of Skynet.be, one of the 

very first web portals and at the time the biggest in 

Belgium. Added to this were internal and external 

advertising management activities with a broad, 

high-quality portfolio. Eventually Skynet was fully 

integrated into the parent company Proximus, 

formerly Belgacom, and after Skynet ceased to exist 

as a web portal, it continued further under the same 

name as a very dynamic advertising management 

agency with some great and complementary brands.
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Pebble Media
In 2009 VRT/Var, Telenet and Concentra set up a 

new management agency, Pebble Media, to focus 

on digital know-how in cooperation with several 

publishers. In 2015 Pebble Media (by this time minus 

Concentra) took over BEWEB and the management 

agency embarked upon a successful path with its first 

international social media player, LinkedIn. In 2018 

Pebble Media expanded its offer to include the sale of 

audio, video and display on Spotify, thereby instantly 

becoming a leader in the field of audio sales. Snapchat 

followed in 2019. As an external management agency, 

the experienced Pebble Media team realises better 

than anyone the importance of good communication 

with its clients and mandators to ensure successful 

cooperation. This is exactly what we plan to do, more 

so than ever.

With these roots and these 
powerful shareholders, 
we are convinced that 

Ads & Data can 
write a great story.  
Anchored in years  

of experience from our 
parent companies.  

Headed for the future! 
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Ads & Data. And people, of 
course.  

Ads & Data is first and foremost about the people that give 

this company a soul.  Their dedication and expertise have 

proved invaluable in the past. So we have no doubt that our 

teams will make Ads & Data an influential player. Besides 

being feasible, this is also necessary. For us, for our clients and 

for the millions of readers, viewers, listeners and surfers eager 

for fun, relevant advertisements. 

Lies Van Campfort, 
HR Director ad interim
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Four high-performance 
management agencies 
combining forces: I see this  
as a unique cross-fertilisation 
of people and knowledge  
that will offer our staff  
new opportunities.”
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There’s no getting around it: today’s consumers have become 

unguided projectiles. They roam from one media platform 

to another and consult various sources simultaneously at all 

times throughout the day. Now more than ever, advertisers 

who want to stay visible to their clients and prospects need a 

whole range of media. 

The competition facing the media brands that Ads & Data 

works for is fierce. Their business models are under pressure. 

More and more advertising money is flowing away to big 

foreign companies that use the power of data and local 

content to the full.

  
Who are we 
there for?

“Working for
media brands” 
Regardless, the alliance’s media brands still continue to 

inform, inspire and entertain a rapidly growing number of 

people. This means they rely on us to attract a good share 

of Belgium advertising investment. And by so doing, to 

make possible the splendid work of hundreds of journalists, 

television programme makers, writers, bloggers, influencers 

and creative people. Our country is blessed with a varied and 

high-quality media range. Ads & Data holds out hope for the 

future for the whole sector. 

2
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Bart Demeulenaere,  
CCO

The successful SmartAd 
shows how enriching a data-
driven approach can be for 
advertisers. And consequently, 
how important the arrival of  
a management agency like  
Ads & Data is. Let’s do this.”  
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“Both reach and precision.” 
One look at the logos in our portfolio says it all: Ads & Data is 

there for big brands that aim to reach the whole country in 

a week and for local traders or SMEs that want to appeal to 

a very targeted audience with few resources. By combining 

our offline and online inventories, our premium context, our 

creativity and the targeting power of our data, Ads & Data is 

an essential partner in the advertising world. 

Lieve Beckers,  
CFO
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“Touching the consumer.”
Ever laughed till you cried during the television quiz show 

De Slimste Mens? Felt your heart beat faster listening to a 

Spotify playlist? Picked up your pen after reading an opinion 

piece in the newspaper? Voted for the Studio Brussel De 

Tijdloze 100 best records ever? Cheered and booed during a 

Sjotcast podcast about your favourite football team? With the 

excellent content that we make every day, we touch millions 

of readers, viewers, listeners and surfers. It’s up to us to move 

them with our client’s stories too. In the right place at the 

right time. A vegan cargo bike mum has no interest in the 

latest Big Bacon campaign. Our “We un-waste” promise is 

also a commitment to consumers: we are not going to bother 

them with advertising messages that don’t concern them.

This alliance between 
media companies and 
telecom players is a great 
challenge on all fronts, 
including Finance and 
Reporting. In this field, too, 
with Ads & Data we aim to 
be Best in Class.”
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Our vision includes a twofold ambition.

•  We want to offer advertisers a wide, 
cross-media reach

•  We want to offer brands more relevant 
client contacts

  
What is  
our vision?

3

You can only achieve these two objectives by building bridges. Between content and 

target group. Between context and message. Between emotion and reason. Between a 

traditional media plan and an innovative strategy. Between purchase order and report. 

Between reach and precision. Between Ads and Data.
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Koen Van Rhijn, 
COO

The cross-media 
possibilities of Ads & 
Data are a huge asset in 
themselves. But our high-
quality data will make a 
difference too.” 

21



1
3

2
4

 
  We don’t shy away from 

market leadership.
We won’t claim that “The winner takes it all” is our leitmotif. 

But we do feel good in the areas where we are already ahead. 

Needless to say, we definitely want to keep on growing. 

 
 We dig deeper.

We don’t just want to growth widthways (with our portfolio) 

or upwards (with our turnover) but also - and above all 

- in depth (with our data). We don’t merely want to sell 

advertising space. We want to sell useful advertising space. 

So that our clients can communicate more efficiently and 

more effectively. We un-waste! 

 
  We are cross-media and 

national.

But: we’ve only just begun. We want to join forces with even 

more parties. And here we are looking mainly to the southern 

part of Belgium.

 

This vision is based 
on four pillars 

 We work together.
Today’s economy is a “we economy”: the companies that 

pull together come up with the most innovative and lasting 

solutions. So you can be sure that in the future we will be 

entering into even more alliances.
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Our strategy 
and organisation

4

We are starting out with the rich history of our respective 

sales organisations and their specific media backgrounds to 

support us, but in the initial phase we will quickly be offering 

cross-media solutions adopting a SPOC approach. Knowledge 

of the various media will therefore be essential. 

On top of their own media knowledge, the salespeople will also 

be given training and support by colleagues who are experts in:

• Digital/Data
• Creativiteit and storytelling (Brandstudio)
• SmartAd
• Audience planning
• NP

23



With our company, we also aim to be innovative as regards 

both the product range and the tools and analysis. We will 

be able to supply the sales teams with figures, analysis and 

data from BI and CRM and for the firms we will ultimately be 

developing easy buying platforms. But we are also working 

towards post-campaign analysis and logical invoicing flows.

We will work with our internal and external publishers as 

partners and use their brands and data to further strengthen 

our segments and portfolio with sexiness and creative 

possibilities. We will gradually but resolutely evolve from media 

planning to audience planning. 

In order to achieve the necessary change, further growth and 

innovation, we will guide the various change projects from 

product via a central transformation team. The Transformation 

Office (TO) is to play the main role here, building the bridge 

between departments and people. It coordinates and assists 

everyone involved, project by project, to create a success story 

of change and innovation. In order to develop a far-reaching 

digital offer, among other things, we envision a Digital Focus 

Team in the TO engaging in constant consultation and 

We are determined to build further on what we have 

today, because this is the biggest chunk of our income, 

but also to target growth markets such as digital with video & 

audio, content, cross-media and data. 

We are adapting our structure to this and will also organise 

multiple training courses so that we can engage in debate and 

consultations with advertisers and their firms properly, with 

knowledge of the new balance between expertise and sales 

knowledge.
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working to ensure that everyone is imbued with all the digital 

developments on our media path.

As we said, in the first few months we will mainly consolidate 

what we are doing well today, so during the start-up phase 

we will still be partly working alongside one another. We see 

that happening in Client Operations & Trading, among others. 

This gives us time to align new systems and to develop and 

implement new systems without descending into chaos as 

regards bookings, reporting and invoicing.

We are giving ourselves and each other time to get to know 

one another, identify the needs of our new company and adjust 

our procedures and arrangements accordingly. It must be 

said, at first it will be a lot, but we plan to make improvements 

quickly and evolve towards efficient cooperation. 

We are bringing our marketing people together in a new, 

bigger team so as to be able to respond better to the demands 

and wish lists that we had in the respective companies. HR is 

to be managed internally and can rely on support services from 

Mediahuis. The same applies for IT from Telenet.

There is no doubt about it: 
with the smartest heads and 

the best salespeople, together 
we will make the difference and 

we will be trendsetters on the 
media market aiming to claim 

a pioneering role in innovation, 
product development and day-to-

day client services. We always go 
one step further; we un-waste! 
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CCO CEO COO

CUSTOMER DRIVEN DAY 2 DAY

TRANSFORMATION  

OFFICE

Digitalisation, Project Management …

FUTURE DRIVEN CORPORATE STRATEGY

AGENCY SALES
BU’s

DIRECT SALES
Regio’s

TECH & 

TOOLS

DATA & 

BI

PRODUCT, 
RESEARCH & 
INNOVATION

PUBLISHER 
MANAGEMENT
CONTRACTING

DPO

DIGITAL SALES TEAM 

BRANDSTUDIO
Content Production/ Pitchcel / Creative Sales

CLIENT OPERATIONS & TRADING
YIELD & INVENTORY MGNT

MARKETING 

HR

FINANCE & LEGAL

Organisation
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A different context for 
organisations
Our new organisation will live in a totally different context 

than before. In the past, success depended far more on 

hierarchy, control and faithful soldiers. Today we find 

ourselves in a process where technology is developing very 

fast, organisations often have widely varying stakeholders and 

we are faced with very intense competition, both nationally 

and internationally. This creates a highly volatile advertising 

landscape. We at Ads & Data aim to respond to this with 

“responsible entrepreneurship”.

The Transformation Office, which is central to the 

organisation, will also be charged with maintaining the focus 

on this aspect. This responsible entrepreneurship also has to 

take care of the greater whole, and consequently all of us.

So in our company, the successful staff will regularly stand at 

the heart of the organisation. To venture and to be creative.

 Ads & Data organisation

Day-to-day leadership is in the hands of Bart Decoster (CEO), 

Bart Demeulenaere (CCO) and Koen van Rhijn (COO). We 

also welcome Lieve Beckers (CFO) and Lies Van Campfort (HR 

Director ad interim) to our management committee.

The broader management team will help ensure that the 

wide scope and the teams are given the right focus so that 

service and vision satisfy our clients/advertisers.

The different context 
of organisations as explained 
here will require a very people-
oriented leadership style. And 
that’s what we want to go for.” 

Bart Decoster, CEO
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The 
importance 
of data

5

Data is one of the pillars and more than a building block of 

Ads & Data. That much is abundantly clear. Some people dare 

to call this the new gold, others a rough diamond.  

We look at it as a particularly interesting project in which 

we see new opportunities and solutions to build a bridge 

between advertisers, agencies and publishers here and now. 

Starting from the existing offer, we aim to grow further in 

products and expertise. A basic offer of segments is made 

available to our clients. Depending on the client’s needs and 

the KPIs set, custom segments, lookalike and predictive data 

will be added. We are also looking at how we can provide our 

clients with better insights into the data that they have at 

their disposal or the campaigns that will run on our network. 

In more concrete terms, we will examine the profiles that 

lie behind these data to apply the learnings they provide to 

campaigns and campaign results. Finally, we are ready to 

approach the market with specific, high-quality data dossiers 

and provide our clients with additional information about the 

needs of the end client in their sector. 

Nothing in this story will happen without the proper consent of our 
viewers, listeners, readers and surfers. We consider the whole GDPR aspect to be 
extremely important and it is the foundation of the data offer.”  Koen Van Rhijn, COO

28



But we are looking and building further. Our clients want 

easy buying platforms, an easy way of accessing our data and 

our inventory, both nationally and regionally. The first steps 

for this have already been taken in the past. A great start, 

but it’s not enough. We are and remain ambitious and we 

are convinced that through cooperation bringing together 

and optimising these tools will lead to a powerful offer/

platform on the market. More than ever with the objective 

of combining data from publishers and advertisers and 

achieving the most efficient campaign results together.

There will no doubt be a lot of trial and error, but now more 

than ever, the intention will be “we un-waste”.

Jeroen Bronselaer, 
CEO SBS

If we combine the intelligence 
of the data in the alliance with 

the emotional value of our media 
brands, we can outsmart the 

international giants.”

29



  
What do we mean by 
‘We un-waste’?

6

In 1922, John Wanamaker, an American businessman and 

marketing pioneer spoke the famous words: 

“Half the money I spend  
on advertising is wasted.  
The trouble is, I don’t know  
which half.” 

Today he would say: 

“Now I know exactly  
which half.”

This quote perfectly illustrates what we mean by 

“We un-waste”: Ads & Data stands for more useful and less 

superfluous advertising. In the interests of consumers and our 

clients alike.

So “We un-waste” is a message of:

• Effectiveness: reaching the right people better.

• Efficiency: only paying for what you need.

• Elegance: not encumbering the world with superfluous 

advertising.

“We un-waste” reflects a sustainable vision of advertising. A 

vision with which we can inspire enthusiasm in the whole 

sector. 
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With Ads & Data 
we are increasing our scale 
and impact, while our clients 
can reduce their superfluous 
advertising investment. 
Using more reach and more 
data drastically increases the 
effectiveness of their budget.”

Ben Vandermeulen,  
Director Consumer Strategy &  
Ecosystem Development Proximus
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Our core values

Our core values reflect what we as a company stand for, how 

we conduct ourselves and how we work. 

Cooperation, responsibility, agility, open-mindedness, 

customer-oriented approach, entrepreneurship and more: 

you can find lots of ingredients of our future corporate culture 

on the websites of our “parent companies”. 

How we are going to integrate them into Ads & Data is the 

subject of an exercise that we will be doing together. We 

are taking our time about this, because we want the entire 

team to uphold our core values, so that we can move from a 

successful origin to a successful future. 

These are the convictions that we will be honing together 

over the coming months: 

• Ads & Data believes that brands exist to help people and that 

advertising is a way of stretching out a hand to people.

• Ads & Data believes that we live in a world in which 

people are so overwhelmed by communication that they 

no longer see the hand stretched out by advertisers.

• Ads & Data believes that we can help people and brands 

to make this outstretched hand visible again at the right 

time in the right place.

7
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Koen Verwee,  
CEO Mediahuis België 

I see Ads & Data as the driving 
force behind the smart advertising 
solutions of a wide-ranging collection 
of strong and relevant media brands. An 
organisation that embraces the diversity of 
all these brands and uses it as a foundation 
to continue to grow and be successful. In 
the same way, we want to welcome all our 
colleagues to this new management agency: 
with respect for everyone’s individuality 
and culture.  
May Ads & Data be an inspiring 
environment where we encourage curiosity 
and innovative thinking and where 
everyone can discover and further develop 
their talents.”  
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Where does our name 
come from?

8

• The name Ads & Data radiates a boutique feeling that fits well with 

premium brands. Cf.: Ben & Jerry’s and Dille & Kamille.

• Our name expresses a vision: that advertising campaigns are more 

effective if they are based on high-quality data. That data can be the 

guarantee that advertisers will be able to communicate relevantly in 

the future too.

• The ampersand (&) emphasises the alliance. Of “advertisements” 

and “data”, but also of three management agencies and two 

telecoms players who have joined forces. 
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Does the presence of the word “data” in our name mean that 

bits & bytes are going to take over from us? Not at all. We 

remain fans of creative campaigns and ingenious storytelling. 

But we plan to tell our clients’ stories to the right people at 

the right time, which makes them so much more impactful.

The Ads & Data name, house style, baseline and 

communication strategy were developed by the creative 

consultancy agency Fauconnier+Selfslagh.

Marc Fauconnier: “Besides being an advertising 

management agency, Ads & Data is also a thought leader: 

they want to make our sector reflect on the role of advertising 

today. This is praiseworthy. We would do best to show more 

media environmentalism.”

Stef Selfslagh: “Advertising and data supporting one another. 

It’s as if Jens Mortier were to snog with Hugues Rey. But more 

exciting.”
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Where can 
you find us?

9

The new workspace
As of 1 April our head office will be in Vilvoorde, at 

Harensesteenweg 226. As of July we will be moving into the 

former Woestijnvis offices. Ads & Data hubs are also to be set 

up at Mediahuis in Antwerp, Hasselt and in the offices of De 

Buren.
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Socials
 facebook.com/adsanddata

 linkedin.com/company/adsanddata

 twitter.com/adsanddata

	 instagram.com/adsanddata

Don’t hesitate to start following Ads & Data on your social 

networks.

E-mail
info@adsanddata.be.

Website
Check www.adsanddata.be for more information. 
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Key messages
10

• Ads & Data is built on solid foundations

• Not a “media cannon” but an army of sharp shooters

• We un-waste

• Unique cross-fertilisation of people and knowledge

• A wider cross-media reach combined with more relevant client contacts

• With this combination of data and sexy local brands, we can outsmart  
international giants

• Focus on consolidation of current business and on growth markets and innovation
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