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Your TV is targeting your 

pocket 
By Martin Pollins 

 

Important Notice 
© Copyright 2015, Bizezia Limited, All 

Rights Reserved 

  

This article appeared in Better 

Business Focus, published by Bizezia 

Limited ("the publisher"). It is 

protected by copyright law and 

reproduction in whole or in part 

without the publisher’s written 

permission is strictly prohibited. The 

publisher may be contacted at 

info@bizezia.com (+44 (0)1444 

884220). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss 

howsoever occurring as a 

consequence of any action which you 

take, or action which you choose not 

to take, as a result of this article or 

any view expressed herein.  

 

Whilst it is believed that the 

information contained in this 

publication is correct at the time of 

publication, it is not a substitute for 

obtaining specific professional advice 

and no representation or warranty, 

expressed or implied, is made as to its 

accuracy or completeness. Any 

hyperlinks in the article were correct 

at the time this article was published 

but may have changed since then. 

Likewise, later technology may 

supersede any which are specified in 

the article. 

  

The information is relevant primarily 

within the United Kingdom but may 

have application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in 

accordance with English Law. 

Publication issued on 1 October 2014 

  

Close your eyes for a 
moment and imagine this: 

You have switched your TV 

on and navigate to Sky. You 

go to a Sports channel, 

Channel 404. You settle 
down in your chair to 

watch your favourite 

programme. Ten minutes 

later, the ads cut in. 
 

Let’s stretch your imagination a 

little further: Your neighbour 

across the road is watching the 

same programme on Sky. He’s 

tuned in to Channel 404 too. The 

scary thing is that the commercials 

you see are different to what your 

neighbour sees. 

 

Welcome to the world of 

targeted advertising in which 

advertisers know what you like 

and promote accordingly. 

 

Targeted Ads are about to 

take control of your TV (they 

probably already have!) 

Earlier this year, The Washington 

Post ran a story suggesting that 

targeted ads were about to take 

control of your TV and that 

“there’s almost no escape”. They 

said that satellite TV providers 

(who were already in on the act) 

were about to be caught up by the 

cable industry. Targeted 

advertising is about to mushroom. 

And most people are blissfully 

unaware of what’s been going on. 

To build your profile as a viewer, 

a TV-service provider simply 

combines subscriber information 

about you with information it has 

sucked in from other sources: 

such as online credit card 

purchases, loyalty card purchases, 

box office sales and even car 

registrations. 

 

Targeted TV ads sell different 

people different stuff 

This month, New Scientist 

published an article titled: 

Targeted TV ads sell different 

people different stuff. This is how 

they describe it: 

“Networks designate a particular 30 

second slot as “addressable”, 

meaning ads can be swapped in and 

out, then download a collection of 

ads to your box in advance. When 

the slot comes up, the box chooses 

which ad to play based on your 

customer profile. Networks don’t 

know who is watching TV at any one 

time, so they target households 

rather than individuals using publicly 

available data. Since January [2014], 

satellite network Sky has worked 

with credit agency Experian to target 

households in the UK according to 

their income, whether they own their 

home and other demographic and 

lifestyle factors.” 

Excerpted from an article by 

Martin Pollins at: 

http://onesmartplace.com/pay-

attention-tv-targeting-pocket/  
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