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0.03% chance of getting hit by lightning

0.04% chance of clicking on a banner ad 
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OMV – Austria’s largest listed manufacturing company – sponsors a wide variety of �
valuable and interesting educational programs for women, such as the “Open Lab” IMBA, �
scholarship programs at the Montanuni Leoben and University of Vienna, the �
“Technikqueens” program for young women and tech, the “Technisches �
Museum” in Vienna, several market research initiatives, and much more. �
�
But, not enough people were learning about these �
activities, so they came to KURIER for some help. �
�
And we delivered. 

!



Using a highly innovative cross-media approach leveraging multimedia content, 
social media, native advertising and programmatic buying, KURIER focused on 
delivering the right people, at the right time, in the right place, to the right content. 






Our unique campaign plan leveraged the power of KURIER.at, the engagement 
of social media, the reach and cost-efficiency of programmatic buying, and the 
trust of print. We challenged the best media agency plans, and we won. 




We kicked off the campaign with 
a roundtable discussion with 
members of OMV’s team, their 
partners, several invited guests, 
and our lead editor (and Careers 
department head), Sandra Baierl, 
a respected and well-known 
journalist with a fantastic working 
knowledge of both OMV and the 
issues at hand. �
�
We created, directed, 
photographed and filmed this 
exclusive event which served as 
the basis for our online hub, 
extended print coverage and 
future content development.




A multimedia campaign hub on KURIER.at served as the central point of 
contact for exclusive content and allowed us to gather significant 1st party 
user data which was used in the programmatic buying phase of campaign.




Social media played a key role �
in engaging KURIER’s audience �
with both serious and fun topics.�
�
Using 1st party data gathered on KURIER, 
we targeted specific groups of our 
audience across all our social media 
outlets to drive the right people to OMV’s 
content on our network.  



OMV trusted KURIER to handle the 
ensemble of the social media planning, 
buying, execution and analysis for the 
campaign. 






OMV was our first strategic partner to take advantage of the new and highly 
innovative “KURIER Campaign Extension”, which offers our top clients the best of 
both worlds: The unique and powerful messaging capability of Native Advertising 
and Content Marketing combined with the data-driven efficiency and reach of 
Programmatic Buying.


Our data-driven programmatic campaign 
also reached our target audience on 
these popular Austrian sites and drove 
traffic back to us: 




Results: “Education Needs Innovation 2014” 

•  9.000.000 contacts via the KURIER Network 

•  4.000.000 impressions via the „Campaign Extension“ 

•  65.000 unique visits to the OMV Education Special

•  16.000 clicks into content via social media 

•  4.000 completed quizzes 

•  Print 1: 422.500 copies to 726.000 readers 

•  Print 2: 209.600 copies to 569.000 readers 

and … 




Results: “Education Needs Innovation 2014” 


“By far our most creative and 
innovative campaign of 2014.”



Christoph Meixner�
Head of Corporate Branding, OMV 
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You can’t invent the future 
by investing in the past.
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