
ADAPTING OUR OVERALL TV APPROACH TO A PLATFORM 
INDEPENDENT REALITY

RETHINKING HOW WE SELL 

OUR TV INVENTORY



BY THE BOOK?



BEST AD 

ENVIRONMENT



TRENDS





GROWING

PREFERENCE

FOR LIVE



1 PR

2 PRODUCT

3 PRICE



SETTING THE AGENDA FOR THE 

FUTURE OF TELEVISION

https://www.dagensmedia.se/medier/rorligt/har-ar-tv4-s-mest-sedda-reklamfilm-under-2017-6888998#conversion-751415718
https://www.dagensmedia.se/medier/rorligt/har-ar-tv4-s-mest-sedda-reklamfilm-under-2017-6888998#conversion-751415718


1 PR

2 PRODUCT

3 PRICE



WHAT DO THE CLIENTS 
ACTUALLY NEED 
AND 
WHAT DO WE ACTUALLY 
WANT TO SELL?

CLIENT CENTRIC



K.Y.D

.KILL YOUR DARLINGS



Changed our core target group

Changed (all) our rbs targets

Changed channel packaging

Added data enriched targets

Changed dayparts

Changed business rules

Changed campaign handling



Bridging every single change

Always client centric

Maintaining certain flexibility

Take steps towards our vision



1 PR

2 PRODUCT

3 PRICE



What do the clients actually 
need 
and 
what do we actually want to 
sell?

CLIENT CENTRIC

WHAT DO YOUR SALES 
TEAM NEED IN SUPPORT
AND 
WHAT DO YOUR BUSINESS 
NEED IN VALUE?

SALES CENTRIC



Invest long-term

TV quality as standard

Overall performance

Balance product effect 

Negotiation and clients




