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Global GGR advertising and marketing spent accounts for ~25% of 
different betting operators1

≈€7.5B
spent on marketing 
and advertising by 
betting operators 

every year

≈25%

€30B p.a.
GGR for online/ 

mobile and
retail sports 

betting

(Regulated and grey markets;
Excluding gaming, lotteries, 
poker, casino, horseracing)

Of which (%) B€
Sponsoring 36.22 2.72

Affiliate 10.49 786

Classic 31.90 2.39

Digital 21.39 1.60

Source: H2 Gambling Capital; BCG analysis

?

Marketing Spendings of Sportsbooks.|
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Key priorities to tackle: 

– Customer Acquisition

– Marketing & Branding

– Customer Retention

– Regulation & Compliance

– Efficiency of Marketing 

Priorities to improve .|
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Challenges in (online) Marketing .|

Data Silos
Data is not connected. CRM data might exist 
independently to advertising data and onsite 
analytics.

Skilled Professionals
Advertising is moving from disconnected to 
connected to programmatic for every channel 
(Mobile, Desktop, OTT, Audio, TV, DOOH,…), 
skilled professionals are a scared resource.

Regulatory & GDPR
Hard to keep up with constant changes in the 
advertising industry (3rd party cookie dying), 
data privacy (GDPR rulings) and betting 
advertising.   

Customer Insights
Understand and utilize customer segments and 
acquisition funnel by combining user media 
consumption, CRM data, on-site behaviour and 
advertising insights. 

Improve Efficiency
In mature markets, align acquisition and 
retention efforts to reduce cost of acquisition, 
finding eligible supply and effective technology.
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Attribution
Implementing a more data driven approach to 
attribution away from purely last or first touch. 

Identity Management
Implement solutions that co-exist with cookies 
and circumvent the “dying” of 3rd Party-Cookies, 
i.e. implementing NetID, DigiTrust or similar.

Personalization
Deliver consistent messaging from off-page 
advertising and messaging to tailored on-page 
information.

In-housing
Gain more knowledge of digital marketing 
channels by bringing key professionals and 
campaigning in-house to reduce hidden fees 
and tech taxes.

1st Party Data Integration
Activate CRM profiles, on-page funnel behaviour 
and conversion facts for programmatic 
campaigns across channels and devices.

Trends in (online) Marketing .|
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Sportradar ad:s
The next logical 
step for Sportradar
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Why ad:s.|

Sportradar has all ingredients:

Betting data and 
Live-odds 

Betting data 
& 

Live-odds 

Betting Audio Visual
Providing 

MTS & Risk 
Management 

Marketing Services

– Market leading technology
– World Class 1st party data
– Fastest Live Odds
– Global OTT & Widget integrations

Ad:s was created to provide best-in-class
advertising solutions for sports betting
operators, enabling them to acquire new
customers and grow their market share.
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The Key Value Drivers.|

Unique 
consumer 

understanding
and insight

Sector-
specific, all-
party Data 

Management 
Platform

Bespoke 
programmatic 

marketing 
technologies

Networked 
position within 

the supply-
side eco-
system

Best-in-class 
AI content 

products that 
drive betting 
behaviours

Unrivalled, data-
driven marketing 

efficiency for 
ambitious 

Sportsbooks

Better Marketing Performance 

Better Marketing Partnerships

Better Marketing Practice
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Programmatic 
Advertising and 
its advantages 
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Programmatic Advertising explained.|

Programmatic Advertising = Automated buying and selling of online advertising

• Handled through digital auctions

Opportunity to

• Target, segment and reach your audience

• Track, analyse and react to real-time data

Programmatic Advertising gives you the power to

Reach your audience with the right message at the right time on any of their devices.
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Operator

Media 
Agency

Publishers

The Conventional Way.|

Users

Operators book media campaigns directly with publisher

Operators book media 
campaigns through 

media agency



16/10/2019 15© Sportradar AG

Operator

DSP 
Demand 

Side 
Platform

DMP
Data Management Platform

Publishers
Marketplace

Programmatic.|

SSPs

Users

Connection to 
all relevant 

SSPs
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Global Programmatic Advertising Spend.|

62%

65%

68%

2018 2019 2020

*Source(s): Zenith (https://www.zenithmedia.com/65-of-digital-media-to-be-programmatic-in-2019/), Cardinal (https://www.cardinaldigitalmarketing.com/blog/programmatic-display-advertising/)
Digital media refers to all forms of paid advertising within online content, incl. online video and social media, exlc. paid search and classified advertising

Total Global 
Programmatic Spend as

part of Digital Media 
(absolute & percentage)*$70 $85
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https://www.zenithmedia.com/65-of-digital-media-to-be-programmatic-in-2019/
https://www.cardinaldigitalmarketing.com/blog/programmatic-display-advertising/
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Sportradar‘s Programmatic
Advertising Solution.|

Sportradar 

The Sportradar Programmatic Advertising 
Solution is the first global tech stack for real-
time advertising, media and data trading, 
specialized on the gambling industry.

Sportradar
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• Proprietary, highly scalable technology
• 15+ Sportradar data scientist for data modelling
• Full GDPR compliance

Sportradar DMP
Sportradar 
Betting Data & 
Insights

3rd Party 
Data

Access to 50 Mio +  
sports interested MAUs

Sportradar 
Conversion Products

Sportradar 
OTT

Exclusive Traffic 
Partnerships

Owned & 
Operated

Data Management Platform.|
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What‘s next – Self Service.|

Sportradar Data Access

/

Services

Tech-Stack Access 

Support Service

Reporting Dashboard

Analytics Insights

Professional Support

Campaign Management 

Platform Access

Managed ServiceSelf-Service
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What‘s next – Sports Calendar API.|

English Premier League

Serie A

La Liga

German Bundesliga

Austrian Bundesliga

Select League 
Calendars

FC Southampton vs. Bournemouth

Thursday, September 12. 2019 21:00

Set Campaign Strategy

Time until

Publisher 

Media Pressure 120%

The Sun
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What‘s Next - DCO Deployment.|

Generic New Customer Bonus
No customer information available

Customer 1
- Existing customer
- Tennis-fan 
- Freebet promotion

DCO automatically
adapts creatives

based on customer
information

Customer 2
- Mobile-bettor
- Risk-hedging campaign
- Cashback promotion
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What‘s next – User Betting Score.|

Betting Intent Score: 10%

HighLowHighLow
Age

Location
Device

Sports Interest
Page Interaction 

Betting Intent Score: 75%

Session Time 
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Sportradar 
Marketing Cloud

Sportradar DMP

CRM

Affiliate Mgmt.

Push NotificationsE-MailApp

Advertising

Tracking

Social / Search 

Branding RetargetingPrivate Deals

Exclusive 
Partnerships Digital Traffic

Prospecting

Reporting

Programmatic
Creatives

Creative Building

Sportradar InsightsOptimizationSportradar Odds

DCO

3rd Party System

Ad Tech

Video Ad Hosting Display Ad HostingCampaign Management

Sportradar Marketing Cloud
Virtual 

Sponsorship



Thank you.|
Rainer Geier  - Managing Director Digital Platforms & Advertising

r.geier@sportradar.com
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