The Power of Targeted Solutions
at Sky
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\ major global player in world class content
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1abling customers to discover more content they love
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.and target them at scale across our addressable media platforms

LIVE TV ON DEMAND DIGITAL
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How does it work?
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rand safe for the Fostering and Adoption |gdsmart
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https://vimeo.com/396896195
https://vimeo.com/396372475
https://vimeo.com/396376350
https://vimeo.com/455692233
https://vimeo.com/449228561
https://vimeo.com/396376879
https://vimeo.com/418353236
https://vimeo.com/407517266
https://vimeo.com/396376273
https://vimeo.com/396372752
https://vimeo.com/332014921
https://vimeo.com/442317096
https://vimeo.com/306807232
https://vimeo.com/438607486
https://vimeo.com/396372843
https://vimeo.com/665232816
https://vimeo.com/709454392
https://vimeo.com/709457114
https://vimeo.com/683761857
https://vimeo.com/733539171
https://vimeo.com/647267975
https://vimeo.com/579350111
https://vimeo.com/841814322?share=copy
https://vimeo.com/804274841?share=copy
https://vimeo.com/834425660?share=copy
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relevant ad for that spot



Home Moving = Pending Home Move Affluent family with Kids = Yes




AdSmart enabled channels
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Data: a deep understanding of every household
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*Custom-built segments

3uilding an audience
seographical segments

AdSmart allows you to pick your ideal audience from hundreds of combinations, so you can be sure only the right households are seeing
your ad at the right cost for you. You can combine by location and household attributes to best suit your needs.

Postcode Catchment area
BARB Region Postcode Area(s) Selected box
Met Area Postcode Sector(s)* Radius*
Local Authority Postcode District(s)* Drive Time*

Delivery/service Area*
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ACEXC VALUE = RESULTS
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Veekly Campaign Reporting
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Measuring your campaign performance..

Evaluation Results Profiling Insights
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Brent Council Fostering Case Study

@ Background

Brent Fostering plays a crucial role in supporting the
community of the London Borough of Brent by

providing the necessary training, alongside flexible and

dependable fostering choices. This include identifying

and appraising prospective foster parents for children

residing in the borough and providing sustained

tance to current foster carers.
@ Idea

Their aim was to educate the community on the
processes of fostering and its benefits. They were
eager to increase the quality and number of
informed leads and would monitor its efficacy by
tracing web traffic and prospects understanding of
the process having visited their website.

adsmart| LGcomms

from SI(y

@ Campaign targeting

Based on Brent Fostering’s learnings, we identified
the key characteristics of individuals who are more
receptive to fostering. We found older more affluent
women as better inclined to learn about the
fostering process and take it into consideration. We
took this into account when planning the campaign.

¢

AdSmart had a noticeable impact on helping us reach
the right audience for fostering through its granular
targeting capabilities.

Delivering the key message into family homes was
crucial in order to raise awareness about fostering in
the local area, and we saw that it can have a powerful
effect.

Catalina Leahu, Marketing and Recruitment
Officer, Brent Fostering

+35%

Increase in web traffic over the
duration of the campaign

They experienced a 35% surge in comparison to
the last two months when they exclusively ran
Facebook and Google Ad campaigns.

66 LLeads were of a higher
quality, and better
informed '
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Hampshire County Council Fostering Case Study

@ Background

Rated outstanding by Ofsted, Hampshire CC provides
ground breaking support, quality training, flexible and
robust fostering opportunities for its community. The
council finds and assesses new foster carers for the
children of Hampshire along with supporting their
current foster carers.

@ Idea

The council had a number of objectives with this
campaign: To raise awareness of fostering during
the winter months, To increase registrations by new
foster carers, To inform the public of the success
achieved so far by Fostering Hampshire Children.

LGcomms

@ Campaign targeting

With insight from the Councils own research we were
able to highlight the Local Authority areas that
showed the highest likelihood to foster, and then
overlayed that with key Experian mosaic types which
showed highest propensity to foster allowing for
further efficiencies..

¢

AdSmart played a vital role in helping us deliver our
objectives on this winter fostering campaign.

It offered us a unique way to really target the
households we believe can make a difference. and
delivering the ad on a large screen, in what is a
uniquely family environment has real impact too.

Josh Pearce, Marketing Manager, Fostering
Hampshire Children

Increase in web traffic against target & record
newsletter sign ups

+50%

Increase in formal firm fostering enquiries
compared to same period previous year

Higher Quality Leads




'ideo Production

It's a myth that TV production is expensive

Working with recommended production companies
helps smooth the process

A Call to Action + A Voice Over

Every TV ad needs to be Clearcast approved

adsmartfromsky@clearcast.co.uk

3 ’ www.vimeo.com/adsmartfromsky

cinema | o Sy



mailto:adsmartfromsky@clearcast.co.uk
http://www.vimeo.com/adsmartfromsky

3 Available Campaign Creatives

Below are 3 campaigns creatives used by a variety of councils. Sky will repurpose the ad chosen by you for free (normal value is £2,000), on

the understanding you make a minimum commitment to AdSmart when booking a media campaign

g Norfolk County Council

r
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0800 096 9626

q ’
Test FOSTERING to 87222

It's nol whatl you do for a Living
it's whatl you can do for a Life

_ MAKE YoUR
E%Tﬁiw,%\omw\w

#FosteringCommunities

JMS Liquona

www.adsmartfromsky.co.uk/Igcomms

adsmartfostering

Newstle %

ncil

Call us today on Kokl by frZ )

visit newcastle.gov.uk/fostering

Fork The Waffle
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Women's Super League

sky football

.....

The power
Of TV .
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