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Got a view? campaignme.com               @campaignME               Campaign ME                 campaignme@motivate.ae  

As we waited for our separate Ubers recently, a friend and I watched their progress on 
our phones, and were arguing over which one would reach us first. There was traffic, 
signals, a wrong-turn. There was suspense and drama. All while waiting for a cab, not 
even being in one.

As I edited the digital agency and ad tech guide you hold in your hands, I thought of this. 
One aspect where technology and marketing work together is gamification. Look through 
our listings of agencies that can help you make a dull experience – like waiting for a cab – 
more exciting, and the tech companies that provide the wizardry to make that happen.

And read the predictions of industry experts who say that gamification is one of the 
advances we should look out for in the coming years.

Those Ubers were picking us up from a quiz. Which we had lost, demonstrating a 
distinct lack of intelligence on our part. But artificial intelligence is another term that 
comes up a lot in these pages.

AI has been bandied about for a long time, and there’s no denying that it still has a way 
to go before robots rule our world. But in terms of ad tech, deep learning is pushing AI 
further and faster than ever before. The right ad technology can crunch customer numbers 
from first-, second- and third-party data to know what ads to target at who, and where 
they should be shown.

There is also a lot of talk of omni-channel marketing. This is where ad tech and old-
fashioned, offline advertising work together. Today a consumer might research a car on 
his mobile after seeing it in an ad, take a test drive in a showroom, go back to her desktop 
to order the specs exactly as she wants them and have it and have it delivered to her door, 
paying digitally.

That cross-over isn’t just between online and offline, digital and traditional. There are 
also those blurred lines within digital communications and ad tech that we see throughout 
our industry. Lots of the companies listed in these pages were once traditional agencies. 
Many of them still are, but with digital capabilities built-in. That’s the new normal. And 
many of the companies in the first part of our listings, of digital agencies, reappear in the 
second part, dedicated to ad tech companies.

An agency that once simply bought media will now have fully fledged digital 
capabilities and even own its own technology. The game for every player in the industry 
is keeping on top of the right technology and staying relevant. And we will watch that 
happening on our screens.
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Wazeem 
afzal
General manager, 
Transact

Many companies 
focus squarely on 

the outcome rather 
than the output, 

leveraging a host 
of external factors 
from competitive 

pressure to 
marketplace 
dynamics to 

influence their 
business direction. 

 ‘D
on’t be dazed by the complexity of 
the technology landscape.’

This statement consistently made 
the headlines in most high-profile 
industry conferences both 

regionally and globally in 2017. There is no 
denying the fact the technology landscape is 
complex and getting more crowded, and is still 
evolving very quickly. Even though it does 
garner a lot more attention than ever, very few 
people can figure out where to start.

Technology continues to advance, which 
means the landscape will become even more 
fluid in the immediate future. And that’s OK. In 
fact, it’s a positive sign. As investments in 
marketing services continue to grow globally 
with this evolving digital, media and consumer 
landscape, we see a lot of opportunities for 
strategic discussions around technology coming 
to the fore. 

Many companies focus squarely on the 
outcome rather than the output, leveraging a 
host of external factors from competitive 
pressure to marketplace dynamics to influence 
their business direction. While this is not a bad 
approach, there is a missed opportunity in not 
looking at internal factors, of which tech is an 
important element.

Clients and agencies have covered significant 
ground with the integration between agency 
partners, channel planning and execution, and 
measurement of marketing investments against 
the bottom line. There is still both an 
opportunity as well as an essential need to build 
true integration across the tech ecosystem. After 
all, it is the foundation that connects insights 
with data, content with consumers and 
performance with results.

The complexity in the tech landscape is so 
vast that the industry started long ago to define 
what piece of tech sits where and thus the 
terms ‘mar tech’ and ‘ad tech’ started to 
surface. Yes, I’m sure you’d have heard of these 
and wondered if the distinction adds any value 
to the ultimate objectives.

I have considered many points of view on why 
people believe mar tech is different from ad 
tech. One view is that ad tech is for paid media 
investments and earns its revenue from a share 
of investments, while mar tech addresses owned 
assets and earns its revenue from software 
subscription models.

Regardless of the view you subscribe to, 
simply put, these technologies, whether they are 
managed in-house by a client or outsourced to a 
partner, help us achieve what we have always 
aimed to deliver in marketing: higher revenue 
for our clients’ businesses.

Something has changed though: technology 
no longer sits with IT departments where 
CTOs make all the big decisions. Today, it has 
moved down to every function of the business. 
To succeed in moving the bar on performance in 

an ever-changing consumer landscape, we must 
align tech with the understanding of the real 
data we need and, more importantly, act upon it 
to unlock synergies.

The convergence of mar tech and ad tech will 
require a whole new mindset to adopt and 
implement an all-encompassing solution that is 
truly inventive and helps brands increase their 
competitive edge. 

As brands fine tune their 2018 business 
strategy, there are many facets of marketing and 
advertising competing for their budget. The 
best advice is to make technology a top priority 
and not allow the complexities to become a 
hurdle. The plethora of technology platforms 
may appear a little overwhelming but digital 
shouldn’t be confused with technology. To make 
sense of it all, companies should start by 
assessing their platform or technology needs 
from an end-to-end point of view. They need to 
also place equal importance on integration 
within and across the platforms as much as 
adoption and implementation of the tech stack.

Our imperative should be to think more 
broadly, adopting an end-to-end approach and 
acting in a more integrated way. Ultimately, we 
need to work together as agency, brand and tech 
leaders to drive the technology agenda forward 
and ease our clients into adopting them from 
start to finish. Once we do this, we will not only 
benefit but win, including as consumers.

Technical differences
Marketing and advertising’s tech landscape is certainly complex, but 
it needn’t be too confusing, writes Wazeem Afzal, general manager 
of Transact, OMD’s e-commerce arm
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Digital agencies

Active DMC was founded in 2003 with a vision to revolutionise the marketing industry 
and be innovative with every campaign, big or small. It is a vibrant agency that 
challenges itself every day to leverage best practices through creativity and a diverse 
set of communication disciplines to deliver excellence. A founding member of the PRCA 
Middle East chapter, it is committed to upholding the code of ethics and putting 
continuing professional development programmes in place. Active DMC is Hotwire 
Global’s exclusive partner in the Middle East.

SpecialiSmS Public relations; influencer relations; social & digital marketing; lead 
generation; video content & production.

Founded: 2003
Heads of company Sawsan Ghanem and Louay Al-Samarrai
info@activedmc.com
www.activedmc.com
+971 4 433 5226

active Dmc

What are the biggest challenges facing 
digital communications today?
First and foremost, just keeping up with the 
digital industry itself is a challenge primarily 
because of how quickly it changes. In the Middle 
East alone, the cross-border data flow 
connecting the Middle East to the world has 
increased more than 150-fold in the last decade. 
Some countries in the region have more than 
100 per cent smartphone penetrations and more 
than 70 per cent social media adoption – that’s 
even higher than in the United States. 

Apart from that, we have seen marketers 
struggling to keep up with the algorithms  
of the social search giants Facebook, Google  
and Instagram. The tightening up of how feeds 
work has led companies to either invest more in 
ad dollars to see value or look at other options 
such as influencer marketing. Another trend 
affecting marketers is security. With more and 
more vulnerabilities, brand marketers are 
needing to set up their own protocols and secure 
digital environments to protect themselves and 
their customers. 

 
What are the biggest changes 
happening noW?
Just a few weeks back, Facebook announced that 
it was changing its newsfeed algorithm. 
According to Facebook, the algorithm is being 
tweaked to “prioritise posts that spark 
conversations and meaningful interactions 

executive vice-president, global 
head of digital brand lab, hotwire

 inDuStry SnapSHot 
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between people” and to “prioritise posts  
from friends and family over public content”. 
This means, from a marketer’s point of view,  
the newsfeeds will begin to lose relevance. 
Marketers now need to focus on more 
meaningful content that reinforces key  
brand messages.

In the UAE, we are starting to see more and 
more shoppers shop online – even more so now 
with Amazon’s acquisition of Souq.com. This is 
vital to marketers as social media is driving 
customer behaviour. Nearly 50 per cent of 
shoppers are engaging in online promotions and 
more than 52 per cent use social media channels 
to check product reviews or shop.

What are brands and clients asking for?
It goes without saying that because of all these 

changes, both brands and clients are looking for 
bigger budgets. We are also building out 
influencer teams internally for both B2B and 
B2C as a way to prepare for direct and more 
meaningful consumer outreach.

 
hoW do you expect to see digital 
communications transform in the next 
year or so?
I expect digital communications to put a greater 
emphasis on paid conversationalists, such as 
chatbots. This will likely happen in the form of 
Facebook Messenger, WhatsApp or branded 
sites. This is going to be an exciting area to 
watch for sure.
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Digital agencies

ArtefAct MeNA
founded 1998
Head of company Guillaume de 
Roquemaurel (global), Jan Klawer (MENA)
hello-mena@artefact.com
www.artefact.com
+971 4 434 3249

Artefact (formerly NetBooster group) is a digital marketing, data 
consultancy and data science and AI agency. Solutions focus on building 
big data ecosystems and applying them for increased performance of 
marketing activities. Artefact has offices across 17 countries (including 
one in Dubai) and serves more than 600 clients including AccorHotels, 
Orange, Carrefour and Emirates.  

SpeciAliSMS Marketing (media activation & creation); consulting 
(strategic consulting & data science); technologies (artificial intelligence  
& big data ecosystem).

elevision Media
founded 2011
Headquartered Dubai
info@elevision.ae
www.elevision.ae
+ 971 4 360 8089

“With a network of 800 digital elevator screens, in more than 180 of the UAE’s most 
exclusive towers, Elevision Media offers advertisers unparalleled access to the region’s 
most affluent consumers. Using state-of-the-art technology, Elevision delivers engaging 
up-to-the-minute content to its 200,000 daily viewers. Elevision enables clients to tailor 
their advertising campaigns, maximising relevance, impact and results.”

SpeciAliSMS Targeted advertising solutions; digital out-of-home advertising; 
digital signage; content production.

Bravo romeo by AJ 
founded 2017 
Head of company Meredith Carson
hello@bravoromeobyaj.com
bravoromeobyaj.com
+971 4241 6186

“Bravo Romeo by AJ is here to help businesses communicate artfully in the digital world. 
We are data-driven content marketing and communications strategists, new media 
storytellers, analysts and reputation managers. We develop audience-centric marketing 
communications plans that resonate, create impact and deliver measurable results.”

SpeciAliSMS Integrated marketing communications, digital marketing, data-
driven content  marketing, crisis communications, newsrooms and war rooms.

Bruce clay Middle east
founded 2015
Head of company Neal Patel, managing director
npatel@bruceclay.com
www.bruceclay-me.com
+971 4 456 0393

“BCME marks the entry of the SEO specialist in the region as a leading 
provider of ethical SEO, with an emphasis on holistic web marketing (internet 
marketing optimisation). We are a Google AdWords certified company, with 
our proprietary SEOToolSet. Bruce Clay is headquartered in LA, with 
international offices.”

SpeciAliSMS Search engine optimisation; pay per click; social media 
management; web design; analytics and CRO.

essentially precise
founded 2007
Heads of company Ashik Hasim & Gopal Aswani
www.tobeprecise.com
+971 4 421 1688

“Can you alter a consumer’s decision? We can. Every consumer has a decision-making 
process. Every consumer goes through multiple touchpoints of influence. And, finally, 
every consumer is connected digitally. Essentially Precise uses the right tools at the right 
time to add value to the consumer, thereby bringing consumers and brands together.
Thereby altering a decision. That’s our goal. Essentially Precise is a full-service digital 
marketing and technology agency that offers end-to-end process of ideation, design, 
strategy, content, engineering and delivery of digital marketing solutions on the web as 
well as mobile platforms. Essentially Precise is part of Precise Communications.”

SpeciAliSMS Direct marketing (SMS/email); web design & development; SEO; 
online media buying; social management.
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Digital agencies

“C2 Native is a leading data-tech tailor entity operating in the Middle East, 
empowering business processes through binary disruptions. Combining 
more than 30 years of market knowledge with the latest data-driven 
communication technology, we empower our partners to benefit from the 
limitless possibilities of modern marketing.”

SpecialiSmS Automated marketing solutions; data management and 
business integration; digital experience and web and journey architecture; 
data & AI; social media strategy & planning.

Founded 2017  
Head of company Tony Husseini
ainia@c2native.io
www.c2native.io
+971 4 351 5133 

c2 Native

What are the biggest challenges facing 
digital communications today?
Do you even data? While marketing 
professionals worldwide are bracing themselves 
for Digital Era 2.0, the Middle East is barely 
embracing Digital Era 1.0. 

The fact that allocating 65 per cent of 
communication spend on 30-second TV spots may 

account management lead 
at c2 native

 iNduStry SNapSHot 
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not be ideal for exhausting the declining yearly 
marketing budget is a very recent epiphany.

Digital maturity is increasing amongst 
agencies, clients (C2 Native teams see fewer 
confused faces in meetings) and, most 
importantly, consumers.

The target audience is a well-informed, 
tech-savvy and unpredictable beast – with a 
non-linear journey comprised of online and 
offline behaviour.

Therein lies our biggest challenge: converting 
this beast without usable quality data (unavailable 
due to siloed data collection processes). C2 
Native has witnessed, first-hand, situations of a 
single organisation deploying as many as three 
different CRMs across departments.

And finally, relevancy poses the ultimate 
challenge in a world of ad democratisation by 
adblocking millennials who demand only 
relevant content.

What are the biggest changes 
happening noW?
From B2C to H2H – the “segment of one”. 
Targeting isn’t enough without tailor-made 
content for every segment. Hyper-
personalisation allows brands to have 
one-to-one conversations in “glocal” 
environments where stock messages are 
ineffective. The only solution is moving from 
campaign-centric to consumer-centric methods, 
with messages reacting to micro-moments in 
consumers’ everyday journeys.

Automation will save us. Maybe. With 
exponentially increasing channels and 
one-to-one messages, implementing efficient 
marketing campaigns without automation 
technology is impossible.

What are brands and clients  
asking for?
Get your data together. Clients are more 
aware of how technology can improve 
communication, and are investing in new skills 
to reflect this. As a result, transparency between 
client and agency is making headlines – 
something that we at C2 Native have always 
taken as basic business-relationship etiquette. 

It’s crucial to share data usage and media 
spends with clients who increasingly demand 
data-driven rationales for their campaigns. No 
more qualitative “I’ve got a good feeling about 
this” explanations. “Show me the numbers”  
is the motto of the moment. This is evident  
in big global networks losing behemoth 
accounts to smaller agencies that provide 
trust-building experiences. 

hoW do you expect to see digital 
communications transform in the next 
year or so?
Business automation for business 
transformation. Marketing departments are 
finally embracing the wave of onboarding 
platforms that every other department adopted at 
the beginning of the decade. 

No more push-backs – C2 Native expects 
significant increase in digital maturity and a new 
brand communication environment in this age 
of automation. 

The future is AI-centric but powered by 
human strategies. And the right combination of 
the two is what C2 Native aspires to pioneer.
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Digital agencies

“We solve complex business challenges through digital marketing, 
ecosystems and products, driving digital strength and brand loyalty. We 
believe in ideas without limits, pushing the boundaries of technology and 
creativity. We’re passionate about the power of digital, and our collaborative 
culture helps us deliver flawless execution and create transformative work.”

Isobar is a Dentsu Aegis Network agency.

SpecialiSmS Social media; mobile; digital advertising; digital content.

“Combining our unrivalled specialism in specific digital activities 
with a strategic, differentiated approach, we are able to meet our 
clients’ more complex needs in the fast-paced and constantly 
evolving digital landscape, driving business performance.”

iProspect is a Dentsu Aegis Network agency. 

SpecialiSmS Search; social media; mobile; digital advertising.

iprospect 
Founded 2012
Headquartered Dubai
Head of company Iyad Tibi, regional general manager
iyad.tibi@iprospect.com
www.vizeum.com
+971 4 447 4996

“More than ever, there is an increased demand for effectiveness and 
efficiency from media investments. Amnet’s strategic, programmatic 
approach delivers both. We drive awareness, acquisition and traffic using 
a wealth of audience data insights, applying our knowledge to everything 
we do for programmatic campaigns from strategy to execution.” 

Amnet is a Dentsu Aegis Network agency.

SpecialiSmS Programmatic

Founded 2014
Headquartered Dubai
Head of company Siddhi Dhavale, director of Amnet and digital buying 
siddhi.dhavale@amnetgroup.com
www.amnetgroup.com
+971 4 447 4996

amnet

Founded 2015
Headquartered Dubai
Head of company Karim Khalifa, CEO
www.isobar.com
+971 4 447 4996
karim.khalifa@isobar.com

isobar
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Digital agencies

“It is more than just ‘storytelling’. It’s composing the right story for every brand before 
narrating it. We go beyond social & digital. We give life to brands, transforming logos to 
identities. We adopt the 360-degree approach: in a virtually innovative world, every side 
of your story needs to be illustrated.”

SpecialiSmS Social media marketing; digital advertising; online/offline gamification; 
creative branding; experiential marketing (with focus on virtual reality and augmented 
reality); brand activation; chatbots; responsive websites and mobile apps.

Founded 2014
Head of company Roger El Tawil
dmn@dubaimn.com
www.dmnadvertising.com
+971 4 422 9484

DmN Digital 
ageNcy

What are the biggest challenges facing 
digital communications today?
Firstly, there’s the challenge of content. Once, 
consumers only looked for the ‘What’. This is 
the era of ‘How’ and ‘Why’. More consumers 
are looking for engaging content that’s genuine, 
relatable, and encourages participation. 

Along with that, there are the rapidly changing 
trends and norms. You need to have a mind like 
water, capable of rapidly adapting to the 
changes. By reading the ebb and flow, you can 
leverage on change to seize opportunities. 

Another issue is that while the industry is 
continuously growing, it seems that budgets 
aren’t. This can be overcome by spending time 
with the decision makers, helping them further 
understand the metrics behind-the-scenes.

Talent recruitment and retention is another 
challenge. With the evolving platforms and tools 
of the industry, sometimes a BA degree from 10 
years ago isn’t enough to keep up. 

What differentiates digital marketing in 
the mena region from international 
digital marketing?
The region is so culturally diverse that the 
language and terminology being used becomes 
vital for formulating strategies. On top of that, 
it’s known that consumer preferences vary 
widely between each of the countries.

Due to the differences in Arabic across the 
MENA region, visual content is king. As a 
result, Instagram has witnessed more frequent 

ceo, dmn
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use over the last couple years. 

What are brands and clients  
asking for?
Whether they’re new to digital marketing  
or not, it all comes down to two words:  
standing out.

hoW do you expect to see digital 
communications transform in the  
next year or so?
Everyone is under pressure to deliver their 
business. They want to do more for less, driving 
the need for transformation. Digital 
communications will enable businesses to do this.

It will be done through data – driving 
marketing and mass personalisation through 
data collection, targeting consumers and 
improving CRO conversion rates through SEO. 
Essentially, converting business and sales from 
clicks and content.

There’s also the dramatic growth  
of chatbots and AI. Already making  
a noticeable impact today, the possibilities  
down the line are exciting. Its further 
refinement could also elevate the already  
strong performance of gamification.

Another exhilarating prospect is purchasing 
through “touchable videos”. The idea of 
watching a video and being able to buy what a 
person is wearing by simply clicking on it 
sounds incredible. This would open the doors to 
great opportunities for more creativity.
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Digital agencies

Memac Ogilvy
Founded 1984
Head of company Patou Nuytemans, CEO MENA  
and chief digital officer EMEA
info.dubai@ogilvy.com
www.memacogilvy.com
+971 4 332 0002

“At Ogilvy we aim to make brands matter at every level. Our customer engagement & 
digital practice makes brands more valuable to customers, and customers more valuable 
to brands. We make the connection more personal. The relationships richer. The results 
bigger. Our practice counts 5,500 employees across 40 countries. But we’re at our best 
when focused on an audience of one.”

SpecialiSMS Content engagement; direct & customer relationship marketing; 
performance marketing; website & mobile development; digital consulting.

The Gamifiers
Founded 2013
Head of company Yehia el Katib, commercial director 
yehia@thegamifiers.com
www.thegamifiers.com

The Gamifiers is specialised in designing and implementing gamification programmes 
and technology – both customer- and employee-facing – to boost engagement, 
motivation and retention on web/mobile and apps. Celebrating five years in the region, 
The Gamifiers has delivered successful programmes to Microsoft, McDonald’s, Hardee’s, 
MasterCard and CocaCola among other leading brands and government clients.

SpecialiSMS Gamification programme design, consultancy, gamification 
technology platforms, gamification programme ongoing management.

Havas Media Middle east 
Founded 2005
Head of company Dany Naaman, regional managing director
info@havasmediame.com
www.havasmediame.com
+971 4 455 6701

“With more than 24 different nationalities from around the globe and 12 languages 
spoken, Havas Media Middle East is a global hub of talent and expertise, with 
proximity to our clients and to our city. Our hybrid teams of digital specialists are central 
in providing an engaged, client-focused service with an abundant local understanding 
and international insight.”

SpecialiSMS Programmatic, SEO & SEM, data & analytics, mobile marketing, 
social media.

“Founded in 1864, J. Walter Thompson Company has been  
making pioneering solutions that build enduring brands and 
business for more than 150 years. J. Walter Thompson MEA  
is one of the leading communication agencies in the region  
with 27 offices in 24 markets, delivering communication-based 
business solutions across all channels.”

SpecialiSMS Integrated advertising, design, production;  
brand consultancy; comms engagement strategy; brand activation  
& shopper strategy; digital, social & content strategy; data analytics  
& intelligence; social media monitoring & reporting; influencer 
marketing & engagement.

MeNa parTNerS AMRB, Mediacom, Mindshare, Mirum.

Magna Global
Founded 2005
Head of company Bassem Massoud, regional managing director
info@magna-global.com
www.magnamena.com
+971 4 445 4647

“Magna is a full-service agency that provides communication solutions across the 
MENA region, focusing on the two most important currencies in media today: 
conversations and engagement. We combine the power of data and technology with 
creativity and innovation to devise tailor-made business solutions that deliver business 
results. Our core strength lies in our ability to understand the distinct needs of consumers. 
With that in mind, we work towards creating effective media strategies, building 
dynamic media plans and adding value to businesses through optimised media buying.”

SpecialiSMS Media planning & buying; search & bid management; social 
monitoring, strategy & community management; mobile strategy & execution; programmatic.

Founded 1984
Head of company Sasan Saeidi, CEO Gulf
sasan.saeidi@jwt.com
www.jwt.com/en/dubai
+971 4 369 8400

J.WalTer 
THOMpSON Dubai 
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“Digital Media Services (DMS) was incorporated in 2010 as the official digital 
media arm of Choueiri Group. Today, the company extends a premium portfolio of 
online/mobile offerings, which reach 120 million unique users, generate 2 billion 
page views and serve more than 3.2 billion ads per month. Aligned with Choueiri 
Group’s commitment to – and focus on – digital, DMS received a brand makeover in 
April 2017, which expresses its unique strength as the true voice of independent 
publishers. DMS is headquartered in Dubai, with presence in key regional markets.”

SpecialiSmS Research & big data; branded content/native content distribution/
engaging media formats; bespoke audiences; programmatic solutions.

Founded 2010
Head of company Michel Malkoun, COO
www.dms-cg.com
+971 4 454 5454

Digital meDia 
ServiceS

What are the biggest challenges facing 
digital communications today?
The biggest concern is privacy, which ignited 
the GDPR that will take off in May 2018, and 
later on the e-privacy regulation. This will touch 
EU citizens browsing an EU-based website, so 
why is it of concern in our market? Because 
DIFC has taken the same regulation as 
published in the EU and made it available in the 
UAE. The data breach penalties that will shortly 
come into place could see fines of up to 
EUR20m or 4 per cent of annual turnover. 

What are the biggest changes 
happening noW?
Impersonal email blasts and ads are going the 
way of the fax machine. Becoming hyper-
targeted and focusing on personalising every 
interaction is becoming increasingly important. 
Personalised landing pages should be connected 
to every one of your advertising campaigns. 
Attention is a currency, and building a 
personalised connection with prospects will be 
critical for digital marketing in 2018.

Companies seeking to enhance market reach, 
brand relevance and engagement can benefit by 
implementing native advertising. Using native 
language and your proprietary tools increases 
the opportunity to expand viral sharing and can 
lead to developing a more involved relationship.

commercial & technology 
director, dms

 inDuStry SnapSHot 

IMAD 
SARROuf

What are brands and clients asking for?
Measurability, viewability and brand safety.

hoW do you expect to see digital 
communications transform in the next 
year or so?
The last decade of digital marketing has been 
ruled by the companies with the most 
compelling algorithms. However, we’re starting 
to turn the corner on the development of 
machine learning technology, such that software 
is now making smart-outcome-based decisions. 
By analysing billions of data points on a monthly 
basis, we are on the verge of linking the same to 
an AI engine. We are still crafting the outcome 
as we want this initiative to make sense to our 
business both internally and externally. 

In the next few years marketers will focus on 
measuring online and offline advertising as a 
whole to understand how digital is contributing 
to the entire media ecosystem; however, 
agencies and advertisers will increasingly face 
multiple challenges when trying to achieve this 
holistic measurement. An advanced attribution 
model will be needed to capture the data, and at 
a Choueiri Group level, with our vast publisher 
and broadcaster footprint, we are positioned to 
bring such an attribution model to marketers to 
help them focus on cross-media measurement to 
understand their ROI.
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Measurement challenges 
in a digital world
IMad 
Sarrouf
Commercial & technology 
director, DMS

The ideal 
approach is to 

examine our target 
audience to serve 

the consumer 
the best user 

experience, and 
we offer brands 

the ability to 
prevent their ads 
appearing within 
content selected 

using negative 
keywords. 

 I
n MENA we are seeing that some 
multinational brands are becoming 
increasingly interested in ad verification. 
Following the brand safety and metric report-
ing issues that took the global ecosystem by 

storm, brands and agencies are more aware than 
ever of the need for transparent and accountable 
ad verification, with clear brand risk 
management and verified viewability metrics. 
These considerations are now becoming 
top-of-mind for several brands, due to media 
attention and an increased need for better 
education on transparency issues. 

As DMS, we are making good progress to 
ensure brands and agencies alike are aware of the 
need for accountability and trust, explaining what 
this involves and what impact verification 
measures will have on ROI. Shedding light on 
brand safety, we are strong believers in offering 
brands a safe haven to engage with consumers. 
High-quality content is a key ingredient, and 
making sure it is moderated, proofed and 
published after an editorial approval are key 
processes to premium publishing. It is such 
processes that editors and journalist follow  
to deliver quality news to readers across all 
premium publishers.

Beyond the IAB/MRC viewability standards, 
we are seeing different requirements coming 
from brands, which can make for a confusing 
setting – some are asking for 100 per cent of ads 
in view; others are asking for video viewability 
metrics beyond 50 per cent and 2 seconds. At 
DMS, we were first to adopt the IAB/MRC 
standards in MENA, and we signed with MOAT 
more than a year ago to help us achieve those 
milestone goals with publishers and answer 
brands’ requirements in this regard.  

We encourage brands and agencies to 
consider ad viewability as part of a wider 
verification solution. Rather than an isolated 
metric, ad viewability should be viewed as the 
first step to guarantee a brand’s opportunity to 
reach users. The ultimate goal is to understand 
how users engage with an ad, taking into 
consideration factors such as exposure 
duration, frequency, context and the impact  
on the consumer’s ad interaction.

Last year was a challenging one for the digital 
advertising industry, with ad fraud and brand 
safety issues dominating the media headlines. 
Transparency within advertising has also been a 
repeated melody. While we have seen progress in 
this area with the rising importance of 
independent verification such as MOAT and IAS, 

there is still more to be done.
Take the mobile apps ecosystem as an example. 

Consistent viewability measurement is a 
nightmare for anyone working in ad tech and app 
development. Measurement companies validate 
such measurement with the big players, then 
brands and agencies pursue the same and apply it 
across the board, and suddenly publishers outside 
the social and search ecosystem take the hit. As 
such, their voice was heard and the IAB took 
charge and have created and made available a 
beta version of an open source software 
development kit (SDK) framework to simplify 
measurement in-app. This SDK creates a single 
measurement point that can be widely adopted 
and built on, and will tackle fragmentation from 
cross-device usage. DMS is planning to start the 
implementation of the IAB Open Measurement 
SDK once it is fully released, hopefully this June. 

When it comes to brand safety, this isn’t a new 
problem. The possibility of an ad appearing next 
to undesirable or inappropriate content without 
human oversight has existed for a long time. This 
type of reputation risk was long thought of as 
part of the cost of doing business, just as 
non-viewable ads and invalid traffic were once 
assumed to be part of doing business in digital. 
The ideal approach is to examine our target 
audience to serve the consumer the best user 
experience, and we offer brands the possibility to 
prevent their ads appearing within content 
selected using negative keywords. 

Brand safety is important, but advertisers 
shouldn’t feel a need to take drastic measures that 
sacrifice reach online. Marketers must understand 
the brand safety challenge to effectively protect 
the brands they represent. That includes learning 
what brand safety really is, and focusing on 
cultural trends that complicate it today, especially 
in MENA countries that have many cultural 
differences. It also means learning why the issue 
requires cross-industry collaboration – from 
marketers and publishers to social platforms, 
technology providers and academic experts. The 
three steps that should be worked on 
collaboratively are:

1. Define brand safety for your brand, as it can 
be subjective;

2. Refine brand safety with contextual data. A 
simple blacklist won’t do the job;

3. Rely on experts to identify fake news. This 
requires human identification. 

I believe the formation of the IAB GCC, of 
which DMS is a founding member, will help. 

Having worked in the digital media industry for more than 13 years, Imad Sarrouf has seen the industry go 
through several periods of change. He has been managing the development and application of digital media 
since the early days of the internet. His career has been centred on digital media planning and buying, digital 
publishing, ad technology management and product formation. His role at dMS is focused on developing and 
reinforcing the company’s vision, values and commercial policies, while aligning the latest digital media and 
advertising solutions with the needs of leading brands and industry trends. as dMS looks to improve digital 
advertising’s reputation in MENa, maintaining transparency and quality within the digital ad industry will be key.
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Never lose your s ense of wonder

PHD 
Founded London in 1990; Dubai in 2006;  Abu Dhabi in 2008; 
Riyadh in 2010; Beirut in 2017
Heads of company Elda Choucair (CEO, MENA), Luca Allam (MD, 
UAE), Maroun Hassoun (GM, Lebanon)
info.uae@phdmedia.com
www.phdmedia.com 
+971 4 457 4570

“Guided by a philosophy of ‘finding a better way’, PHD is renowned for being one of the 
most forward-thinking media agencies, by challenging convention and breaking new 
ground in strategic thinking and planning. Built on a culture of thought leadership, 
innovation and creativity, it is one of the world’s fastest growing agency networks. 
Globally, PHD has more than 4,000 staff, more than 80 offices worldwide, and is part 
of Omnicom Media Group.”

SPecialiSmS Media planning & buying; strategic planning; communications 
planning; data & analytics; social & content marketing.

“In 24 countries throughout the world, our company is united by a shared desire 
to be global and interconnected, to work collaboratively with clients, and to 
break down the silos that keep brands from delivering meaningful customer 
experiences. We like to learn from the data how to make things better.”

SPecialiSmS Service innovation; experience design; content and commerce 
activations; data science and analytics.

Founded 2015
Head of company Tarek Dajani, CEO, Middle East and Africa
Hello@mirumagency.com
www.mirumagency.com/mea
+971 4 368 6562

mirum

mindshare meNa
Founded 1999 
Head of company Ravi Rao, CEO
uae office lead Zahi.lawand@mindshareworld.com
www.mindshareworld.com/mena; www.teammindshare.com
+971 4  454  7444

SPecialiSmS Digitally led commmunication solutions; media planning and 
buying; social strategy and community management; content ideation and 
production; proprietary research and insights.

mrm//mccann meNa
Founded 2009
Head of company Simone Green, general manager
simone.green@mrm-mccann.ae
www.mrm-mccann.ae

“MRM// McCann is an integrated digital services agency. We help brands 
grow meaningful relationships with people building, maintaining, measuring 
and optimising data-driven creatively led technology to enable customer 
experiences. We believe in the power of creativity, the magic of technology and 
the beauty of data. As a global network, we are a digital leader in this space. 
With 50 people based in Dubai ,we are connected to a global network of more 
than 3,000 globally, across more than 30 offices.” 

SPecialiSmS Integrated performance services (advanced analytics, data, 
SEO, business intelligence); technology, user experience, system, web, mobile, 
app development; creative & digital design strategy and implementation; CRM 
and social strategy and programme implementation.

Platform5
Founded 2013
Headquartered Dubai

“Platform5 is MCN’s specialised ad tech unit, responsible for developing best-in-class 
programmatic, data management and performance solutions. We leverage best-in-class 
technology to deliver the most comprehensive, highest-performing solutions on the market.  
We provide extensive expertise for some of the best and brightest brands across our IPG 
Mediabrands agency partner landscape, adapting our frameworks and operational models 
to attend the particularities of each individual advertiser’s needs.”

SPecialiSmS Programmatic media buying; paid search; paid social;  
performance media buying; data management; data analytics; attribution modelling; 
marketing tech solutions.

meNa PartNerS UM, Initiative, Magna Global, McCann Health, Mullen Lowe, FP7.
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OMD is a global media services network owned by the 
Omnicom Media Group. As a leading business performance 
company, OMD delivers data-driven marketing solutions to 
clients across the world. Its teams believe in insights, ideas and 
results, as well as value innovation, thought-leadership and 
effectiveness.

SpecialiSmS Programmatic trading, e-commerce, strategic 
planning, measurement and analytics, content creation and 
distribution. 

Netizency is a digital marketing agency designed to help 
companies better utilise the internet to improve their business. It 
provides a wide range of digital marketing offerings, including 
digital strategic planning and consultancy, social media 
planning, community management, content development, 
design, analytics and reporting, social listening and media 
planning and buying.

SpecialiSmS Digital content creation; community 
management; social listening & analytics; digital media buying 
& planning; digital marketing strategy.

Founded 2013
Heads of company Fadi Khater and Michael Maksoudian
www.netizency.com
+971 4 423 0788

NetizeNcy 

OmD Uae
Founded 2002
Head of company Nadim Samara, CEO
uae@omd.com
www.omd.com/uae
+971 4 450 0450

19 Netizency-OMD.indd   19 2/8/18   8:12 PM



1 1  f e b r u a r y  2 0 1 8

2 0

Digital agencies

“Using innovative methods in online marketing, Plan.Net succeeds in not 
only reaching people via digital media, but moving them too. Generate 
effects in all the various digital media – we have the know-how and help 
to combine online marketing with maximum creative performance. For 
our customers, we use the limitless variety and creativity of digital 
marketing – without losing sight of the overall strategy. Our campaigns 
boost sales whilst leaving behind a lasting impression on consumers. We 
know how to achieve the right mix of optimal planning and creativity.”

SpecialiSmS Online marketing, mobile marketing, performance 
marketing, social marketing, online dialogue/CRM.

What are the biggest challenges facing 
digital communications today?
The challenges are unending and are part and 
parcel of the industry we are in. The top 10 digital 
communication challenges that make my list are:

1. Lack of understanding – be it in-house,   
 within the industry, etc;

2. Loss of control;
3. Demographic apartheid;
4. Fragmentation of media;
5. Speed of change and response;
6. Rules of engagement;
7. Privacy;
8. Finding talent;
9. Lack of effective measures;
10. Ownership of digital. 

What are the biggest changes 
happening noW?
With the need to become more visible and reach 
more customers, the digital marketing of 
tomorrow offers advancements in emerging 
technologies as consumers demand a more 
integrated experience. As per Forbes, the big 
changes predicted for 2018 are:

1. Augmented reality integrated through  
       social media;

2. Collapse of influencer market;
3. True understanding of customer journey;
4. More targeted ads with specific purpose;
5. Professional live TV;
6. Conversational user interfaces;
7. Video marketing;
8. Personalisation along all stages  

       of the sales funnel;

general manager, 
plan.net

 induStry SnapShot 

UNNi 
KURUP

without long loading times, system crashes or 
other errors. Dissatisfied consumers will switch 
to a competitor – there’s no second chance. 
Therefore, software and hardware tests under 
real-world conditions from a real user point of 
view are imperative. Only this level of deep 
vetting can help companies understand how 
their digital brand is being experienced by users 
and whether or not their offering will be 
successful in the market. 

hoW do you expect to see digital 
communications transform in the next 
year or so?
The future of digital communication is endless, 
and one that is changing constantly. As we enter 
2018 we get a sense of what lies ahead in the 
digital communication transformation – barring 
any unexpected disruptions, of course.

1. The internet of things will push us  
 to the edge;

2. Blockchain finds its way;
3. AI goes from newbie to mainstream. With  

 everyone from toddlers to seniors using   
 Alexa, Siri and customer service chatbots,  
 it’s no wonder AI may soon begin to feel like  
 old news. On the business side, however, so  
 much power remains in AI-everything from  
 customer service and robotics to analytics  
 and marketing;

4. Digital transformation becomes a must.   
 2018 will force many companies to realize  
 that DX is no joke. It’s an imperative in   
 today’s business market, as disruption will  
 continue to be an increasingly common   
 occurrence in the next few years.

Founded 2009
head of company Unni Kurup
middle-east@serviceplan.com
www.plan-net.ae
+971 4 562 2800

plan.net 

9. Digital Integrated into offline;
10. Voice marketing;
11. Predictive algorithms;
12. Innovative content marketing.

What are brands and clients  
asking for?
To ensure that their customers get an 
entertaining and thorough digital brand 
experience. Only brands that understand and 
attend to their users’ expectations and think 
holistically in terms of providing great digital 
experiences will be successful in the long term. 
Thanks to our integrated agency model, we are 
able to answer our clients’ needs; clients such as 
BMW Middle East, MINI Middle East and 
Danone Nutricia. 

Users expect digital experiences to fit into 
their everyday lives. Not only are they supposed 
to make life easier, they must also be delightful 
and effortless to use. Consumers do not care 
about the platform they use to access services 
– whether they are on a smartphone app, 
messenger chatbot or website – as long as the 
service works hassle-free, including device 
integration, operating systems or providers, 
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A socially-led independent agency, Socialize says it uses a combination 
of art (thumb-stopping content) and science (data-driven media) to 
deliver business growth for clients. Ranked amongst Dubai’s top 100 
SMEs, Socialize’s integrated offering is catered to the real-time 
marketing needs of brands looking to win in today’s mobile-first world.

SpecialiSmS Social media management; video content production; 
digital media buying; digital audits/training; AI/bot development.

“Publicis Media is one of the four solutions hubs of Publicis Groupe and is 
comprised of leading agency brands  Starcom, Zenith, Spark Foundry, Blue 449 
and Performics, powered by interdependent digital-first, data-driven specialist 
practices that together unlock growth for our client partners and create the 
opportunity for client transformation. Publicis Media is committed to helping its 
clients transparently and collaboratively navigate the modern media landscape.”

SpecialiSmS Digital campaign tracking and measurement; data management 
platform consultancy and delivery; ad verification and brand safety; 
e-commerce; web analytics; cloud services; programmatic brand and 
performance marketing; SEO; full ad operations & tag management; data 
visualisation and multi-market dynamic reporting; dynamic creative delivery and 
optimisation; multi-touch attribution modelling; customer journey mapping; 
CRM; UX consultancy; demand generation.

meNa partNerS Starcom, Zenith, Spark Foundry, Performics, Blue 449.

Founded 2010
Head of company Akanksha Goel
hello@socialize.ae
www.socializeagency.com
+971 4 368 9277

Socialize 

Founded: 2000
Headquartered: Paris
Website: www.publicismedia.com
Phone Number: +971 4 367 6400

publiciS media
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Your Social
Founded 2010
Head of company Rudy Banholzer
info@yoursocial.agency
www.yoursocial.agency
+971 44 218 099

From Europe and the MENA region, Your Social says it brings local and international 
brands to the next level with digital content, campaigns and strategies based on data and 
insights. The agency empowers these through media advertising and proactive community 
management. It says: “We believe in digital, in creativity, in boldness, and above all in 
added value and results.”

SpecialiSmS Data-driven insights; strategy & projects; creative content & campaigns; 
proactive community management; social advertising.

Sougify
Founded 2017
Head of company Eyad Abdulaziz
info@sougify.com
www.sougify.com
+971 56 442 4404

Sougify is an e-commerce agency that partners with SMEs and local retailers to grow their 
business. It does this through building and launching e-stores to start selling online. It is 
based in the UAE, with a presence in Jeddah (KSA).

SpecialiSmS Design and develop online stores; online store marketing. 

Tactical Digital agency
Founded 2011
Head of company Mike Khouri
hello@wearetactical.com
www.wearetactical.com
+971 4 333 1355

Tactical is a native-media digital agency that connects brands with their target 
audience using a powerful combination of the latest technologies and game 
changing social-first campaigns.

SpecialiSmS Strategy; creative; distribution.

“We’re a newly re-envisioned agency. We’ve been created by WPP 
and GroupM thinking long and hard about what the future of 
communications planning and marketing services will look like. Our 
mission from them, and our commitment to you is to be ’the Future 
Makers’. We are the Media, Content and Technology agency.”
 
SpecialiSmS Audience sciences, performance, content, media 
planning and buying , SEO, e-commerce.

Wetpaint creative  
Digital Solutions
Founded: 2012
Heads of company: Roger Sahyoun, chairman;  
Eddie Maalouf, COO; Saad Naamani, head of digital
info@wetpaint-mena.com
www.wetpaint-mena.com
+971 4 445 8383

“Wetpaint Creative Digital Solutions is a regional digital marketing agency headquartered 
in Dubai, with a footprint across MENA. Wetpaint’s services cover all digital marketing 
aspects for brands in different categories – FMCG, automotive, luxury, retail, telecom and 
entertainment –  with a team of young, fresh, and dynamic talent.”

SpecialiSmS Digital and integrated marketing solutions; social media and digital 
marketing; content marketing; web/app design and development; digital media services.

Founded 1997
Headquartered London (global ) Dubai (regional)
dubai@wmglobal.com
www.wavemakerglobal.com/
+971 4 450 7300

Wavemaker

22 Agencies Listing.indd   22 2/8/18   8:15 PM



1 1  f e b r u a r y  2 0 1 8

23

ad tech

RTB House is a global company that provides state-of-the-art retargeting 
technology for top brands worldwide. With its proprietary ad buying 
engine, powered by deep learning algorithms, RTB House helps 
advertisers multiply sales to reach their short-, mid- and long-term goals.

SpecialiSm Retargeting.

meNa partNerS Avito; Xcite; Ounass; Wadi; Flyin.

Founded 2012
Headquartered Warsaw, Poland 
shady.francis@rtbhouse.com
www.rtbhouse.com

rtB HouSe

Business development director, 
Middle East and Africa, RTB House 

 iNduStry SNapSHot 

TOmAsz 
Wnuk 

Many brands see the benefit of implementing AI 
and deep learning solutions into their products 
or tools. Last year we implemented deep 
learning on every stage of our technology, 
bringing our clients a new wave of efficiency to 
their online activities. In 2018, we fully expect to 
see leading companies focus on developing their 
deep learning AI potential. 

WHAT ARE BRAnds And cliEnTs Asking foR?
In this era of cut-throat competition budgets  
are the main concern – clients at times get 
confused between value and results, which leads 
to some clients demanding services at a much 
lower cost due to the influx of new contenders 
and new services that are being launched every 
minute in the digital sphere today. Only 
cutting-edge solutions can differentiate them 
from the competitors. 

HoW do you ExpEcT To sEE digiTAl 
coMMunicATions TRAnsfoRM in THE nExT 
yEAR oR so? 
The future is promising. The digital 
communications scenario in the MENA region 
is expanding rapidly with the growing adoption 
of smart devices and increasing number of users. 
Marketers also shouldn’t expect any slowdown 
in the adoption of e-commerce technology. 
Proper usage of available data now gives us the 
ability to run omni-channel campaigns that truly 
combine online and offline users’ activity, which 
can increase overall performance of each e-shop. 

WHAT ARE THE BiggEsT cHAllEngEs fAcing 
digiTAl coMMunicATions TodAy?
The challenge for brands is to connect with 
customers through all devices in real time and 
create campaigns that work across social media, 
display advertising and e-commerce. It’s 
important to remember that consumers are 
empowered more now than ever, and brands 
need to organise, communicate and engage on 
their terms to succeed. Moreover, personalised 
messaging plays a key role when it comes to 
communication with clients. According to the 
Consumer Perceptions of Artificial Intelligence 
survey, which was conducted by Adtech vendor 
Rocket Fuel, 80 per cent of the 25-to-34-year-
olds surveyed see value in brands engaging them 
with personalised advertising and offers. 

Another challenge for brands to work 
effectively together in the digital world is that 
the chief marketing officers and chief 
information officers must work in unison. But 
this is hard to achieve for many organisations, 
and the two sides can end up in conflict. Brands 
need to have their digital strategy planned 
differently from the way it is today, otherwise it 
will be tough for them to survive. 

WHAT ARE THE BiggEsT cHAngEs 
HAppEning noW?
The rapid evolution of technology and social 
media has brought significant changes to digital 
communications. Artificial intelligence (AI) and 
digital communications are changing everything. 
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AdFalcon is the first mobile advertising and data platform in the Middle East 
aimed at providing a specialised mobile advertising experience to advertisers, 
publishers, developers and mobile users across the region. AdFalcon offers an 
intelligent targeting mechanism and diversified mobile ads. Headquartered in 
Dubai ,with a presence across Jordan, Lebanon and KSA, it delivers ads to more 
than 53 million unique devices in the region across 23 countries. It recently 
partnered with Rubicon Project.

AJ is a technology innovation firm based out of Palo Alto, with presence across Europe 
and the MENA region. AJ specialises in technology innovation, be it cloud platforms, 
mobility, media technologies, artificial intelligence or experiential technologies. AJ 
says: “We believe in three things; simplicity, creativity and innovation – and it is these 
pillars that drive everything we do. Our nimble, award-winning team of tech rockstar 
developers and designers is committed to delivering best-in-class cutting-edge 
platforms and solutions.”

SpecialiSmS Media innovative technology platforms and apps; software and 
hardware innovation; gamified experiences; augmented, virtual and mixed reality; 
mobile apps; artificial intelligence solutions; IoT.

33Across is a publisher technology platform that powers 
quality publishers to earn revenue, optimise yield and gain 
actionable insights. Through its technology and insight into 
how people view, consume and share content across 
devices, it enables more than 1 million publishers to 
increase quality revenue and traffic. 

33across adform

adzouk

c1X

Headquartered US
www.33across.com

Founded 2002
Headquartered Copenhagen

Founded 2011
Headquartered Dubai

Founded 2014
Headquartered Silicon Valley
www.c1exchange.com.

Founded 2004
Headquartered Boston, US
www.brightcove.com

Headquartered Dubai
www.adfalcon.com
+962 6 588 5813

Founded 2010
Headquartered Palo Alto, California
www.ajconsultingcloud.com
info@ajconsultingcloud.com

Founded 2004
Headquartered London 
+971 4 557 0664

adFalcon

aJ

Blis media

Adform is an independent and open full-stack advertising technology platform 
that says it encompasses data, creativity and trading into one seamless 
enterprise product suite servicing media agencies, trading desks and 
advertisers. Its products are modular and inter-operate with all other point 
solutions used throughout the digital advertising ecosystem. Adform was 
founded in Denmark in 2002 and is one of the world’s largest private and 
independent advertising technology companies. With offices in 18 countries, 
Adform has more than 780 employees globally throughout Europe, North 
America and APAC. 

SpecialiSmS Media planning; ad serving; personalised targeting; real-time 
bidding; retargeting; tracking; reporting; dynamic creative optimisation; 
demand-side platform; attribution modelling; rich media; data management 
platform; supply-side platform; programmatic; mobile.

The real-time landscape, and the data surrounding it, is transforming the way 
in which consumers behave online, so why haven’t advertisers and publishers 
adapted to this change in the MENA region? It was this observation that 
inspired Adzouk’s founders, to create a vision for returning value back to 
advertisers and publishers. Using the company’s range of powerful, easy to 
use, integrated services, advertisers can engage and enhance audiences by 
delivering campaigns that are relevant, appealing, thought provoking, and 
data-driven. Publishers are able to drive more unique traffic to achieve more 
engaged audiences, and more revenue.

SpecialiSmS Internet advertising; ad serving; website monetisation; 
mobile advertising.

Brightcove is a global provider of cloud services for video. The company’s 
products include Video Cloud, an online video platform; Zencoder, a leading 
cloud-based media processing service and HTML5 video player technology 
provider; and Once, a cloud-based ad insertion and video stitching service. 
Brightcove has more than 6,300 customers in more than 70 countries that use 
Brightcove cloud content services to build and operate video experiences across 
PCs, smartphones, tablets and connected TVs. It opened a Dubai office in 2014.

meNa partNerS: Al Jazeera, My Dubai My City, Abu Dhabi Media, 
CNBC Africa.

Brightcove

C1X helps brands and their agencies find difficult-to-source audiences directly and 
transparently from leading premium publishers. Its data-driven digital advertising 
platform facilitates a friction-free marketplace for both publishers and advertisers 
with easy-to-execute direct connections, delivering industry-leading visibility and 
viewability. The C1X platform offers an audience-guarantee approach to provide 
buyers and sellers smooth participation in private marketplaces without having to 
rely on deal IDs. The C1X Platform hosts access to inventory from more than 2,000 
premium sites globally, including a growing list of premium publishers in the US.

Blis is the global pioneer in location data.  Its proprietary technology and platform helps 
agencies and brands use location data to better understand consumer behaviour, 
allowing for effective targeted advertising to drive business outcomes. Blis believes “where 
you go defines who you are, and advertisers must capitalise on these insights for 
meaningful marketing experiences across devices”. Its technology filters and scales 
location data, giving advertisers access to the most accurate location events, location data 
and unique devices. The data is then applied across the apps that matter most to their 
consumers for targeting based on rich insights.

SpecialiSmS Tailored targeting; audience profiling; brand performance; analytics; 
insights; attribution tools.

www.adzouk.com
+971 4 364 6680

www.adform.com

teammena@blis.com
www.blis.com
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Crimtan is a fully programmatic, data-driven, digital marketing company based in 11 
countries around the world. Crimtan turns consumer data into valuable insights and 
creative display advertising campaigns, helping businesses increase brand 
awareness, find new customers and better maintain customer relationships. 
Crimtan’s Architect technology predicts how a campaign will perform. This helps 
Crimtan create connected media strategies for clients that are more focused, 
relevant, responsive and effective.

SpecialiSmS Online advertising; data management; creative build; 
management; delivery; programmatic.

crimtan

criteo

Founded 2009
Headquartered London
www.crimtan.com

Founded 2005
Headquartered Paris
www.criteo.com 

Criteo calls itself “a global technology company that enables brands and retailers to 
connect more shoppers to the things they need and love”. Its Criteo Commerce 
Marketing Ecosystem is “an open, secure, transparent and fair environment where 
retailers, brands and publishers collaborate to put data into action at every point of the 
purchase journey”. Its value to clients lies in measurable performance in the form of sales 
and profits. The ecosystem sees more than $550bn in annual commerce sales data and 
600 terabytes of daily shopper data. Criteo partners with more than 15,000 retailers 
and brands, and thousands of publishers across the globe.

ServiceS Retargeting; internet advertising; recommendation; personalisation; 
search; behavioural targeting; e-commerce; CPC; global leader; programmatic. 

Doodle Worldwide is a creatively driven full-service marketing communications 
agency. Its seasoned multicultural team is supported by international 
collaborations with the industry’s finest talent and expertise. It delivers world-class 
design, development, content, video production, online/mobile marketing, loyalty 
programme management, B2B event activations and direct marketing.

SpecialiSmS Loyalty programme development & management; website & app 
development; e-commerce platform development; events management app 
solution (Eventcast).

meNa partNerS: Etisalat Smiles; Etisalat Swyp; Liv by Emirates NBD.

Founded 2009
Headquartered Dubai
+971 4 447 4939

Doodle Worldwide

Future tech media
Founded 2015
Headquartered Dubai
+971 4 455 3067

An innovative digital ad solutions and technology firm, Future Tech Media builds 
partnerships with next-wave media technology companies and creates local ad tech 
products. It merges expertise and in-depth knowledge of the Middle East and Africa 
with a massive dose of creativity. 

SpecialiSmS Digital ad solutions and technology; online video advertising; 
mobile marketing; digital influencer marketing; digital content creation and 
distribution; programmatic media.

partNer proDuctS: Unruly, LoopMe, StoryFul, Future Influence, Future X.

www.doodleworldwide.com
info@doodleworldwide.com

www.futuretechmedia.ae
info@futuretechmedia.ae

Geometry
Founded 2013
Headquartered New York
+971 4 332 0002

Geometry is the world’s largest and most international brand activation and 
shopper marketing agency. It helps brands thrive in an omni-channel world by 
shaping and changing people’s behaviour at pivotal moments along the 
purchase decision journey. With teams in 56 markets, Geometry has expertise 
in physical retail, e-commerce, experiential, branding & design and 
consultancy. Geometry is a WPP company.

SpecialiSmS Experiential marketing; retail marketing; brand & design; 
digital commerce; marketing intelligence; content production; CRM & Social.

Doubleclick

inskin media
+971 52 355 6848

Inskin Media is an advertising technology business, specialising in rich-media 
branding formats. Inskin combines a focus on design and technology to maximise the 
value of every impression, creating and delivering highly viewable, multi-screen 
campaigns across its network of brand-safe editorial inventory.  

SpecialiSmS Online branding campaigns with page takeover formats, 
programmatic booking, third party data, free-of-charge creative design and build, 
multiscreen delivery, premium editorial inventory.

meNa partNerS Nestlé, VW, Emirates NBD, Unilever,  Etihad, Samsung, 
Chevrolet, Disney.

publiSHer partNerS: Motivate, Al Khaleejiah, Zawya Reuters, Khaleej Times, 
and Times of India Group, ITP.

nick.walsh@geometry.com
www.geometry.com/ae

mena@inskinmedia.com
www.inskinmedia.com

DoubleClick Digital Marketing (DDM) is an integrated ad-technology platform, 
owned by Google, which enables agencies and advertisers to more effectively 
create, manage and grow digital marketing campaigns. DDM products provide 
inventory management and ad-serving solutions to companies that create and 
sell online advertising opportunities. Many publishers and app developers use 
DoubleClick products as the foundation for their online advertising businesses.

SpecialiSmS Ad serving; yield management; inventory solutions.

Founded 1995
Headquartered New York
www.doubleclickbygoogle.com

Hug Digital has offices in Dubai (HQ), Cairo, Jeddah, and Trivandrum 
to handle business throughout the MENA region. Its capabilities include: 
digital marketing; social media marketing; activations; research; 
content marketing; influence marketing; and media. In 2017, Hug was 
acquired by WPP’s Grey Group.

Founded 2010
Headquartered Dubai
www.hugdigital.com

Hug Digital
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Young professionals test their skills under 
pressure in four fast-paced Young Lynx 
competitions at the Dubai Lynx Festival. 
With just 24 hours to deliver a creative solution 
in response to a real live brief, it’s a fantastic 
opportunity to put your talent to the test and 
gain industry recognition.
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book your festival pass and awards table now.
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co-sponsors  in association with  strategic partner 
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What are the biggest challenges facing 
digital communications today? 
The industry focus is be on three key challenges: 
relevancy, transparency and brand safety. 
Relevancy is about changing the stakeholders’ 
paradigm from digital inventory to digital 
audiences. Transparency is more about where 
and how the advertisement is published. 
Premium publishing and viewable ads are key 
here. Last, brand safety. This is a major 
challenge, as the industry has faced critical  
issues of unsafe ads, mostly within social 
networks, in 2017.

What are the biggest changes 
happening noW? 
The biggest change in the MENA region is 
definitely the level of awareness about overall 
quality advertising, which is fully aligned with 
global priorities. Brands are enquiring more 
about premium content, relevant audiences, 
brand safety and higher ROI. Otherwise, with a 
mobile-only audience shifting above 27 per  
cent in the region, planning and budgeting 
priorities are changing. Last, the programmatic 
buying model has dramatically helped to 
diversify the market offer, along with targeting 
and transparency improvements. 

founder & chairman of 
buzzeff middle east africa

 industry snapshot 

Jerome 
mouthon

hoW do you expect to see digital 
communications transform in the 
next year or so? 
Predictability is complex. Today, we see 
mobile driving user experience and as a 
consequence of digital communications. This 
is impacting advertising formats, creatives, 
planning methods, technology synergies, 
content generation channels, audience 
profiling, ad duration and safety. On the other 
hand, we see a data focus from all parties 
working together to offer the best value to the 
market’s stakeholders (brands, publishers, 
agencies and platforms). Digital 
communications will keep shifting, driven by 
both technology and users. 

Founded: 2013 
head of company: Jerome mouthon, founder & chairman
headquartered: Dubai
jerome @buzzeff.tv 
www.buzzeff.tv 
+971 4 434 4234

“Buzzeff, the number-one premium viewable advertising marketplace in 
the meA region, has been effectively connecting brands to relevant 
audiences since 2013. more than 300 brands have trusted Buzzeff 
already and benefited from a premium reach inventory, contextually 
relevant and native advertising stream at competitive buying models.”

specialisms outstream video advertising distribution on premium 
and brand-safe publishers; outstream display advertising distribution on 
premium and brand safe-publishers; premium programmatic/managed 
services (buying channels); new, native and user-friendly ad placement.

mena partners: teADS exclusive representative. 

BuzzeFF middle 
east aFrica

What are brands and clients asking for? 
Very simple: better impact while optimising 
budgets. We understand from clients that what’s 
at stake is branding in terms of awareness, recall 
and purchase intentions. This is why many 
clients are choosing premium viewable 
advertising as a key enabler to leverage their 
brand impact. The automotive industry is aware 
of how 70 per cent of new car buyers’ 
decision-making is driven by online video 
introducing them to a car model they wouldn’t 
have considered before. The luxury industry 
enquires mainly about brand safety and 
high-quality brand image. Again, this is where a 
premium viewable advertising marketplace is 
helping brands to tackle their challenges.
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MenaMarketPlace (MMP) operates in the programmatic advertising space 
across the MENA region. It assists the region’s leading publishers to better 
monetise their digital advertising inventory through automated online auctions 
and private marketplaces. Through its partnership with publishers, it provides 
media buyers access to targeted inventory. It says its collaboration “creates 
brand-safe and automated online marketplaces for publishers and media 
buyers across the region”.

Technologies Lotame; Rubicon; Moat; FreeWheel; Doubleclick; 
Doubleclick Bid Manager.

MenaMarketPlace

Mintrics

info@menamarketplace.com
www.menamarketplace.com
+971 4 514 8554

Founded 2016
headquartered Cairo
info@mintrics.com
www.mintrics.com

Mintrics offers advanced video analytics. It analyses videos across all of the 
social platforms that the user runs, and then gives metrics and charts to 
illustrate exactly how the video is performing. It also allows users to compare 
between videos, or group them together in lists to get totals and averages.

sPecialisMs Social analytics; Facebook video analytics;  
performance benchmarking.

loopMe
Founded 2012
headquartered London
www.loopme.com

LoopMe specialises in artificial-intelligence-driven brand advertising. It describes 
itself as the largest mobile-first video advertising platform uniquely using mobile data 
and AI to measurably improve results and outcomes for marketers, and the brand 
experience for customers. LoopMe’s services includes an integrated DMP, artificial 
intelligence and multiple video formats that can be accessed via self-serve, PMP, 
exchange or managed service. 

sPecialisMs AI-driven mobile video advertising; mobile marketing; rich media; 
mobile video; artificial intelligence; demand-side-platform; programmatic; HTML5; 
driving brand metrics; mobile data; DMP.

Mena ParTner: Future Tech Media.

“LexisNexis not only gathers information, but supports your analysis and reporting 
needs, so you can maintain coverage while focusing on making smarter business 
recommendations.  Identify opportunities and risks by keeping up to date with real 
time coverage of your brand or industry to help you stay one step ahead.”

sPecialisMs: API news data feeds; digital/social media analytics 
toolkits;professional services insights and reports. 

Mena ParTner: PRCA Middle East.

headquartered New York (global); Dubai (regional)
middleeast@lexisnexis.com
www.lexisnexis.ae
+971 4 560 1200

lexisnexis

From global CEOs to grass-roots activists, 
February’s Gulf Business magazine brings you 
the 100 most influential people from across the 
Arab world in its 2018 Arab Power List.

ON SALE NOW! 
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Moat
Founded 2010
Headquartered New York
www.moat.com.

Moat is a global analytics provider focused on making brands and 
publishers more effective. From real-time attention metrics and intelligence to 
cross-platform measurement and new currencies, Moat offers solutions that 
make branding and storytelling work better. Its products include Moat Pro, 
which provides users with detailed snapshots of ad activity on the web, and 
Moat Analytics, a measurement platform that goes beyond traditional 
metrics, such as impressions or clicks, to focus on attention. Moat was 
acquired by Oracle in 2017 and remains an independent platform within 
Oracle Data Cloud, which uses data and analytics to enhance media for 
leading marketers and publishers. 

On Device Research uses mobile to help brands and their agencies measure 
marketing effectiveness and consumer interactions. It was the first company to 
measure mobile advertising campaigns using device IDs and has delivered 
more than 35 million mobile surveys across 94 countries. 

SpecialiSMS Mobile research; mobile internet; emerging markets research; 
mobile surveys; market research; in-the-moment research; understanding mobile 
consumers; mobile advertising effectiveness; mobile samples; mobile 
technology; advertising effectiveness.

Founded 2010
Headquarters: London
www.ondeviceresearch.com
+971 55 822 5492

On Device Research

OOX Mea

pubmatic

Founded 2007
Headquartered Dubai
support@ooxme.com
www.ooxmonitor.com
+971 4 551 1OOX (1669)

Founded: 2006
Headquarters: Redwood City, California
www.pubmatic.com

OOX is a provider of digital advertising monitoring and intelligence data services in 
the Middle-East and Africa. Ad units covered: display, video, GDN, mobile and 
premium ad monitoring.

SpecialiSMS OOX data (UAE since 2007, KSA since 2010, Kuwait since 2013, 
Egypt since 2015, Kenya since 2017); historical data, alerts; ad verification; industry 
reports; technology licensing.

MeNa paRtNeRS WOXOMO.io (search ad monitoring), Symmetry 
Research(sales agents, Saudi Arabia), Ones & Zeroes (licensee, Kenya).

PubMatic is a publisher-focused sell-side platform. It uses omni-channel revenue 
automation technology for publishers and enterprise-grade programmatic tools 
for media buyers. PubMatic’s publisher-first approach enables advertisers to 
access premium inventory at scale. Processing more than 1 trillion ad impressions 
a month, PubMatic has created a global infrastructure to drive publisher 
monetisation and control over their ad inventory. PubMatic operates 11 offices 
and six data centres worldwide.

SeRviceS Real-time bidding; online advertising; yield optimisation; ad 
revenue; sell-side platform; marketing automation software.

Sojern is travel’s demand engine for thousands of brands in the hotel, air, 
cruise, transportation, and tourism industries. Specialising in traveller path-
to-purchase data for more than a decade, Sojern delivers branding and 
performance solutions by combining search and booking intent signals 
with proprietary data science methods to analyse and activate the world’s 
travellers in real-time.

SpecialiSMS Programmatic display; video; native; Facebook  
& Instagram.

SOjeRN
Founded 2007
Headquartered San Francisco 
SojernMEA@sojern.com
www.sojern.com
+971 4 374 5793
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WOXOMO is the first MEA native provider of keyword search engine 
advertising monitoring. WOXOMO is specially focused on competitive 
advertising data and insights by keyword, industry, language and 
device. WOXOMO’s market specific set-up and multi-lingual (Arabic 
and English) keyword prowess, delivers exclusive and realistic results not 
available elsewhere.

SpecialiSmS: English and Arabic search engine keyword ad 
monitoring, desktop search engine keyword ad monitoring, mobile 
search engine keyword ad monitoring, industry data(travel, automotive, 
hotels, banking, real estate and more), Q impressions and Q share of 
voice (SOV) reports based on automated crawler query, ad rank by 
keyword/industry/time ad gallery

meNa partNerS: OOX MEA (digital ad monitoring affiliate), 
Symmetry Research (sales agents, Saudi Arabia), Ones & Zeroes (sales 
agent, Sub-Saharan Africa)

WOXOmO  
(an affiliate of OOX)
Founded 2016
Headquartered Dubai
info@woxomo.io
www.woxomo.io
04-55 11 669

TubeMogul, now part of Adobe, offers software for brands to streamline their 
global, cross-channel advertising from a single platform. By improving 
transparency and leveraging real-time data, its software provides planning tools, 
analytics and insights across television, video, display, mobile, social and other 
brand advertising initiatives. 

SpecialiSmS Digital video advertising; video distribution; real-time media 
buying; brand safety; programmatic software; programmatic branding; online 
video; programmatic video; video advertising; demand-side platform; 
advertising DSP; video DSP; video demand-side platform.

meNa partNer Connect Ads.

tubemogul
Founded 2006
Headquartered Emeryville, California
www.tubemogul.com

pubmatic
Founded: 2006    
Headquarters: Redwood City, California
www.pubmatic.com

PubMatic is a publisher-focused sell-side platform. It uses omni-channel revenue 
automation technology for publishers and enterprise-grade programmatic tools for 
media buyers. PubMatic’s publisher-first approach enables advertisers to access 
premium inventory at scale. Processing more than 1 trillion ad impressions per 
month, PubMatic has created a global infrastructure to drive publisher monetisation 
and control over their ad inventory. PubMatic operates 11 offices and six data 
centres worldwide.

ServiceS: real-time bidding; online advertising; yield optimisation; ad revenue; 
sell-side platform; marketing automation software.

rubicon project

Sizmek

Headquartered Los Angeles
www.rubiconproject.com

Headquartered Los Angeles
www.rubiconproject.com
www.sizmek.com

Rubicon Project’s mission is to keep the internet free and open and fuel its growth 
by making it easy and safe to buy and sell advertising. Rubicon Project pioneered 
advertising automation technology to enable the world’s leading brands, content 
creators and application developers to trade and protect trillions of advertising 
requests each month and to improve the advertising experiences of consumers. 

meNa partNer: AdFalcon (as AdFalconX mobile advertising exchange).

Sizmek is an independent buy-side advertising platform. Its AI-driven 
decisioning engine can identify insights within data across the five key 
dimensions of predictive marketing: campaigns, consumers, context, creative, 
and cost. It brings all the elements of its clients’ media plans together in one 
place to gain better understanding for more meaningful relationships. Sizmek 
operates its platform in more than 70 countries, connecting more than 20,000 
advertisers and 3,600 agencies to audiences around the world. It recently 
acquired Rocket Fuel.

meNa partNer: Digita Venture

SwitchConcepts offers a server-side publishing platform. Switch 
empowers publishers with the benefits of operating server-side, enabling 
centralised controls, insights and increased yield. Switch’s Unified Dataset 
makes granular and transparent programmatic data available to 
publishers in a single real-time platform.

Switch
Founded 2008
Headquartered UK
www.switchconcepts.com

teads
Founded 2011
Headquartered New York
www.teads.tv
Dubai: +971 4 434 4234
Casablanca: +212 52 223 2840

Teads calls itself “the inventor of native video advertising and the leading outstream 
video ad exchange”. Publishers work with Teads to create outstream video inventory, 
monetising it through programmatic buying, their own sales force or third parties, 
including Teads Demand. Teads creates premium inventory. Brands, agencies and 
trading desks can access this inventory, available on the web and on mobile, in the 
Teads Exchange. Through its managed services capabilities, the Teads team executes 
on its clients’ behalf using its platform. Teads has 29 offices worldwide in 19 countries 
with 450 employees. In May 2017, Teads became part of the Altice Group, a 
telecom, content, media, entertainment and advertising conglomerate.

SpecialiSmS Video advertising technology; supply-side platform; ad serving; 
video formats; advertising monetisation; big data; ad exchange.
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