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How Schiphol uses a 
DMP to show 

relevant messages to 
passengers



• Background  + Case

• Our approach

• Unexpected pitfalls & Key takeaways

• Questions





✓ Retarget the visitor for 30 days

✓ Relevant message

✓ Via Google Ads, E-mail and Display

✓ Exclude converted visitor
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Retarget for 30 days

Challenge 1: Waste of budget

Challenge 2: Most relevant service

Challenge 3: The passengers intention
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Orientating Likely to buy



ANALYTICS PARKING



https://youtu.be/6ge6Q3S2ieE


Fills in 
departure date

Time between

Grouped
in audience <5
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>15 <15

<10Audience
switch
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Less than
15 days
before
departure

Less than
10 days
before
departure

Less than
5 days
before
departure

Less than
3 days
before
departure

Keywords
schiphol
schiphol parkeren
reach schiphol

Keywords
schiphol
departure times
KLM01234

Keywords
schiphol
Book parkingspot
P3

More than
15 days
before
departure
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schiphol

?
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? Less than 3 daysLess than 15 days, no reservationMore than 15 days, no reservation

schiphol



Our approach



WHAT

All visitors if we know the
departure date

WHEN WHEREWHO

Our services Parking, 
Voucher and App

Our services are most 
relevant

On the channel which
has the most potential

Content

Technique

Campaigns



Blueprint
Draw who, what, when, where

Goal: clear understanding about the journey
1. Are there gaps?
2. Does everyone agree?
3. Are we able to build this?

Take-away 1: Re-think your
journey before you start building. 



>15 days before

User

Parkingspot 
booking

Voucher 
download

<15 days before

Visits flight 
detail page

E-mail
Special offers 

Shop & Collectie

User

Display
Parking top-of-

mind

SEA
Parking 

Conversion

Display
Shop offer 

Display
Horeca offer

Display
Voucher 

conversion

SEA
App 

conversion

App download<15 days before

Audience DBM Voucher
flight_date less than 5 days
last_parking_product none
parking_converted none
voucher_converted false

Audience Google Ads Parking: Welke producten?
flight_date less than 15 days
last_parking_product [product]
parking_converted false
voucher_converted none

Audience DBM Retail / Horeca
flight_date less than 10 days
last_parking_product none
parking_converted none
voucher_converted none

Audience App Download
flight_date less than 2 days
last_parking_product none
parking_converted none
voucher_converted none

3 days before10 days before 5 days before15 days before

Check 
parking 
availability

User User

WHO WHAT

WHEN

WHERE



Do we target the passenger before departure?

Target the passenger when our services are most relevant
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Target passengers based on # days
before departure

Are these audiences big enough?



Important because:
• Minimum of 1.000 cookies to start
• Everyone has the same expections

>15 330 days Campaign
period

5

<5

<3

>15 <15

<10

Take-away 2: Estimate your 
audience and potential results 
before you start. 

Audience by start New users from start Users switch5 Audiences



Less then 15 days Estimation

Audience 60.000
Reach 30% (18.000)
CTR 26%
Conversionratio 19%
Bookings 880

3

Actual

54.000
13% (7.000)
21%
21%
309

Take-away 3: Make sure your 
audience is big enough. It’s 
hard to find your audience. 



Technique



Snowplow tag

API

API 

API

Update audience 0-48 hours

Update audience twice a day



Days

Days

Less than 3 days
before departure

Exclude all
departed
passengers

Take-away 4: Be aware of the time 
it takes to update the audiences.



Pitfalls & 
Take-aways



1. Take your time to draw and rethink your bueprint.

2. Estimate your audience.

3. Make sure your audience is big enough.

4. Be aware of time to update the audience.

5. Don’t underestimate the work within the channel. 

DMP is no marketing automation.
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Thank you…
Questions?


