Belgium’s First Decentralized Data Clean
Room
for Fair, Privacy-Safe MeZdi3 Mo-=<urement
it

nationale




UP TO 70% OF DATA IS
INVISIBLE.
YET WE OPTIMISE AS IF IT
ISN'T.

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

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 underval ued.

FOR THE ENTIRE MARKET.



A decentralized Data Clean Room (DCR) '
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Data cannot be shared between partners N AL Only aggregated insights are shared
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Activation across 2dehands, IPM,
Ads&Data, DPG Media
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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
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REAL BUSINESS IMPACT



NO SINGLE PLAYER COULD BUILD THIS. IT TOOK AN ENTIRE ECOSYSTEM.

Advertiser. Publishers. Media Agency. Data. Tech. Legal.
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THE INNOVATION IS NOT
4 competing Belgian publishers aligned around O N LY T H E TO O L y

one shared measurement standard.

Together, they challenged the modelled outputs B U T T H E C OA L I T I O N

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

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



We tackled a market-wide issue

WHY DOES We replaced incomplete data with real business truth
THIS CASE

DESERVE AN We proved real impact, not media metrics

AMMA AWARD

We aligned an entire local ecosystem

We built a scalable model for the future
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