
THE 
BLACK 

BOX

Belgium’s First Decentralized Data Clean 
Room 

for Fair, Privacy-Safe Media Measurement



From impression to conversion, 50–70% of data is lost.
We optimize on only 30%-50% of reality.

UP TO 70% OF DATA IS  
INVIS IBLE.

YET WE OPTIMISE AS IF  IT 
ISN ’T.

Fragmented tracking chains, Browser & privacy restrictions, Ad blockers & user consent gaps, Walled gardens & platform 
silos



WE CAN NO LONGER PROVE THE FULL VALUE OF 
MEDIA INVESTMENTS.

THIS IS AN INDUSTRY PROBLEM.

Walled gardens replace missing data with modelled truth. Local media are structurally undervalued.

OUR GOAL IS NOT JUST TO FIX A CAMPAIGN, BUT TO PROVE A BETTER 
WAY FORWARD

 FOR THE ENTIRE MARKET.



FROM PARTIAL PLATFORM DATA TO REAL BUSINESS TRUTH 
WITH A PRIVACY SAFE AND COOKIELESS SOLUTION

Truth doesn’t live in measurement tools anymore; 
it lives in the business.
We moved measurement to the only source of truth: the CRM.

• Data cannot be shared between partners 
• Strict privacy regulations 
• No reliance on third-party cookies 
• Zero tolerance for data leakage

       A decentralized Data Clean Room (DCR)
• Data stays with each partner 
• Only aggregated insights are shared 
• Fully privacy-safe and compliant 
• Enables collaboration without data exchange 
• No data sharing. Only shared intelligence.

CHALLEN
GE

SOLUTION

DECENTRAL I SED 
DCR



CRM data defines real audience 
segments

Matched with publishers’ first party data 
via the DCR

Activation across 2dehands, IPM, 
Ads&Data, DPG Media

Compare exposed versus non-exposed 
audiences

Link exposure directly to CRM conversions

NO MODELING, NO SIGNALS LOST.

ONLY REAL IMPACT.

HOW 
IT 

WORK
S

MeasurementMeasurementFDP ActivationFDP Activation



A new way
OF 

MEASUREMENT 
AND 

ATTRIBUTION

FROM MEDIA METRICS TO REAL BUSINESS IMPACT
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TODAY
 Reach: decrease of  people in 

CRM segment, frequency and 
exposure

 View to conversion impact

NALO’s CRM data (anonymized & hashed) was used 
to define audience segments based on real behavior. 

These were matched with publisher first-party data 
via the DCR, enabling activation across: 

2dehands, IPM, Ads & Data, and DPG Media

BEFORE
clicks, conversion, cost per 

conversion 
 based on incomplete 3th party 

data

+ 
105
%

 Segment A Segment A ->Activ %S->A

Viewers          13 800 
                         1 
100 8.0%

Non-Viewers          48 300 
                         1 
900 3.9%



NO SI NGL E PL AYER COUL D BUI L D THI S. IT TOOK AN ENTI RE ECOSYSTEM .

FROM FRAGMENTATION TO ALIGNMENT, 
PROVING THE VALUE OF LOCAL ECOSYSTEMS.

Advertiser. Publishers. Media Agency. Data. Tech. Legal.



NOT A ONE-OFF. A SCALABLE, LONG-TERM 
TRANSFORMATION.

THE INNOVATION IS NOT 
ONLY THE TOOL,

BUT THE COALITION
4 competing Belgian publishers aligned around 

one shared measurement standard.
 

Together, they challenged the modelled outputs 
of global ad tech platforms.

A structural market shift.

This pilot didn’t just prove a concept. 
It changed how we plan.

From campaign-based thinking to always-on, 
audience-centric planning

 A mindset shift



WHY DOES 
THIS CASE 

DESERVE AN 
AMMA AWARD

We tackled a market-wide issue

We replaced incomplete data with real business truth

We proved real impact, not media metrics

We aligned an entire local ecosystem

We built a scalable model for the future

WE REDEFINED HOW MEDIA 
VALUE IS MEASURED AND 

CAPTURE THE TRUE EFFECT 
OF LOCAL MEDIA
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