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Elements what shaped our approach
Doing more was no longer enough. We had to do it smarter.

Pure local brand

• High local ambitions

• Rock-solid Belgian 
position 

• Share-gainer in a tough 
market

Fierce 
competition

• Changing landscape

• Local and international 
competition

• Reach approaching its 
ceiling

Fragmented tech 
partners

• WPP center of 
intelligence

• Adopt state of the art 
technology

• Strive for growth and 
tech ambition

• 7 years of campaign 
data 

• First on clean rooms 

• Foundations already in 
place

Data-first 
foundations



4

We developed a model that 
responds as best as 

possible to both the long 
term and the short term. 
It was crucial to continuously 

monitor and evaluate the 
balance between the two in 

real-time. 

One Engine
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Reflects 
complex retail 
landscape

Semi automatic 
updates

Identifies cross- 
and upselling

Doing the right things

Focus on driving overall 
business growth, increasing 
omnichannel sales, and 
building long-term brand 
equity. 

MM
M

+3,3% overall 
revenue

Daily/weekly 
updates
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Doing things right

Processing Pairing and path 
stitching

Data driven 
attribution
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Leveraging first 
party data

Data 
processing 

and 
visualisation

Retrain 
AI 

models 
(14d)

Rigorous pre- 
and post-
testing

Data-
driven 

response 
curves 

Creative 
bench-

marking

MMM 
Effectiveness Calibration MTA 

Efficiency

Calibration for productivity
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How this integrated approach grows Delhaize’s 
business.

Data-driven 
decision-
making is now 
the standard

The focus has officially shifted from 
"more media" to "smarter media," 

Efficiency by 
dynamical 
budgets

Data insights revealed the hidden value 
of upper-funnel touchpoints.

Business and 
market share 
growth 

• 3,3% increased overall revenue

• Online reveue increased 11%

• 32% growth compared with 
2025
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Leading to business and market share growth 
Same media budget. Bigger impact 

Momentum is compounding:  +32% YTD 2026 vs 
2025.

473% 
Delivery 

registrations 
YoY

+11% Online 
revenue

~2× Website 
visits

+3.3% Total 
revenue (flat 

budget)



Aude Mayence
SVP Marketing Digital & E-Commerce Delhaize 

Belgium & Lux

“ Thi s case deser ves an AMMA because we 
f undament al l y t r ansf or med t hei r  ent i r e way of  

connect i ng wi t h our  consumer s.  Thr ough a uni que 
t r i angul at i on of  MMM,  MTA and AI  model s,  we 

r emoved gut  f eel i ng f r om medi a deci si on‑ maki ng 
and r epl aced i t  wi t h an i nt egr at ed ecosyst em 

t hat  power s pl anni ng,  opt i mi sat i on,  and budget  
al l ocat i on.  The r esul t  i s a r et ai l  f i r st :  a 

f ul l y uni f i ed mar ket i ng measur ement  syst em t hat  
l ear ns ever y day,  r eveal s cr oss‑ channel  

syner gi es,  el i mi nat es st r uct ur al  wast e,  and 
del i ver s addi t i onal  sal es wi t h t he same budget .  

Thi s i s not  j ust  bet t er  medi a;  i t  i s  a new 
benchmar k f or  dat a‑ dr i ven r et ai l  mar ket i ng i n 

Bel gi um. ”
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Annelore Van hove
Director Media Channel at Delhaize Belgium

“By put t i ng WPP i n t he l ead of  our   MMM,  MTA,  
and t he M- sui t e,  we’ ve br i dged t he gap bet ween 

hi gh- l evel  st r at egy and r eal - t i me execut i on.  As 
Mar k Ri t son f amousl y not es,  t he most  ef f ect i ve 
mar ket er s ar e ‘ bot hi st s ’ ,  mast er i ng bot h l ong-

t er m br and bui l di ng and shor t - t er m per f or mance.  
We r el y on  MMM  f or  our  st r at egi c deci s i ons 

whi l e usi ng  MTA  f or  e- sal es at t r i but i on,  
suppor t ed by  mPr eci si on  f or  t ar get i ng 

and  mResponse  f or  post - campai gn i nsi ght s.    Thi s 
i sn' t  j ust  opt i mi zat i on,  i t ’ s  

a  gamechanger   t hat  ensur es ever y medi a Eur o i s 
backed by dat a,  dr i v i ng bot h our  br and and our  

busi ness f or war d. "



Thank you!
Hannes van Roie

Kevin Rollier
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