
Effective advertising for all advertisers
without using personal data 
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Targeted advertising: Contextual vs behavioral

Transparent for advertisers Transparent for advertisers

FAKE NEWS
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Falsehood often echoed

“Consumers will only receive less relevant ads and a degraded online experience …” 
… if their privacy is respected.



75 campaigns tested on 8700 consumers over three years
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Contextual Control

68%
liked the ad 

when it 
matched the 

content

47%
liked the ad 

when it did not 
match the 

content

Contextual targeting has the 
strongest influence on consumers:
• Credibility +31%
• Intention +33%
• Change of Attitude +33%
• In Target group +25%



Advertisers of all types see high impact of contextual ads

5

“We see a 70 % higher click rate and 
200 % higher conversion rate on ads 
placed by Kobler than other 
platforms.”

“It's such a joy to see that the average 
reading time of users exposed to 
contextual ads is 75% higher than 
other display ads.”

“The effect of behavioural advertising 
is overstated and not needed for our 
retail business. Contextual gives us 
higher effect, relevance and ROI.”

All types and sizes of advertisers run campaigns on Kobler, including 650 SMEs,

with campaign budgets ranging from €1k to €100k.



A tipping market that hurts European SMEs and innovation
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• SMEs are especially vulnerable to manipulation in a market with large, dominant players.

• Behavioural data on their customers are used against them:

- Their customers are sold off to the higgest bidder.

• A ban on behavioural targeting, based on data from third-parties, would protect our SMEs

and incentivise actual, beneficial innovation in the advertising market.


