
Time doesn’t slow down, it just seems to get quicker, and before we know it we’ll be 
into the third decade of the 21st Century. In just 24 months we’ll hit the year 2020 
– and at that point the Middle East’s ecommerce market will be worth a massive $20 
billion. That growth’s being driven by one thing: the change in how consumers look 
for and buy products. 

With that in mind, IDC’s Vice President of Retail, Ivano Ortis, had a stark warning at our 
recent Exec Connect event in Dubai: “Businesses will need to adapt if they’re not going 
to lose touch with their customers.”

And by adapt, he didn’t mean doing it in isolation – he meant coming together to 
respond to the new, interconnected way that shoppers buy products. He saw the more 
sophisticated, collaborative use of data as central to the way retailers target shoppers. 
It helps them stay at the forefront of shoppers’ minds, and better react to a shifting and 
competitive market.

He mentioned that currently, only 3% of retailers are developing customer experience 
models that deliver dynamic and real-time updates, across multiple platforms. And, 
with mobile transactions now accounting for 80% of sales in the region (a 30% increase 
from 2016), and 81% of shoppers in the UAE using multiple devices across their 
purchasing journey, harnessing the power of mobile marketing and advertising is a 
huge opportunity.
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Azur Digital’s Managing Director, Stephane Paraiso, explained why he views 
successful personalization as the solution to that challenge. If people feel that 
that they’re being listened to and they’re being talked to on a 1-to-1 basis, better 
relationships follow. He explored this further by sharing recent campaign examples, 
which showed a 40% improvement in conversion and lifetime value rates. 

So, the message was clear: Changing behavior is a rich opportunity for brands. But 
only if they can deliver a tailored and relevant experience to individuals — one that 
mimics their buying patterns, and connects them with what they want, on the right 
device, at just the right moment. 

It’s here that Criteo’s regional Managing Director, Dirk Henke, said the Criteo 
Commerce Marketing Ecosystem (CME) comes in. The CME is an open and 
trusted environment where retailers, brands, and publishers collaborate to drive 
profitable sales. Powered by machine learning technology and massive amounts of 
shopping data, our ecosystem is optimized for commerce and delivers the highest 
performance at scale.

You can see a video summary and voxpops from the event here.

If this is a topic you’re interested in, take a look at our Smart Marketer’s Guide to Omnichannel. 

You can also read more about how Criteo’s Commerce Marketing Ecosystem could help you 
succeed in the new age of recommendation here. 

Criteo’s EMEA Exec Connect initiative provides a professional forum for senior marketers to 
discuss the most pressing issues affecting Commerce Marketing today. For more information 
on upcoming events, please visit our Exec Connect Hub. 

https://www.youtube.com/watch?v=jRfRFz_WsVI&feature=youtu.be
https://www.criteo.com/insights/omnichannel-ebook/
https://www.criteo.com/insights/ad-tech-firm-criteo-launch-data-cooperative-help-retailers-take-amazon/ 
https://www.criteo.com/insights/category/emea-exec-connect/

