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Publicis Groupe has announced that 
Raja Trad, executive chairman Middle 
East & Turkey has decided to retire after 
over four decades with the Groupe in the 
region. He stepped down from his role 
on January 1, 2022. Trad will, however, 
continue his association with Publicis 
Groupe in the capacity of senior advisor 
to CEO Bassel Kakish. His extensive 
knowledge of the Middle East, track 
record of strategic thinking and 
experience building and leading one of 
the region’s great communication 
companies make him an incredibly 
valuable advisor to the Groupe.

Raja Trad started his career with Leo 
Burnett in 1981 and rose to CEO MENA 
in 1991 before the agency became a fully 
owned subsidiary of Publicis Groupe in 
2003. In 2016, Trad was named CEO of 
Publicis Communications ME, heading 
the creative agencies Leo Burnett, 
Saatchi & Saatchi and Publicis Middle 
East. In addition, he was on the 
executive management team for 
Publicis Sapient ME. In June 2018, Trad 
was appointed to the newly created role 
of executive chairman of Publicis 
Groupe ME and Turkey. The 

appointment was the next step in the 
implementation of Publicis Groupe’s 
country model, launched in April 2017.

During the course of his storied 
career, Raja led Publicis Groupe amongst 
the leading communications groups in 
the Middle East. He contributed not just 
to the development of the Groupe but 
also to the growth of the 
communications industry in the region.

Maurice Lévy, chairman of the 
Supervisory Board of Publicis Groupe, 
said: “Amongst th e very good assets that 
were brought to us during the 
acquisition of Bcom3 [the parent 
company of Leo Burnett], there was Raja 
Trad, with whom I have developed a 
strong professional relationship. Raja is 
a man of integrity, highly professional, 
with very high moral values and an 
incredible sense of responsibility 
towards our clients. Under his 
leadership, we have grown regularly and 
steadily with some of the best work 
produced in the region. Loved by teams 
and clients, Raja has always felt a 
genuine responsibility towards both. 
This, combined with his human and 
moral values, has made Raja so special.” Raja Trad, former executive chairman, Publicis Groupe Middle East & Turkey

Adidas backs up rising talent Nouf Al Anzi in its latest campaign. Shot at the UAE cultural landmark Dubai Frame, the new film features 
football icon Zinedine Zidane and rising Emirati football player Nouf Al Anzi. The 45-second clip, conceptualised and produced by Havas 
Middle East, shows Zidane and Al Anzi at either side of the landmark as they showcase their skills while passing a football through the 
iconic Dubai Frame. The frame represents a ‘symbolical bridge’ connecting one of the greatest players in football history, Zidane, with the 
next generation of athletes, Al Anzi. A single drone was used to capture the footage, as it pans out to give a panoramic view of Dubai.

ADIDAS  FRAMES

Gambit has been appointed as the 
regional PR agency for Mandarin 
Oriental Hotel Group, the operator of 
some of the world’s most luxurious 
hotels, resorts and residences.

The decision follows an extensive 
tendering process that took place in 
the fourth quarter of last year and 
builds on a successful period for the 
Dubai-based independent 
communications agency, in which 
they were named Homegrown 
Agency of the Year and Small Agency 
of the Year among a total of 13 wins 
at the recent MEPRA Awards.

Having grown from its Asian roots 
into a global hospitality brand, 
Mandarin Oriental Hotel Group now 
operates 35 hotels and seven 
residences in 24 countries and 
territories, with each property 
reflecting the Group’s oriental 
heritage and unique sense of place. 
Mandarin is a member of the Jardine 
Matheson Group.

Mandarin Oriental 
appoints Gambit

Raja Trad steps down as 
regional chairman of 
Publicis Groupe after 
40 years with the firm
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Horizon Holdings, part of Interpublic 
Group (IPG) and FCB Global, 
announced the elevation of two 
leaders: Rafic Saadeh and Mazen 
Jawad. Horizon Holdings’ co-founder 
and partner, Saadeh, is elevated from 
chairman and chief executive officer 
to executive chairman, and Jawad 
will serve as chief executive officer 
after serving as president. The 
appointments follow the 45th 
anniversary since the founding of 
Horizon Holdings, which evolved 
from a single brand into an 
influential marketing and 
communications group comprised of 
five multinational agencies in the 
MENA region: Horizon FCB MENA, 
BPN MENA, GolinMENA, Blue 
Barracuda and Fuelcontent.

Most recently holding the titles of 
chairman and CEO, Saadeh is now 
executive chairman, building on his 
legacy of leading Horizon Holdings 
since its inception in 1976. In 1979, 
Horizon Holdings began a 
relationship with global integrated 
marketing communications 
company FCB, catalysing the 
journeys of Horizon Holdings and 
FCB’s MENA arm Horizon FCB, and 
sparking decades of regional and 
global recognition – including FCB 

being named Cannes Lions’ 
2020/2021 Network of the Year and 
Adweek’s 2020 Global Agency of  
the Year.

“This is another special milestone 
in Horizon’s ever-evolving legacy. On 
September 13, 1976, Saad [Hijjawi] and 
I first opened the doors of our first 
office in Kuwait, and ever since, our 
team has been committed to 
transforming our Horizon from a 
single integrated operation into what 
it is today,” said Saadeh. “Mazen leads 
with purpose and fully embodies our 
‘Never Finished’ brand story, and 
he’ll continue to navigate us to see 
the success on the Horizon.”

With 28 years within the network 
with stints in the US, Europe and the 
Middle East since 2001, Jawad will 
lead Horizon Holdings as CEO after 
serving as president since 2019. 
Pivotal to the group’s ongoing legacy, 
Jawad has a proven track record for 
success, which includes launching 
Horizon Holding’s digital agency 
Blue Barracuda and FCB’s 
production arm Fuelcontent, 
appointing Dubai’s first Arab female 
leader of a multinational agency and 
transforming Horizon FCB Dubai 
into a leading creative agency in  
the region.

Rafic Saadeh, executive chairman

The group of companies just 
celebrated its 45th-year anniversary 
with more than 140 clients and 
partners inluding ABK, Asharq 
Bloomberg, Clorox, DHL, GSK, 
Petromin, Rotana H&R, Seddiqi 
Holdings, Visa and several government 
institutions, amongst others.

“The current standing of Horizon 

Coca-Cola Middle East – in association with Dubai-based agency And Us – kicked of its new 
‘Real Magic’ platform with a dazzling experience on Burj Khalifa in Dubai. ‘Real Magic’ marks 
the first new global brand philosophy for Coca-Cola since 2016. It refreshes Coca-Cola’s 
promise – to unite and uplift people every day – with renewed relevance for the world we live 
in today. The philosophy is built around key lessons learned over the last 18 months: that we 
can find magic all around us when we come together in unexpected moments that elevate 
the everyday into the extraordinary.

Agency And Us  Production company Rush Films  Executive producer Alian Abi Khalil  Producer Elie 
Ballan  Creative strategy director Santiago Cony Etchart  Senior marketing director Hamza Ahmed

Castrol Middle East has taken UAE mechanics from being unsung heroes, whose positive 
contributions often go unseen, to being seen on the biggest frame in the world. Celebrating 
the vital work of UAE mechanics to keep drivers and passengers safe on our roads is the 
‘world’s largest’ portrait exhibition at The Dubai Frame. Castrol invited seven Dubai 
mechanics to share their stories, allowing people to see them in an all-new light. 
Partnering with renowned photographer, Marta Lamovsek, Castrol encouraged the 
mechanics to showcase their personality and passions, giving an insight into their hopes 
and dreams in a series of powerfully stunning portraits.

Agency VMLY&R Commerce

COCA-COLA  REAL MAGIC CASTROL  PORTRAITS OF CHANGE

and our brands is all thanks to Rafic’s 
unwavering vision and our team’s 
ongoing bravery. In an era of drastic 
regional and global transformations, 
Horizon Holdings is poised to remain 
at the forefront as we focus on data 
and tech-fuelled creativity and work 
that solves our clients’ business 
issues,” said Jawad.

Horizon Holdings 
elevates Rafic Saadeh 
and Mazen Jawad
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Dubai Lynx, MENA’s festival and 
awards for creative excellence in 
branded communications, has 
announced the 13 industry experts 
who will lead the 2022 juries.

The jury presidents will judge work 
entered across 20 different categories, 
including the newly launched Social & 
Influencer Lynx and refreshed Creative 
Effectiveness Lynx and PR Lynx.

Philip Thomas, chairman, Dubai 
Lynx, said: “This is an exceptional 
group of global talent from across a 
spectrum of disciplines. We are 
delighted that, together with their 
juries, they will be responsible for 
setting the creative bar in the region as 
they view, discuss and award work 
from across MENA. It’s a privilege to 
be working with them and we’re 
already excited to see the outcome of 
their judging.”

Ian Fairservice, vice-chairman of 
Dubai Lynx, said: “Dubai Lynx, 
MENA’s premier festival of creativity, 
is making an eagerly awaited 
comeback. In 2022, a newly designed 
two-day learning and development 
experience will replace the full festival, 
with a smaller programme of 
community-focused networking and 
talks taking place in a number of 
venues across Dubai.”

The 2022 Dubai Lynx jury presidents 
have been announced as follows:

Brand Experience & Activation Jury 

Thirteen experts will lead the juries to award outstanding creativity.

President: Malcolm Poynton, Global 
Chief Creative Officer, Cheil 
Worldwide, Global; Creative 
Effectiveness and Creative Strategy 
Jury President: Nadja Bellan-White, 
Global Chief Marketing Officer, VICE 
Media Group, Global; Design and 
Industry Craft Jury President: Marta 
Swannie, Senior Creative Director, 
Superunion, United Kingdom; Media 
Jury President: Anna Chitty, CEO, 
Starcom China; and more.

The winners of the 2022 awards will 
be revealed and celebrated at the 
Dubai Lynx Awards Show. Taking 
place at Dubai Opera House on March 
16, 2022, the black tie awards dinner is 
a night of celebration and networking 
for the whole industry.

Entries into Dubai Lynx are being 
accepted until February 2, 2022. 

For further information please  
visit the Dubai Lynx website:  
www.dubailynx.com

Dubai Lynx announces line-up 
of jury presidents for 2022 AKQA has announced new 

business wins: Louvre Abu Dhabi 
and Batelco.

Louvre Abu Dhabi has 
appointed AKQA Dubai in 
partnership with AKQA Denmark 
to oversee its digital experience 
over the next three years. In 
addition to driving overall 
improvements to the gallery’s 
digital footprint, a primary focus 
will be on upgrading its current 
website and optimising the use 
of the Sitecore platform.

Bassel El Sawy, Regional 
managing director of AKQA, said: 
“In partnering with such an 
ambitious brand, we are able to 
leverage the full capabilities of 
our technology offering with the 
purpose of redefining the user 
experience.”

AKQA Dubai, in a 
collaboration with Grey Italy, will 
be handling the strategic creative 
communication and media 
planning and buying for Batelco 
Financial Services’ app. Beyon 
Money will enable Bahraini 
residents to manage their money 
digitally.

El Sawy said: “We are proud to 
be working with a company such 
as Batelco that has the same 
innovative spirit as AKQA. They 
continue to be a leading digital 
solutions provider and we look 
forward to partnering with them 
on this journey.”

AKQA wins two 
new accounts

The World’s Coolest Winter campaign, which celebrates the UAE’s most beautiful tourism 
destinations, is extending humanitarian support to more than 100,000 refugees and people 
in need through a new humanitarian initiative called Warm Winter. The campaign 
collaborated with content creator AboFlah to support hundreds of thousands of refugees 
and families in need in Africa and the Arab world. It aimed to raise over $10m to provide food, 
winter clothing, blankets, mattresses and critical aid to help displaced men, women and 
children prepare for harsh winter conditions. AboFlah’s YouTube channel is one of the 
fastest-growing in the world, with more than 22 million subscribers and over 2.8 billion views.

Agency Mohammed bin Rashid Al Maktoum Global Initiatives  Talent  AboFlah  Executive director of 
new media and visual production Khaled AlShehhi

The Beirut Heritage Initiative (BHI), a Lebanese non-profit organisation, is giving a special 
meaning and a strong purpose to gifting by launching ‘Here’s to Beirut’, an initiative that 
showcases handmade drinking glasses, made of recycled glass collected from Beirut’s 
historical buildings after the massive explosion in the city on August 4, 2020.

BHI collected broken glass from the city’s historical buildings, subsequently recycling, 
hand blowing and re-assembling pieces into pairs of uniquely handcrafted drinking 
glasses. These limited-edition sets can be purchased online at HeresToBeirut.com and 
delivered worldwide. All proceeds will go to the restoration efforts led by BHI.

Agency  TBWA\RAAD

MBRGI  WARM WINTER THE BEIRUT HERITAGE INITIATIVE  HERE’S TO BEIRUT
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You don’t have to be global in scale to be world-class in stature; 
these awards are open to agencies of all sizes, anywhere in the 

world, be it a single shop in Dubai, an agency with multiple offi  ces 
across the Middle East or a fully networked agency with a truly 

global spread of employees. If you think the achievements of your 
agency make you the best in the world, we’d love to see you enter.

ENTER NOW
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The MENA region has some of the best talent in the 
world, and has been picking up global grands prix at 
international awards shows. We are a competitive region 
and a proud one and quite rightly like to celebrate our 
achievements. Inviting MENA agencies to take part 
in Campaign’s Agency of the Year Global means our 
homegrown talent will be able to show the world just how 
good we are on an international scale, and I’m looking 
forward to seeing who will be the fi rst agency in the region 
to be the best in the world.

AUSTYN ALLISON
Editor of Campaign Middle East

ENTER NOW
WWW.AOYGLOBALAWARDS.COM

DEADLINE: FEBRUARY 10

ENQUIRIES: NADEEM@MOTIVATE.AE

 USE CODE GLOBAL500U WHEN ENTERING TO CLAIM YOUR EXCLUSIVE DISCOUNT
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Akhbar Al Aan has rebranded with 
the objective of clarifying its 
purpose and becoming younger 

and more relevant to the hopes and 
aspirations of young adults of the region.

The independent news brand wanted 
to develop a fresh vision, infused with 
clarity and a new sense of purpose.

Building on the idea that Al Aan 
works ‘in the now’, telling the stories of 
today, the news brand has strived to 
sharpen its focus on giving its viewers 
and readers an engaging and 
informative experience of what’s going 
on at the current time.

Solange El Rassi, head of public 
relations and corporate 
communications at Al Aan TV, says: 
“Akhbar Al Aan changed to a fresh, 
young and colourful brand, for the 
‘now’, which is vibrant, cool, engaging 
and optimistic.”

The agency in charge of the rebrand, 
Bellwether, focused on modelling the 
word Al Aan (Arabic for ‘now’) with 
Arabic calligraphy, and a light beam, a 
source of light in motion with a purpose, 
where it matters. They adopted this 
concept as it represents the news 
agency’s philosophy. For the word 
Akhbar (‘news’), a modern Arabic 
font was used to bring it to a 
contemporary setting.

The intention behind the new look 
was to communicate the purpose of 
Akhbar Al Aan as “the inexhaustible 
source of light that brings clarity to a 
world full of complexity and 
contradiction”.

Previously, Al Aan the main brand of 
Al Aan TV, the network of news sources 
that includes television news and the 
Akhbar Al Aan digital platform. The 
new positioning puts Akhbar Al Aan at 
the centre as a multi-channel digital 
publisher that is all about content.

Akhbar Al Aan’s stated brand 
purpose is ‘To spread hope and 
optimism throughout the Arab world 
story by story’. The platform aims to 
be the story hunter and story 
tellersfor the youth building 
tomorrow’s world.

It is vitally important for 
people to be aware of what’s 
going on in their world. Therefore 

The story belongs 
to everyone

Akhbar Al Aan rebrands as ‘in the now’ news channel

“Akhbar Al Aan 
changed to a fresh, 

young and colourful 
brand, for the ‘now’, 

which is vibrant, 
cool, engaging and 

optimistic.”

Solange El Rassi, head of public relations 
and corporate communications at Al Aan TV

Akhbar Al Aan acknowledges its 
responsibility to seek out and find the 
stories that matter, to get the facts 
right and to tell the story in the most 
engaging and informative way 
possible. The magic of the stories 
Akhbar Al Aan tells derives from where 
it finds them and reports from.

Akhbar Al Aan goes to the frontlines, 
to conflict zones, to wherever it needs 
to be to get the story and to report it 
from an on-the-ground perspective 
that brings its viewers and readers to 
the frontlines.

Akhbar Al Aan has to be in the thick 
of the action to ensure that its words, 
pictures, and videos are compelling. 
Seeing the story up close enables 
viewers to feel it and gives them a 
deeper understanding as well as a 
more engaging and enjoyable 
experience.

Because the story belongs to 
everyone, Akhbar Al Aan gives it to its 
audience to experience every day.

To become a reliable source of news, 
Akhbar Al Aan has had to face the 
challenges pose by a generation of 
media that is polarised and 
fragmented. Instead, Akhbar Al Aan 
has chosen the path of sincerity over 
sensationalism, accuracy over 
quantity, and transparency over 
theatrics.

Being moderate, objective and 
reasonable can be viewed as being a 
little bland in a media world where 
strong opinions and indoctrination 
have expanded. This is a paradox 
where objective views, which should 
be perceived as rich indicators of 
quality, can fall into a less appealing 
category. Still, having a strong set of 
values will always make Akhbar Al Aan 
stand out from the crowd. Part of the 
rebrand was to portray this strength.

The future plans for Akhbar Al Aan is 
to continue improving and providing 

more value to the audience and 
advertisers at every step. El Rassi 
says it will offer “a steady stream 
of high-impact global exclusives, 
more original content, more fun, 
deeper engagement and a 
single-minded focus on the 

brand’s own digital properties”.

Akhbar Al Aan uses a long-form 
storytelling format to engage people 
by focusing on interesting and 
relevant subject matter and providing 
original, fact-based content and the 
broader context for a more informative 
and enjoyable experience.
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The regional industry pays 
tribute to the founder of 
Inca Tanvir Advertising

REMEMBERED
KANJI

TANVIR
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The Middle East advertising industry has 
been remembering Tanvir Kanji, who 
passed away in January.

Kanji, chairman of the Inca Group of 
Companies – including the group’s flagship Inca 
Tanvir Advertising, – died on January 2, 2022, at 
the age of 77.

Kanji set up one of the Middle East’s first 
full-service advertising agencies in 1976 in 
Sharjah, UAE. In a 2015 interview with UAE 
newspaper Khaleej Times he explained he had 
visited the country – then only five years old 
–for three weeks the previous year, and was 
“convinced that this is where I wanted to be”. His 
advertising business took off, as he helped 
establish the marketing industry in the region. 
He would later become a founder of the UAE 
chapter of the International Advertising 
Association (IAA) and was elected president of 
the chapter in 2006.

In 2006 Kanji was awarded the IAA’s Medal of 
Merit and Publicity Man of the Year awards. In 
2009 he was named Advertising Person of the 
Year by Dubai Lynx.

A statement from the IAA UAE chapter said:  
“A true advertising statesman has left us. Tanvir 
Kanji graciously helped the IAA UAE chapter for 
over four decades, giving so much back to the 
advertising industry that he loved so much.

“Tanvir’s contribution to the growth and 
success of the IAA UAE chapter will never be 
forgotten. He served the IAA UAE for over  
40 years.

“As Dubai grew, so did the IAA UAE chapter, 
and its recognition reached new heights under 
Tanvir’s presidency when it hosted the world 
congress in Dubai in 2006.

“The congress welcomed over 2000 guests 
from 67 countries and went down in history  
as one of the IAA’s most successful world 
congresses.

“Tanvir was an inspiration to everyone in the 
advertising field and will forever be remembered 
as an industry leader, a gentleman and a great 
friend to all who knew him.

“The members of the IAA UAE offer their 
sincere condolences to his family. May he rest  
in peace.”

Marwan Kai, CEO of Media Interactive Services 
Gulf, said: “I had the privilege of serving with 
Tanvir on multiple IAA Executive Boards and 
was his vice-president for the best IAA World 
Congress ever held, in Dubai in 2006.

“Tanvir was a man of integrity, wit and charm. 
He worked tirelessly to ensure the industry’s 
voice was heard, to encourage the youth to take 
up a career in the marcomms world and to grow 
the size of the industry across the MENA region.

“Like the group of Lebanese that escaped the 
Civil War in Lebanon and came and set up their 
agencies in Dubai, Tanvir left his native India to 
come and seek a better future in the UAE and 
succeeded in creating a hugely successful 
agency in the UAE, as well as other businesses.

“Tanvir will be dearly missed by his friends in 
the ad industry and beyond; he will always be 
remembered for his charm, energy and honesty. 
RIP Tanvir.”

Ian Fairservice, managing partner and group 
editor of Motivate Media Group, said: “I’m 
deeply saddened by the passing of Tanvir, a 
friend and colleague of over 40 years. He opened 
his advertising agency a couple of years before 
we launched What’s On in 1979 and was always 
encouraging and hugely supportive.

“We shared many memorable experiences. 
Both founding members of the International 
Advertising Association in the Emirates, we 
served consecutive terms as IAA UAE president 
and attended several world congresses together, 
along with others on our very active and 
close-knit board.

“Tanvir was a brilliant adman and personally 
highly creative. Yet, unusually in our industry, 
he was not showy but discreet, humble and 
extremely generous in his help to others. A 
trailblazer of the Middle East advertising 
industry, Tanvir will be greatly missed and very 
fondly remembered.”

Philip Thomas, chairman of Ascential 
Marketing Division and chairman of Lions, the 
organisation behind Dubai Lynx and Cannes 
Lions, said: “When the Lions organisation was 
asked to join forces with the UAE chapter of the 
IAA in 2007 to launch Dubai Lynx, Tanvir was 
one of the first people I met in the region. A few 
years later, he was the obvious choice to be 
awarded 2009’s Advertising Person of The Year. 
He was a true pioneer of MENA advertising, and 
a huge success almost from the beginning, but 

my memory of him is as a truly generous, 
humble and charming person. It is common to 
say such things after someone’s passing, but I 
remember so well the night of his award, his 
humility, his charm and his mischievous good 
humour. He was always a great friend to us as we 
tried to establish Lynx across the region, and we 
at Lions and Lynx send our deepest condolences 
to his family for their loss.”

Mohan Nambiar, CEO of Radix Media, said: 
“My dear friend, he went too soon. Tanvir’s 
passion for advertising, even at his age, was 
something that I didn’t come across with many 
people.  He was always grounded and practised 
what advertising is. He was detail-oriented, 
committed with absolute passion and I think he 
really lived the world of advertising. RIP my dear 
friend Tanvir.”

Avi Bhojani, group CEO of BPG Group, said: 
“Tanvir was, first and foremost, a gentleman, 
upright, principled and always ready to do his 
part. I had the good fortune of having known 
Tanvir since my early days in Dubai in late 80s. 
While professionally we did not work together, we 
both had long stints in an Indian agency, Ulka 
(now FCB India), he in the ‘70s and me in the ‘80s. 
Tanvir stayed independent out of choice and was 
perhaps one of the best ad men to have worked in 
UAE. RIP Tanvir, you will be missed.”

Ramzi Raad, group CEO of TBWA/RAAD Group 
Middle East, said: “When I landed in Dubai to 
open a branch for Intermarkets, I asked if there 
were other advertising agencies in the UAE. The 
name of Tanvir Kanji and his agency Inca 
Tanvir, in Sharjah, were amongst the three 
names that were given to me at the time.

“Then, when I was awarded the Advertising 
Man of the Year 2010 title, the press release 
issued by the organisers stated that Tanvir Kanji 
was amongst the first recipients of this 
recognition in 2009.

“Tanvir was a noble colleague and a dear 
friend who was instrumental in the 
establishment of the UAE chapter of the IAA and 
got elected as the chapter’s president in 2006.

“Dubai and all of us – the old ad men here – 
are already missing a dear, honest and 
professional competitor. God bless his soul.”

‘‘TANVIR WAS AN 
INSPIRATION TO 
EVERYONE IN THE 
ADVERTISING 
FIELD AND WILL 
BE REMEMBERED 
AS AN INDUSTRY 
LEADER, A 
GENTLEMAN AND A 
FRIEND TO ALL 
WHO KNEW HIM.’’
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INDUSTRY FORUM:
Q We asked: Will the metaverse shape 

society as much as social media did?

CAM299_P12-15_industryForum.indd   12CAM299_P12-15_industryForum.indd   12 1/31/22   6:16 PM1/31/22   6:16 PM



January 31, 2022 13

Mazen Jawad 
President, Horizon Holdings

The metaverse is “a shared virtual three-
dimensional world or worlds that are interactive, 
immersive and collaborative” (Nvidia), enabling at 

times countless of people to interact, play, work and live.
For the metaverse to shape our society, it needs to change the way 

we live, work and play. While this started slowly in the 1990s, it just 
had an incredible boost since Covid-19 locked us down and moved us 
into the virtual world. 

Today we work and meet more online and this is quickly 
transforming – whether with Facebook’s Horizon Workrooms, a VR 
version of Zoom or Microsoft’s Teams software with new features that 
will enable companies to create immersive spaces where employees 
can meet. 

The world is playing on platforms that keep evolving. MMORPGs 
(massively multiplayer online role-playing game) is here to stay; 
Fortnite, Roblox and Minecraft have become not only playrooms, but 
brands that sell and grow constantly. We see brands scrambling to get 
into Roblox while Balenciaga is selling Fortnite shirts.

And to enrich our lives further, Apple is rumoured to be launching a 
MR (mixed reality) headset and AR/VR glasses by end of next year. 
The metaverse is here to stay and evolve, surely transforming the way 
we live, work and play. 

Katie Streten
Experiential strategy director, 
VMLY&R Commerce

Have you 
watched a 
child or a 

teen playing with their friends 
on Roblox or Fortnite? While 
building mansions, killing 
monsters, playing hide and seek 
or adopting pets, they chat to 
each other as if they are in the 
real world. There’s no distinction 
in their play. To them, these 
platforms are just another space, 
like the swingpark. They will 
evolve and drive functionality in 
metaverse spaces, taking us with 
them, so that not just play and 
relationships but work too will 
partly take place there. 
Redefining everything from 
rights to criminal behaviours to 
currencies, it’s already 
happening. Just watch.

Toseef Butt
Head of performance marketing, Boopin

The metaverse will shape society more than 
social media ever did, with social platforms 
being the catalyst that drives usage and 

engagement. It will affect not only the way we engage with society 
and communicate but also the way we digest information and 
make decisions.

From meetings and conferences to product launches and movie 
premieres, these will all be hosted in the metaverse.

For some, the appearance of their avatars will hold more value 
and significance than their real-world appearance, with NFTs 
being a key driver of this.

Lastly, the metaverse will also create new career opportunities 
such as digital fashion designers, smart contract lawyers, 
metaverse event directors and metaverse world builders.
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Vishal Badiani
Creative strategy lead, Snap Inc. MENA

Metaverse is just sort of the 
new word for cyberspace. It 
isn’t a term we have applied 

to our work, which I’m relieved about now 
that it has become an explicit marketing 
play. The term originates from Neal 
Stephenson’s early 90s sci-fi novel Snow 
Crash, which coined it as a virtual world, 
operated by a monopolistic villain, where 
people went to escape reality – hardly a 
blueprint for a healthy society. In 
conversations on the topic today we see 
people conflating VR with AR, but they 
are two totally distinct approaches to 
building immersive computing platforms. 
Stephenson himself said VR and AR are: 
“completely separate and almost 
unrelated. The purpose of VR is to take 
you to a completely made-up place, and 
the purpose of AR is to change your 
experience of the place that you’re in.”  
As we build towards the next generation 
of computing, it’s really important to 
distinguish the two, which is why we  
focus our technology and our 
conversations around AR, which we see  
as the most compelling and also healthiest 
path forward.

Hala Lababidi
Director of digital sales, FutureTech

The metaverse is 
already shaping 
society and it is only 

in the very early stage of web 3.0. 
Every important part of life is gradually 
moving into the digital realm. Social 
media has become an essential part of 
our lives and the metaverse will become 
an even greater part of our lives within 
the next three years.

We are currently in a new era where 
we live more in the digital world than 
the physical. 

With people already spending a huge 
part of their attention on social media, 
it is expected that the metaverse will be 
virtually indistinguishable from 
analogue life in the near future.

Metaverse representation, be that 
currency, profile or other assets, will 
become a necessity to use while 
shopping, working or simply carrying 
out day-to-day tasks. 

Many brands have already started 
placing items that can be exchanged  
in the digital world such as digital 
assets, virtual outfits, NFTs, avatars  
and more.

Vanessa Abi Faris
Performance media manager, Dentsu

Without a doubt. Social 
media has greatly 
affected and 

revolutionised society, building on a 
foundation that’s progressed tremendously 
over the years, and strengthening 
communication, connectivity, and social 
interactions across the globe.

The metaverse is now the next big thing 
that will transform, yet again, the way 
people interact and connect with one 
another. So many questions are to be 
answered: if and when the metaverse will 
roll out, whether it will be decentralised or 
dominated by main players like social 
media is, and the impact it will have on 
authenticity and human connections, the 
various sectors, and the economy. One 
thing is for certain though, it will be 
ground-breaking.

Derya Matras
Vice president, Meta Middle East, Africa and Turkey

 
The metaverse will be the next evolution in online social technology and will help 
us connect in ways not yet possible today. Because of that, I believe it will most 
probably have a big impact on how we interact as a society. It’s not about replacing 

being together in person, but when that’s not possible I think we can all agree that there is still a lot to 
do to improve that digital experience.

We envision it to feel like a hybrid of today’s online social experiences, sometimes expanded into 
three dimensions, or projected into the physical world – and seamlessly stitched together so that you 
can easily jump from one thing to another. And because it is immersive and engaging, it makes it  
easier to really feel like you are experiencing things together – through sharing a space rather than 
simply a screen.
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Naveen Chacko Mathews
Head of business unit – client service, Havas Media – Havas Middle East

But over the longer term, the biggest dependency being technological advancement and its 
access to mainstream audiences. Social media was driven by the inherent craving for social 
acceptance and connection. With people getting more accustomed to virtual ways of interaction, 

accelerated by the onset of Covid-19, a natural progression would be the need to find more immersive, natural-like 
ways to interact virtually. This, fuelled by a growing population – a younger audience who’d rather interact virtually 
to fulfil their social needs, limited not by who they really are but what technology and spaces enable them to achieve 
and be, drives the essence of the metaverse, and eventually its success.

Walid Sanjad
Social media director, Netizency

Social media changed the world, but the 
metaverse could quite literally be a whole new 
world, with its own economies, politics, real 

estate, experiences, and more. Technology – and its adoption – are 
progressing exponentially, and it’s only a matter of time before our 
avatars are virtually working, shopping, waging war, or having a Big 
Mac at our nearest Meta-McDonald’s. At time of writing, the word 
‘metaverse’ is flagged as a typo – next thing you know it’ll be 
Oxford’s word of the year. All this is to say if there’s one thing we’ve 
learned from science fiction it’s that it eventually comes to pass – 
it’s just a matter of when.

Lara El Khoury
Regional senior marcom manager,  
Digital Media Services

And much more. Like social media disrupted the 
digital marketing landscape 20 years ago, the 
metaverse will revolutionise the way we 

socialise, shop, play, work, etc. It will reshape the world we live in 
and create huge opportunities for brands to interact with their 
customers in a 3D form. Retailers will be able to leverage new VR and 
AR technologies to provide a more comprehensive ‘omnichannel’ 
shopping experience that brings the physical and digital worlds 
together. On the downside, social media affected undesirably our 
society by creating issues with democracy, privacy and mental 
health. Let’s be realistic, despite its many benefits the metaverse will 
inevitably have some shortcomings, including losing track of time, 
the inability to distinguish between the real and virtual worlds and 
addiction, to only mention a few.

We are preparing for a new version of the internet which will  
have huge implications for society. The metaverse will definitely  
unleash amazing creativity, opening up new horizons for brands  
and businesses.

Elie Chammas
Client relationship director, Fusion5

The metaverse 
will reshape 
society as 

we know it. It will have a fully 
functioning revolutionary 
economy with a new 
generation of currency and 
payment. Users tend to 
interact with new trends, and 
especially highly influential 
ones, and that is what the 
metaverse aims to achieve. The 
metaverse is an attempt to rebuild 
the digital world from messaging, 
gaming and social media to 
e-commerce real estate and finance. The 
metaverse might one day resemble our world 
and our world will resemble the metaverse in a way where they 
are merged in necessity with each other and are co-dependent.
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Becoming future-fit
Professor Paul Hopkinson, associate head of Edinburgh Business 
School, Heriot-Wa� University Dubai, offers his thoughts on how 

organisations and business leaders can change the skills gap 
narrative in digital marketing

The digital marketplace is constantly evolving, and 
there has been exponential growth for businesses 
that are taking advantage of the fact that digital 

marketing provides measurable return on investments. 
Driven by rapid changes in technology, the digital 
marketing profession offers plenty of room for growth, and 
those aspiring to be digital marketers – or those 
already on the pathway – are positioning 
themselves for a growing career.   

Digital marketing is relatively 
young as a profession but is 
identified as a career path with 
immense growth potential. The 
world is rapidly shifting to 
digital, with many 
organisations choosing to 
accelerate their ambitions 
in the wake of the Covid-19 
pandemic, backed by 
increased consumer 
confidence and familiarity 
with digital channels. This 
has resulted in a spike in 
digital marketing jobs. 
According to LinkedIn, the 
‘Digital Marketing Specialist’ 
role is among the top 10 most 
in-demand jobs, with 860,000 
job openings. The most requested 
experience in digital marketing 
includes social media, content strategy, 
SEO and analytics, among others. 
Additionally, the World Economic Forum ‘Jobs 
of Tomorrow’ report showcased that digital marketing 
is amongst the most in-demand skills across several 
industries, including the care economy (related to the 
healthcare field) and the green economy (encompassing 
jobs in the sustainability sector. This speaks of the 
profession’s strength as it transcends various industries 
and sectors. 

The Digital marketing profession offers a multitude of 
career avenues ranging from more technical spheres such as 
digital marketing analytics through to the more creative 
area of content creation. Nevertheless, finding talent with 
the right blend of skills remains a significant challenge. For 
example, in the United States, a recent LinkedIn survey 
highlighted a shortage of about 230,000 digital marketing 
professionals in major metropolitan areas. More worryingly, 
Target Internet and Chartered Institute of Marketing (CIM), 
in their most recent ‘Digital Marketing Skills Benchmark’ 
report indicated that digital marketing skills stagnated or 

declined over the past year in almost all sectors and at all 
levels of seniority. In addition, the report revealed that 
content marketing, analytics and data have seen a major 
decline– of -6 and -4 per cent respectively, compared 
with 2020. 

Demand for digital marketers shows no sign of abating, 
despite the persistence of skills gaps. Looking 

at the hiring pattern closer to home, a 
LinkedIn survey titled ‘Jobs on the 

Rise’ noted that, with the online 
usage increasing every year, 

companies moved to capitalise 
on increased e-commerce 

activity. 71 per cent hired 
into digital marketing roles 
in 2020. Social-media-
related roles showed some 
of the highest growth, 
which was linked to 
increased social media 
usage in the wake of the 
pandemic. This category 
also saw one of the most 
balanced gender hirings, 

with a 51:49 female-to-male 
ratio, and the vast majority 

were self-employed or 
freelancers.
As the digital marketing sector 

continues to grow at a steady pace 
and new technologies emerge, 

educators and professionals must adopt 
a collaborative approach to anticipate and 

address emerging skills gaps, ensuring that the 
upcoming marketing talent is fit for the future. 

Focus on lifelong learning
Marketing as an industry is ever-changing and continues to 
evolve robustly. In addition, digital marketing is even faster 
when it comes to the changes in the industry. As the 
customer demographics change, applications that worked 
well a few years ago might either be upgraded or entirely 
done away with. For digital marketers, it is important to 
learn constantly to grow their portfolios and succeed in the 
roles they are entrusted with. Building skills and capability 
within a team requires continued efforts. In environments 
where companies are shifting their approach towards 
digital and data, it is important to consider the skills and 
abilities that cut across departments and support the 
organisation’s marketing needs. Business leaders can play 
an important role in ensuring their employees continue to 
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learn by empowering them to opt for external upskilling 
courses, extensive on-the-job training and upgrading 
platforms and applications to reflect the changes in the 
industry. Upskilling and reskilling are important to an 
organisation’s and individual’s growth, and organisations 
cannot do it alone. 

A collaborative approach
An isolated environment at work or while pursuing 
education is extremely limiting to the growth of any 
individual. More so in the next generation skill sets, 
including the fast-paced digital marketing field. The digital 
environment is changing so fast that the industry needs to 
re-evaluate the way employees and individuals stay in tune 
with them along with formal education. There needs to be a 
significant change in approaching the skills gap by 
encouraging building the workforce’s practical skills. 
Employers are progressively expecting experience and more 
digital fluency from recent graduates. Still, the support and 
training on offer can sometimes be lacking, as internally the 
digital skillset may not be up to scratch in most 
organisations. Engaging in a collaborative approach where 
employees can learn from each other, upskill one another 
and provide others with hands-on practical experience can 
prove beneficial. We also need educators and industry 
working together to close the gap between the profession 
and the classroom and co-creating educational offerings, 
blurring traditional boundaries by bringing the workplace to 
the classroom and study opportunities to the workplace. The 
opportunities that collaboration brings across sectors is 
exponential. In digital marketing, they are even more 
significant as keeping updated and sharing information 
and working collaboratively supports growth through 
knowledge sharing. 

Identifying current and future skills gaps
The impact of digital marketing on businesses has proved 
beneficial to the growth of organisations, from being 
cost-effective to having a wider geographical reach. 
According to the Salesforce and IDC report, 65 per cent of 
global GDP will be driven by digitalised products and 
services this year, which reinstates the fact that the need for 
digital marketers will continue to grow in the coming years. 
Many organisations tend to work on legacy terms: the way 
work has been done in the past and has proven successful is 
the way it will be done in the future. But as far as digital 
marketing is concerned, nothing else can be far from the 
truth. For example, reports have suggested that big data and 
analytics, marketing automation and digital video 
marketing are all skills that need constant upgrading and 
present the biggest gaps in jobs. Furthermore, with the onset 

of 5G connectivity, cloud computing, AI and cybersecurity 
resilience, highly advanced ICT skills, are crucial for the 
region’s post-oil economic transformation goals. A deep 
analysis of the skills deficiencies in the workforce can be 
beneficial to both the organisation and individuals. This can 
provide a much-needed insight into understanding where 
the firm lacks and how it can be corrected. To analyse skills 
gaps efficiently, the leadership and talent management 
teams must consider a frequent system of identification so 
that the change is not too big. It also might be worth creating 
a bespoke skills gap analysis template for individual staff 
members. Here too, there are opportunities for educators, 
professional bodies and industry to work together to 
foresight future skills gaps and develop strategies by which 
these can be addressed 

Networking and building social capital
While individuals and organisations need to do most of the 
work to have the relevant skills for success in digital 
marketing, another way to build a solid understanding of 
the market and the changes is by creating pathways to 
interact with and be in the presence of veteran peers. The 
industry has evolved, and so have digital marketers. It is not 
about the young minds being more talented. Veterans can 
provide peer support and impart significant knowledge to 
the up-and-coming digital marketers with many more years 
of experience and constant upskilling and reskilling 
marketing. From wins to failures to understanding what 
works and what does not, those in the industry have seen it 
change rapidly and kept up with the change. Organisations 
and higher education institutes can build a peer network 
that will provide one-to-one or group knowledge sharing. 
Being in the industry for years and being part of the 
changing landscape puts them in a position to help those 
either entering the workforce or are looking to upskill. 

The widening digital marketing skills gap can be a way for 
the industry to rethink its approach. From hiring a diverse 
workforce that is not restricted to geographies, age, years of 
experience to actively upskilling employees – the industry 
can make a huge difference in the coming years. 
Additionally, higher education institutes can significantly 
bridge some of these skills gaps by providing tailored 
courses and partnering with industry bodies. In fact, 
Edinburgh Business School, Heriot-Watt University has 
recently announced a partnership with The Marketing 
Society, a global community of marketing leaders, aimed at 
nurturing future marketing talent and supporting those 
entering the profession through activities such as 
mentorship, workshops, and other collaborations. As 
education continues to play a vital role so will 
collaborations. 

“Engaging in a collaborative approach where 
employees can learn from each other, upskill one 

another and provide others with hands-on practical 
experience can prove beneficial.”

By Prof Paul Hopkinson, associate head of Edinburgh Business 
School, Heriot-Wa�  Unversity Dubai
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T he marketing industry 
moves faster than most, 
especially with digital 

technology and platforms at the 
centre of all things marketing. 
Honing in on the key trends is 
very much open for debate, but 
there are some huge, obvious 
considerations to be aware of.

Consumer attention spans are shorter 
than ever. 
What does this mean? Ads will 
need to grab attention in a 
heartbeat. So, design, format 
and placement mixes become 
more challenging. If you try to 
be too clever or take too long with 
your message you will not get far. The 
impact of Gen Z is contributing 
hugely to this move. The first solely 
digital generation are now budding 
young adults with serious spending 
power visible in consumer behaviour 
and trend reports globally.

The impact of digital storytelling 
Finding the creatives and agencies to 
be able to tell digital stories will be 
defining factors in your marketing 
success in 2022. TV commercials 
have been the prime storytelling 
platform for brands for more than 50 
years. TVC ad revenue is dropping, 
simply because those ads have less 
viewers and there are many other 
options today. The emergence of 
subscription broadcasters on digital 
platforms will see that downward 
trend continue. Thus, the primary 
storytelling platform for brands is 
becoming less popular. Next? 
Integrated storytelling, which will 
inevitably be digital or social first, 

Key trends in 
marketing for 2022

With dwindling a�ention spans, a diverse range of platforms 
and an escalation of CMOs’ importance, some big changes 

are coming, writes Jamie Wilks

“he first solely 
digital generation are 

now budding young 
adults with serious 

spending power visible 
in consumer behaviour 

and trend reports 
globally.”

By Jamie Wilks, co-founder, House of Comms 
and The Marketing Society member

and still film or video content of 
course. This remains king ,and this 
won’t change for a long time – just 
often shorter and more frequent 
content series vs larger, longer 
productions. Still, it’s an art – that’s 
for sure.

The rise of new and emerging social 
platforms
We’ve had Facebook, Instagram, 
Twitter, Snapchat and YouTube 
for a long, long time. TikTok has 
muscled in; however, this is 
changing. More platforms are 
emerging for various reasons 
– new ways to be content 
creators, youngsters dodging 
their parents, cries for less 
censorship and adverts. 
Whatever the reasons, new 
players are emerging fast with 
big backers. Jodel, Gettr, 
Bitchute, MeWe, Parler – this list 
is large but marketing leaders 

will be wise to keep an eye on these 
platforms that are amassing tens of 
millions of users and take full 
advantage of new audiences, new 
targeting opportunities and more bang 
for your buck. Jodel has made a huge 
splash in the Middle East with 
Arabic-first communities in-particular. 
This will inevitably see the continued 
diversification of the existing big 
players. Meta is a punt for Facebook 
though, which has been struggling to 
maintain engagement and user 
numbers – especially with teen and 
Gen Z. Let’s see what happens.

CMOs to dominate new CEO positions 
This has been coming with the 
significance of data in the marketing 
sphere. The overlap with product and 
service design with some or all digital 
transformation budgets now being 
spent by marketing as opposed to 
IT. Now we see more CMOs stepping 
into CEO positions than ever before. 
And it makes total sense. Long may 
this continue.
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‘‘PEOPLE’S 
CREATIVITY 
FALTERS AS THEY 
GET OLDER JUST 
BECAUSE THEY 
LOSE THEIR 
RESTLESSNESS.’’

SIMON SAYS
Malcolm Gladwell tells Austyn Allison what the 
album Graceland can tell us about creative relevance

In December, journalist, podcaster, 
bestselling author and critical thinker 
Malcolm Gladwell came to Dubai. He 
was brought in Campaign’s sister 

company Motivate Talent to speak at the 
World Conference on Creative Economy 
at Dubai Expo 2020.

Gladwell is a world-renowned speaker, 
as well as being a staff writer for The New 
Yorker since 1996, and is author of New 
York Times best-selling books including 
Blink, The Tipping Point and Outliers. He 
also hosts the Revisionist History podcast.

He has been included in Time 
magazine’s 100 Most Influential People 
list and recognised as one of Foreign 
Policy’s top global thinkers.

Campaign caught up with Gladwell 
before he went on stage at Expo and 
asked him about how to stay relevant as a 
creative. The conversation below has 
been edited for length and clarity, and if 
you want to know more head over to 
Anghami (or wherever you get your 
podcasts) and search for our podcast 
series On The Record with Campaign 
Middle East, where you can hear the 
whole interview.

Campaign: Ad agencies are quite young 
places. How can creatives keep their 
careers going and how can and do they 
change to remain relevant?
Malcolm Gladwell: It’s funny you should 
ask that question. I’m giving a talk about 
that, based on the singer Paul Simon and 
his 1986 album, Graceland, which is the 
high-water mark of his career, and which 
he makes when he’s 44 years old. 

It is very unusual in pop music for 
someone to do their greatest work in 
middle age. Even the Rolling Stones are 
basically finished credibly by the time 
they’re 30. They put out their last great 
album when Keith Richards and Mick 
Jagger are 29 years old. And you could 

argue … their great period of creativity is ‘68 
to ‘72. Paul Simon has another 30 years of 
incredible fertility. 

So the talk is all about: How does Paul 
Simon keep it going, but everyone else stops? 
One of the things is his willingness to 
experiment, and to take much greater risks 
than his peers do. He very deliberately 
embarks on experiments. Sometimes they 

work and sometimes they 
don’t work. But he’s the 
guy who gets on a plane 
and goes to apartheid 
South Africa; none of his 
peers do. He’s the guy who 
does a Broadway play 
about Latin music; none of 
his peers do. He’s the guy 
who starts out as an as a 
folk musician and ends up 
delving into world music 
and so many different 
dimensions. 

There’s a restlessness to 
him, that, that most 
musicians don’t have. 
That restlessness is a 

high-wire act, but in his case it’s incredibly 
rewarding. It means that he’s still going 
strong, even today. He has an album coming 
out in March, at the age of 79 years old. 

I think that people’s creativity falters  
as they get older not because of any inherent 
lapse in their imagination, but just because 
they lose their restlessness and an appetite  
for risk.

They get comfortable, and once we’re 
comfortable we’re very difficult to dislodge.

So how do you dislodge yourself from that 
comfort zone if you’re a creative?
This idea of kind of shaking things up in 
midlife is terrifying to established 
professionals. But I think if you are someone 
who’s concerned that your creativity is on the 
wane, I think it is necessary. We should be 

much more disciplined about shaking things 
up, about moving people around, about 
accepting the fact that if you’re in a creative 
industry it is important to change your 
creative surroundings on a regular basis or 
you will get stale. 

We wouldn’t say that of a doctor, right? We 
want the doctor to do the same thing year-on-
year. It’s not a creative field; it’s a field where 
there is a constant linear return to experience. 
The more you’ve done the same thing over 
and over, the better you are; the more cases 
you see within your speciality, the more adept 
you are at diagnosing them and making sense 
of them. 

That’s very different from a creative field 
where there isn’t a constant linear return to 
experience. In fact, there’s negative returns 
after a while if you’re seeing the same thing 
over and over again. So I just think we have to 
accept that fact that the rules are different in a 
creative world.

The rules in the creative world are changing 
anyway, aren’t they? With technologies like the 
metaverse and augmented reality becoming 
more common, how will these new channels 
change the role of creatives?
Well, I would say that a lot of what’s 
happened in the internet age has increased 
the market for creative work. It has increased 
the value of creative work; it’s increased the 
range of creative work. But has it changed the 
nature of creative work? 

Today, the very best, most creative 
computer programmers make many, many 
millions of dollars a year, so that’s a category 
didn’t exist before. 

But the underlying nature of what drives 
the creativity of someone in that role is no 
different from what drove the creativity of a 
19th century mathematician. We sometimes 
think that because the external dimensions 
of the creative universe are in constant flux, 
the nature of creativity has changed. I don’t 
think so.
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As the industry continues to see a 
growing demand for solutions that 
bring creative and media closer 

together across all channels, Ad-Lib.io 
and Smartly.io have officially joined 
forces and will be further expanding their 
ad tech capabilities. 

Smartly.io, the leading social 
advertising SaaS platform for creative 
and performance marketers, and Ad-Lib.
io, the next-generation creative 
optimisation platform, announced the 
acquisition earlier this month. Both 
entities share the same vision and values, 
and are thrilled to be coming together to 
provide clients with a powerful solution 
to facilitate marketing campaigns. 

Helsinki-based Smartly.io previously 
focused primarily on paid social-media 
advertising on the Meta Platforms Inc. 
properties, Facebook and Instagram, 
along with Pinterest, TikTok and 
Snapchat. Its technology is designed in 
part to help brands understand what 
creative elements resonate best with 
various audiences and to automatically 
produce some of those creative assets. It 
also seeks to help brands deliver an ad to 
certain audiences at a time and on a 
platform where it can be most effective.

Continuing its strong growth trajectory, 
the acquisition advances Smartly.io’s 
cross-channel reach from social to now 
include dynamic creative optimisation 
across programmatic, CTV and the entire 
Google ecosystem.

Ad-Lib.io is a Google Certified Creative 
Partner that provides the leading 
next-generation creative optimisation 
platform for marketers at the world’s 
largest brands. We connect creative and 
media workflows using intelligent 
automation, making it easy and fast to 
produce and optimise relevant ad creative 
across all digital channels. These ads are 
60 per cent more cost-efficient to produce, 
according to Ad-Lib.io’s customers, which 
include 10 of the top 30 global brands.

With the acquisition, Smartly.io’s SaaS 
solution for social advertising will now be 
augmented by Ad-Lib.io’s enterprise suite 
of creative tools for YouTube, DV360 and 

Google Ads campaigns. The industry is 
seeing a growing demand for solutions 
that bring creative and media closer 
together across all channels.

“The past two years have proven that 
creative technology has become the most 
important lever for driving digital 
advertising performance,” said Kristo 
Ovaska, CEO and co-founder, Smartly.io. 
“Ad-Lib.io is a clear leader in the creative 
space by innovating on the mission-
critical dimensions of workflow, 
automation, brand governance, 
personalization and insight. Their 
knowledge of the Google stack is 
unmatched in the industry, and 
combining that with Smartly.io’s deep 
understanding of Facebook and the 
social stack across creative, media and 
data allows us to now serve customers 
across all major digital channels.”

“Smartly.io is the preeminent leader in 
delivering creative and media 
effectiveness for social,” said Oli 
Marlow-Thomas, founder and president, 
Ad-Lib.io. “With brand marketers and 
agencies increasingly uniting their social 
and programmatic teams into integrated 
digital creative and media investment 
teams, this is a natural next step for both 
companies.”

Ad-Lib.io CEO Adit Abhyankar added, 
“These teams are currently using 
multiple technologies or software 
partners, but going forward they won’t 
have to. The Smartly.io and Ad-Lib.io 
solution will provide the connective 
tissue to maximise creative effectiveness, 
media buying and creative intelligence.”

Smartly.io and Ad-Lib.io customers are excited 
about the benefits of this combination:

 Dean Weaving, head of display, video 
and paid social for Deliveroo is a 
supporter of the combined entities. “Both 
Ad-Lib.io and Smartly.io have enabled 
the developing partnerships between our 
creative and media teams. This has 
massively simplified the way our teams 
work. And with this merger, it only gets 
better, as we look to unify our advertising 
relevance across channels.”

 “Ad-Lib.io has been a fantastic partner 
of ours for the last four years while we 
have been focused on branding activity,” 
said Steve Pollack, head of media 
communication at Nestle. “This 
partnership will help Nestle extend to 
more ‘always-on’ and e-commerce-
related activity. We see it as a natural fit 
and are excited by what the Ad-Lib.io and 
Smartly.io journey will mean for brands 
seeking relevant and consistent 
relationships with their customers in the 
digital advertising arena.”

Over the coming months, the Smartly.
io and Ad-Lib.io teams will continue to 
build a robust stack of creative digital 
optimisation tools to help advertisers 
gain unparalleled relevance and reach in 
the constantly changing digital 
advertising landscape.

Ad-Lib.io and Smartly.io 
have joined forces 

Adtech leaders announce merger

“Both entities share 
the same vision 
and values, and 
are thrilled to be 
coming together to 
facilitate marketing 
campaigns.”

By Janira Hernandez, Head of MEA, Ad-Lib Digital
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W elcome to the year 2022. The below 
is meant to provide a view on what 
I believe is to come and trends we 
might see this year. As an analyst 

and researcher at heart, I believe that we live 
in a time where it has become easier for us to 
predict the future. We can plot many data 
points, be they economic, market or 
consumer signals, that can show us where 
our industry is heading. After giving this 
much thought, I felt that the below are 
insights and areas where we will witness 
exponential growth and amplifi cation over 
the course of the year. However, in an eff ort 
to remain true to the brief, here are my top 
fi ve predictions for this year: 

1 THE RISE OF THE EAST
A friend of mine recently sent me an 
infographic, created by The Economist, which 
looks at the IMF’s direction-of-trade 
statistics. Mapping the world, it refl ects on 
the dynamics and changes over the last 
decade between global powers – namely the 
USA and China – and seeks to demonstrate 
the percentage of trade between these two 
superpowers and the rest of the world. I think 
it’s safe to say that the next year, and 
certainly the next decade, is showing a shift 
in impact and growth coming from the east. 
In December 2021, we saw social platforms 
that were developed in the east become some 
of the world’s most used apps, South Korean 
series Squid Game gained over 1.65 billion 
hours of global viewing within three months, 
and fi ve out of the top 10 gaming 
development companies are coming out of 
the east. We are also witnessing an increasing 
number of platforms from the east set up 
shop in our region in an eff ort to share their 
latest solutions, particularly in the tech and 
development space. I predict that in the 
coming year this trend will continue to rise 
as platforms and companies from the east 
start playing a bigger role, especially in 
entertainment, technology, gaming and 
customer experience. This shift is set to 
create an increase in healthy competition 
and diversity of off ering in our market.

2 GAMING TAKEOVER AND DIGITAL 3.0  
2022 is the year of the World Cup and for the 
fi rst time this event is being hosted in the 
GCC region, presenting an amazing 
opportunity for brands to activate during the 
season. Aside from the physical game, FIFA 
(the governing body of association football) 
has been growing its e-sport and gaming 
portfolio as the gaming industry grew 
globally by 20 per cent in revenue last year, 
making it a $180bn industry and one that 
outnumbered the sports and movie industry 
worldwide. The Middle East on its own 
represents 25 per cent of the worlds gaming 
audience, with Saudi Arabia predicted to 
achieve more growth at an expected 
compound annual growth rate (CAGR) of 22.5 
per cent in the next fi ve years. It is no wonder 
that key regional governments recognise the 
importance of this sector and are actively 
investing behind infrastructure and 
partnerships to attract start-ups and global 
developers in that space. 

Gaming will present a long-form 
opportunity for brands to collaborate, to 
engage with the community and amplify 
shared experiences. Weaving in brand 
narratives, custom games, e-sports and even 
NFTs are but some of the opportunities and 
thought starters in that space. With so much 
trending on the metaverse last year, it is 
important for brands to remember that the 
notion of the metaverse already exists in 
gaming platforms such as Robolox and 
Minecraft, to name a few. For categories that 
are focused on building reach, what makes 
the investments so worth it is that 
impressions in gaming are not in the single 
digits but hundreds.  

3 ALL THINGS SHOPPABLE AND THE RISE 
OF NFTS  
We are going to continue to see the rise of 
commerce as all things become and lead to a 
shoppable experience, be it social 
commerce, content or virtual. With the 
MENA consumer being one of the world’s 
most engaged across digital platforms, 
we are likely to see exponential growth in 
that space.   

Take social commerce as an example. 
This space is expected to become a $600bn 
business globally by 
2027. While we do not 
have data specifi c to 
MENA, what we do know 
is that social media users 
in the MENA region 
spend more than 3.5 
hours daily on social 
platforms. These 
platforms will continue 
to play a key role in 
driving more 
shareability, but their 
role will evolve beyond 
engagement and content 
creation. For the MENA 
consumers, social 
platforms have not only 
become second nature, 
but a space to discover, 
access and satisfy their 
instant gratifi cation. 
Community engagement and interest-based 
participation on social have led to one in 
four online purchases being made on social 
platforms, according to a recent study. 
This presents brands with the opportunity 
of measuring business outcomes from 
social and, when done right, building 
more authentic experiences and customer 
loyalty over time.  

Social commerce is only us scratching the 
surface. In the coming year we will also see 
the signifi cant role and impact of NFTs, 
with global brands like Nike’s recent 
acquisition giving an indication of where we 
could be heading. Last year NFTs generated 
globally a total transaction value of $250m 
and $10.7bn of trading volume. This will 
have an impact not only on large brands but 
also on small businesses, which can use 
tokens to engage and create new 
experiences, connecting their brands 
with consumers. 

‘‘NAILING THE 
FUNDAMENTALS 
AND DOING THEM 
BETTER IS KEY TO 
SETTING AND 
BUILDING A 
STRONG 
FOUNDATION.’’

4 ADJUST TO A WORLD WITH LESS DATA, 
MORE IMPACT
We have been talking to and preparing many 
partners in our industry for a cookieless 
future. Chances are if you logged in to any site 
this morning, you would have been reminded 
of the site’s privacy laws and how you can 
adjust your privacy settings. While privacy 
maybe a concern for some, for others, 
convenience, relevance, personalisation or 
customisation become important value 
exchanges between buyer and seller. The 
digital economy has, if anything, put a greater 
emphasis on the fundamentals of marketing, 
namely putting the customer and their 
experience at the core of building long-term 
relationships and sustainable growth. As 
marketers start to put more emphasis on 
eff ective marketing, partnering and building 
fi rst-party data capabilities will allow 
marketers to anticipate by connecting online 
and offl  ine intent signals with predictive AI to 
predict what consumers want, and deliver 
relevant messaging to drive action. Customer 
IDs allows for a seamless customer experience 
to activate, track and optimise performance. 
The challenge perhaps for the industry will be 
how to accommodate these changes to 
mid-sized or small enterprises to help drive 
and generate growth. 

5 THE FUTURE OF TV IS BRIGHT AND SET FOR 
A COMEBACK
If there is anything we have learned over the 
past years, it’s that nailing the fundamentals 
and doing them better is, and will always be, 
key to setting and building a strong 
foundation. There is no doubt that we’ve had 
our own set of challenges when it comes to 
audience measurement in the region. The 
good news is that this year we are set to 
change how we measure with the launch of 
the TAM television measurement system in 
Saudi Arabia. However, what has been 
driving a brighter future for TV in our region 
has been the rise of connected TV, set to play 
a key role in reviving this very traditional yet 
impactful medium. Accessibility of content 
across connected devices means that 
marketers today will have the opportunity 
to scale reach, attribute and measure 
impact across devices, all while off ering 
the viewer high-quality content and 
non-intrusive experiences.  

The good news for brands that follow 
reach-based planning as a fundamental base 
to drive growth is that AI will play a key role 
in driving personalisation and performance 
in that space. This not only ensures that 
media dollars are working harder, but also 
presents an opportunity to drive relevance 
and impact.  

So, these are my fi ve predictions for 2022. 
Despite the fact our industry is constantly 
evolving, there is one thing that will always 
remain true: the human experience and 
the value you provide to your consumer is 
what’s going to set your businesses apart 
from the rest and help you to create and 
deliver on the human and business 
outcomes. Happy New Year. 

By Racha Makarem, CEO, Starcom MENA
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MEDIA
The year ahead for

A mixture of technology, 
human nature and market 
forces will shape 2022, writes 
Starcom’s Racha Makarem
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ADVERTISING
The year ahead for

TBWA’s Jennifer Fischer predicts how past predictions 
can help predict the unpredictable

By Jennifer Fischer, chief innovation officer, TBWA/Raad
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I t was a simple enough brief: Can you 
write 1,400 words predicting the future of 
advertising? And so here I am, wondering 
how to write something that is somewhat 

useful for anyone likely to read this article 
(knowing that if you are reading Campaign 
magazine you have heard all about “The 
metaverse is coming”, “AI and NFTs are 
changing media” and “TikTok has surpassed 
Google”). So while it might be a simple brief, 
it’s not an easy one (I guess it’s payback for all 
the times I told a creative director that the 
brief was really simple).

So I will show you just how bad we are at 
predicting the future and why this actually 
matters to us all working in the creative 
industry. And at the end, I’ll even throw in a 
couple of things that will actually matter in 
2022 so you don’t feel completely scammed.

A CORNUCOPIA  OF FAILED PREDICTIONS
Every year since I joined advertising, the 
recurring prediction is this: “The advertising 
agency is dead.” First, pure-play digital 
agencies were killing advertising agencies, 
then consultancies, then big data, then AI; the 
list of executioners is endless.

I’m sure part of this stems from our love for 
drama, but there is something more profound 
going on with future predictions.

For instance, in 1954, a Georgetown-IBM 
team predicted that language translation 
programmes would be perfected in three to 
five years, while in 1970, Life magazine 
printed that “in three to eight years, we will 
have a machine with the general intelligence 
of an average human being”. In 1997, Wired 
magazine picked the year 2020 as the time 
when “humans arrive on Mars” and in the late 
2010’s, this was the prediction in every 
Keynote: “50 per cent of all searches will be 
voice searches  by 2020”. And you might all 
remember how, very recently, Zuckerberg 
predicted that the metaverse will be 
mainstream in five to 10 years.

The truth of it all is the limitations of AI are 
starting to sink in and progress is slowing, 
robots are devouring jobs much slower than 
expected, voice is still mostly used for 
commands like “set a 20 minute timer” and 
less for search, we are far away from putting a 
human on Mars (we are actually heading back 

to the moon) and the New York Times 
announced a month before Facebook was 
renamed Meta that “VR is not a hit; that’s OK”.

So why are we all collectively so bad at 
predicting the future? There are two factors 
that we consistently leave out when we 
project ourselves forward.

A PINOCCHIO EFFECT
The first one is the long nose of technology 
(the only link to Pinocchio is that by ignoring 
it we deceive ourselves).

The idea is simple: huge technological 
innovations take decades of development and 
research, made up of miniature successes and 
a lot of failures – this is the ‘long nose’. 
According to computer scientist Bill Buxton, 
“Any technology that is going to have a 
significant impact in the next five years is 
already at least 15 years old.”

The trick, of course, is this: we now live in a 
hyperconnected world and so we get to watch 
it all live. We get naively caught up in the hype 
of the news cycle as though it is a late-night 
shopping channel.

We are emotionally invested into how fast 
everything seems to be changing, but 
bridging the hype chasm and reaching a stage 
of traction for innovation actually takes a 
while (we see this at CES 2022 this year, where 
more innovations are actually just starting to 
deliver on promises made a decade ago).

THE IRRATIONAL HUMAN MIND
The second factor that we need to account for 
when predicting the future is that we are 
humans. Too often we dismiss this. At best, we 
think about the infamous innovation adoption 
curve, which categorises people from early 
adopters to laggards, and we just assume that 
this curve will anyway happen eventually.

What we don’t account for is the 
irrationality of the human mind. People are 
not machines. What makes us tick is not 
always logical. We often project a world where 
technology comes in as a saviour, but what if 
humans don’t want that specific future? If you 
are doubting our capacity to doubt and 
question, just remember how much the 
Covid-19 vaccine and mask mandates have 
divided the world (wherever you fit in this 
debate, you probably view the other side as 
deeply irrational).  

So here we are. On one hand, technological 
change is slower than we think; and on the 
other, people aren’t puppets who will dance to 
any tune. Where does this leave us?

A FUNNY STORY FOR A PIZZA PARTY
In the 1500s, tomatoes were introduced in 
Europe. For 200 years, they were not eaten; 
instead they were used as garden ornaments. 
Yes, you heard me. They are red and pretty 
and looked good in gardens. Still, tomatoes 
are delicious, so why wouldn’t people eat 
them? Simple: people thought they were 
poisonous. It was even called “the poison 

apple” and, as result, while famines were 
taking place across Europe, the tomatoes sat 
in gardens looking pretty and untouched.

It took a deep change in the cultural 
narrative for tomatoes to make it in our plates. 
This included everything from building trust 
across botanical experts and even farmers, 
creating a social trend with aristocrats, having 
recipes widely available in periodicals, the 
popularisation of the Neapolitan pizza and 
even launching product innovations like the 
canned soup produced by Joseph Campbell.

Does this sound familiar? This is essentially 
what an advertising agency does. And the 
reason why agencies are not going to die any 
time soon.

THERE’S REAL POWER IN STORIES
Creative agencies are storytellers and story 
shapers – just like movie directors, designers, 
screenwriters, fashion labels or content 
creators (and very often we collaborate with 
these same storytellers). Agencies have the 
finger on the pulse of culture, they 
understand people and what makes them tick 
and how to influence them.

Media and technology matter but they are 
only a means to an end, a canvas, a tool to tell 
the stories. And the more this canvas becomes 
complex, the more brands need an 
orchestrator, a partner that can design rich 
and meaningful experiences across the entire 
brand ecosystem. And our responsibility is to 
use every opportunity to experiment, to go 
beyond the gimmick and make something 
useful, delightful and meaningful for our 
brands and their audiences.

And this is essentially what the year ahead 
(and more) will be about for ad agencies. 

A FEW PLACES TO PLAY IN THIS YEAR
So, as I reach the end of my words quota, here 
are three ‘predictions’ for this year, looking at 
some of the places where creative agencies 
should be playing to be developing their 
stories meaningfully in 2022.
1. Better than gaming: Roblox is the coolest 
thing since sliced bread for Gen Z (if you have 
kids above seven years old, they are probably 
on it – especially as it was recently unblocked 
in the region). It is more than gaming, as the 
games are built by the community itself and a 
big part of the appeal is actually watching 
people playing Roblox with funny 
commentary to boot. This platform is also one 
of the most tangible and immediate starts on 
the promised metaverse future.
2. Untethered audio: From podcasts to audio 
books, to ASMR and ‘screen-free’ experiences 
– it’s all about audio. This is a must-play space 
for brands as people try to watch less and less 
on their tiny addictive mobile screen.
3. From NFTs to XR: Yes, you should create 
non-fungible tokens for your brands and cool 
AR/VR experiences… but this year let’s all as 
an industry collectively rely less on the tech 
alone to make it worth it. 

‘‘WE ARE EMOTIONALLY INVESTED 
BUT BRIDGING THE HYPE CHASM 
AND REACHING A STAGE OF 
TRACTION FOR INNOVATION 
ACTUALLY TAKES A WHILE.”
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W ith every passing year, I find 
myself looking back at the 
changes that the industry has 
gone through and the 

predictions that were mentioned and 
portrayed at the end of each year. Like a 
KPI that we have set for ourselves and a 
result that we are certain exists within 
the data that we generated and collated, 
we are consistently creating benchmarks 
to project and learn from at the dawning 
of every year.

Of course, the past two years cast a 
shadow over the world that compelled 
people to introspect on the 
temperamentality of life as we know it, in 
its functions, through its processes and 
in the ephemeral lessons that we seem to 
always insist will empower the coming 
year. The one metric that proved to be the 
driving force towards the future we are 
heading towards lies beyond science, 
data and statistics: the human element.

Irrespective of the global pandemic 
that held us all in its grips, we continued 
to evolve and adapt, presenting a 
testament to our collective resilience. 
After all, at the heart of every change, 
across generations and through all the 
transcendent mindsets of those 
influencing the path of progress we are 
on, the human element will forever 
remain at the forefront and heart of 
everything we do and work towards. 
From the entrepreneur in their makeshift 
workspace conceiving the next industry-
changing idea to national leadership that 
attunes to where the world is headed and 
invests in initiatives and plans to pave 
the way forward for people and residents, 
every era of transformation is based on 

human-centric needs; more so during the 
coming phase.

The impact of the human element 
played a fundamental role in our progress 
and in defining the path forward. 
Regionally, at the start of 2022, Dubai is 
hosting Expo 2020, the most magnificent 
iteration of this global event; the world 
has found its standing and is slowly 
making its way back to its state of 
normalcy; and we just celebrated 50 years 
of the UAE’s incredible achievements 
and milestones that would have taken 
other cities and countries around the 
world much longer to fulfil, if ever. 

On a more global front, artificial 
intelligence and the expanding influence 
of voice-activated devices, such as Alexa 
and Google Home, continued to gain 
prevalence, and around 80 per cent of 
consumers see the world as all digital 
with no divide. The world was also 
compelled to adopt a digital existence 
overnight, with those who already had a 
presence becoming even stronger, 
positioning online-only businesses as 
juggernauts even beyond their respective 
industries and sectors. 

Start-ups experienced a noticeable 
growth vector, and the ingenuity that 
many entrepreneurs are rising up with is 
presenting solutions to empower and 
influence the respective sectors they 
operate within as well as offering 
solutions to global challenges. Dubai-
based iOL Pay, for example, is single-
handedly setting out to lift the hospitality 
sector with its simplified payment system 
by transforming the hotel payments 
experience into an exceptional guest 
experience.

Prioritising human-centric innovations 
proved to be the de facto success metric 
that will define the path forward. From 
initiatives that will form a tight link 
between customer and employee 
experiences to strategic partnerships and 
innovation practices, businesses will 
have to advance upon their organisations’ 
creative and innovative capacity leading 
into 2022. This is consolidated with the 
higher digital expectations from 

customers, which will make it a 
prerequisite for brands to take bolder 
steps and be more creative to meet those 
expectations. Leading firms across all 
sectors will also have to look inwards and 
unlock the creativity of their employees 
and ensure they are equipped with 
intelligent technologies to empower 
businesses and their respective clients. 
The pursuit of financial outcomes may 
still be an integral factor, but businesses 
can no longer afford to just prioritise 
profit and call it a day. 

Whether it is towards engaging with 
customers or empowering teams to 
surpass their potentials, the upcoming 
phase will prove to be the most 
consequential, especially at a time when 
remote presences are becoming 
increasingly prevalent. Customers will 
consistently be seeking businesses that 
reach out to where they are, and teams 
will need to experience the same 
cohesion that they would when sharing 
physical spaces, and the trust that comes 
accompanied with it. 

The value of human capital will, 
therefore, continue to define the course 
of every plan across every sector towards 
a cyclical outcome that would underpin 
satisfaction and wellbeing towards a 
future of fulfilment that understands the 
need to emphasise the human element 
above all.

By Ahmad Itani, founder and CEO of Cicero & 
Bernay Communication Consultancy

‘‘PRIORITISING 
HUMAN-CENTRIC 
INNOVATIONS 
PROVED TO BE THE DE 
FACTO SUCCESS 
METRIC THAT WILL 
DEFINE THE PATH 
FORWARD.”

The human element lies at the heart of 
communications, writes Cicero & Bernay’s 
Ahmad Itani

PUBLIC 
RELATIONS

The year ahead for
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Iremember it as if it was yesterday 
when TV was one of our only 
sources of entertainment. Not 
just from a media perspective, 

but across our social interactions. 
There were few TV stations back in 
the day, and we didn’t have a say on 
the content we watched or when we 
watched it. We simply took what we 
got – a concept, I imagine today’s 
consumers would fi nd outrageous. 
TV evolved from terrestrial to the 
satellite and cable era to the world of 
streaming platforms that we have 
come to know and enjoy today. 

It all changed in what feels like a 
snap of a fi nger with the rise of 
technological advancements, just like 
everything in our lives. The internet 
took off  and, as it became accessible 
for everyone, everything started to 
change. Connectivity, convenience 

and choices all from the comfort 
of your home or even your 

phone. Advancements in 5G 
and fi bre optics just make it 

cheaper, easier and faster 
for people to stay 

connected. This is 
mainly what gave 

way to the 
changes in the 
landscape over 
the last decade 
with streaming 
players, social 
media and 
commerce 
retailers being 
introduced. 

This evolution 
greatly aff ects 

everything from 
content distribution 

to creation. If we look at it 

New technologies such 
as NFTs and the 
metaverse will shape 
innovation, but live 
TV is not going 
anywhere, writes 
MMS’s Rayan 
Hajjar

CONTENT
The year  ahead for The year  ahead for 
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from a business perspective, all 
parties involved are affected. The 
consumer is exposed to extensive 
platforms and can get overwhelmed 
with choices The agencies need to 
continuously adapt and keep up with 
consumer and platform evolutions. 
The clients must re-evaluate their 
media spend and diversification of 
touchpoints. Finally, publishers need 
to keep up with competition and 
innovate fast enough.

Things moved from being linear 
and straightforward to challenging. If 
you’re quick enough, you can turn 
that challenge into an opportunity.

As digitalisation continues to 
change a lot of things in the far future 
that we probably can’t even fathom 
right now, allow me to share some of 
the trends that I predict are here to 
stay in 2022. 

STREAMING SERVICES
One of the biggest changes we’ve seen 
in the last couple of years is the rise of 
streaming, with multiple global and 
local platforms being introduced in 
MENA; and we don’t see the 
popularity slowing down anytime 
soon. Audiences will continue to seek 
them due to the freedom they offer; 
watch what you want, when you 
want, where you want and from the 
device that you want. Today there are 
only a few streaming platforms in the 
region compared with the US, where 
they have more than 300, so there are 
only growth opportunities for the 
existing players to expand on and 
capitalise further.

PERSONALISATION
Data from search queries and watch 
history on streaming platforms is 
already creating personalised 
experiences on your homepage; 
every individual has a unique 
homepage. This is extremely 
important as it ensures relevance to 
keep users engaged with both the 
content and platform, tempting you 
to spend more time, come back and 
watch more. 

Personalisation will continue to 
grow, and this will help platforms 
develop the right content based on 
users’ search histories, behaviours 
and trends to assess what resonates 
with audiences and what content 
needs to be created. 

LIVE TV
Nothing beats live TV. If you are 
going to watch a sports game you are 
going to watch it live. Nobody wants 
to watch a recorded game. Live TV 
will continue to dominate and grow. 
Taking Shahid as an example, we’ve 
ensured that viewers have access to 
Live streaming of TV content and 

sports through the platform, which 
gives the users the ability to watch 
where they want. Didn’t get home, 
and you want to watch the F1 or an 
SPL derby game? Just log on to 
Shahid through your phone and enjoy 
the action.

SHOPPABLE MEDIA 
We’ve all seen how e-commerce 
boomed drastically during the 
Covid-19 lockdown, and this will 
continue to rise. It’s difficult to go back 
to inconvenient routines once you’re 
used to shopping online. We’re used to 
ads being served to purchase a 
product. Clients and agencies have 
adapted quickly to become more 
dynamic on this front to catch users 
across different stages of the purchase 
funnel. What will change, though, is 
how to integrate brands within pieces 
of programming content where people 
can easily have access – to buy that 

product through Shahid. It creates a 
seamless user experience where users 
can interact with the brand, to see 
how it’s being used within specific 
content and how it turns into a  
direct buy.

INTEGRATION
This has been around for a while, 
where brands integrate within TV 
and digital programmes or video 
content, but there is still a lot of room 
for growth. When we look at the 
volume of brand integrations in the 
region, it is still quite low. There will 
be a spike in integration this year, 
especially as the scale and 
engagement grows through social 
media platforms. 

CONTENT

‘‘ANOTHER 
EXAMPLE OF 
INTERACTIVITY IS 
VIRTUAL REALITY. 
HOW DO WE EMBED 
THE CONSUMER 
WITHIN THE 
CONTENT?’’

in 2021. In December 2021, ‘NFTs’ 
surpassed ‘crypto’ in search volumes 
for the first time. There are already 
brands jumping on the craze, with the 
likes of Adidas launching their first 
NFT in December and Samsung 
looking to have NFT support on their 
TVs in their 2022 models. Look out 
for this space as more brands will 
develop their own NFTs and integrate 
within the metaverse. While I don’t 
think this will happen with brands on 
a regional level, it will definitely 
happen globally. 

MEASUREMENT
It wouldn’t be a media discussion 
without bringing up the topic of 
measurement. 

Given everything that we are seeing 
from a streaming and data 
perspective, we will probably see a 
shift from panel and household data 
to a lot more audience-inferred data. 
This means that you have all that 
data from the streaming services, so 
we know what audiences are 
watching and are able to eventually 
create a behavioural analysis based 
on a specific audience rather than a 
panel or sample size population. It is 
important to have a better 
understanding of viewership habits.

ACQUISITIONS AND MERGERS
I don’t think this will happen in 2022 
in MENA, but acquisitions and 
mergers will grow globally to ensure 
networks and platforms continue 
expanding and stay competitive. 
Everybody is trying to produce 
content that appeals to viewers, 
creating a lot of pressure from a 
revenue perspective. 

Merging can be the solution for 
this. Take Disney as an example. 
Disney owns Hulu, ABC Network, 
Marvel and Pixar. That is a huge 
network. Merging is a way to make 
sure that these platforms either 
survive or grow by relying on big 
partnerships and consolidations of 
different players. One regional 
example which took place sometime 
back was when Orbit and Showtime 
merged as a network to become OSN. 

By Rayan Hajjar, director of client 
partnerships at MMS

BRAND CONTENT
This is two-fold; the first question is 
what content to develop for each 
platform, and the second is how 
quick and efficiently to develop  
the content.  

Every platform has a different type 
of creative that works for it. I think we 
all know by now that you can’t use 
the same piece of content across 
different platforms, so clients and 
agencies need to understand what 
audiences on different platforms are 
receptive to.

Obviously, digitalisation continues 
to change a lot of things, and it is one 
of the main causes of where we are 
today. It enhanced content creation, 
making it a lot easier for clients and 
agencies to produce quick content 
that is applicable for social media 
platforms. 

INTERACTIVITY 
Interactivity with users is important, 
especially for streaming platforms 
that have to push out content that 
users want to watch. Netflix created a 
show where users can opt in and 
engage in the next episode’s content. 
This engages the audiences more and 
makes sure that people are tuned in. 
This is one of the future things that 
we will probably see more and  
more of. 

VIRTUAL REALITY
Another example of interactivity is 
virtual reality. How do we embed the 
consumer within the content, rather 
than just watching the content? this 
is going to be a game-changer in 
terms of people interacting with a 
show’s actors and brands, giving new 
opportunities for clients to integrate 
their brands from within 
programmes. This brings me to the 
next topic.

THE METAVERSE
We can’t discuss virtual reality 
without mentioning the metaverse. It 
is being discussed more heavily after 
Facebook’s metaverse 
announcement. Some companies 
believe that future meetings can be 
held in a metaverse, rather than a 
regular video call meeting. While I 
don’t think we will see anything in 
2022 in the region here, I believe it 
will increasingly be the centre of the 
conversation. It will be exciting to see 
how clients and brands can capitalise 
on these virtual worlds in the future.

NFTS
This is probably going to be one of the 
most sought-after digital topics in 
2022. The growth behind NFTs in the 
last year has been tremendous, 
becoming around a $40bn industry 
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CREATIVITY
The year  ahead for 

The thing about predictions is there is always 
something that can knock them for six, says 

Impact BBDO’s Ali Rez. But he'll have a go anyway
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Clearly, this is going to be impossible to 
write without mentioning the metaverse. 
So let’s just get that one out of the way 
before anything else. 

Suffice to say that every presentation 
deck in 2022 will have a metaverse idea 
within it – extra points to the team that 
develops the first “Thank You” end slide in 
the metaverse.

But really, what fun: an alternate 
universe to play with and expand on. I 
think we are going to see a fantastic 
exploration of this new world and how it 
merges with the everyday. It might become 
a bit too much at times, though, just like 
Nima Zeighami pointed out in his 
brilliantly long Twitter thread documenting 
every ridiculous use of the term 
“metaverse” at CES 2022. My personal 
favourite: “the real metaverse”.

I’m keen to see where the experiential 
space heads to beyond just the 
entertainment and gaming industries. How 
does it affect finance, real estate 
investment, marriage proposals, even work 
meetings? How amusing would the irony be 
of getting an idea based on the metaverse to 
be rejected in the metaverse? Are there 
tears in the metaverse? So many questions.

But let’s zoom out now a bit though and 
look at all of creativity.

THE MATCH AHEAD
I always enjoy watching cricket 
commentators and experts before a match 
making a prediction on how the cricket 
pitch is going to behave. For instance, a 
pitch with more grass on it, accompanied 
with moisture in the air, will most likely be 
better for the fast bowlers to extract 
bounce, swing and pace on, whereas a drier 
pitch with cracks in it will probably assist 
the slow bowlers and spinners who can turn 
the ball. While the experts are often correct 
in their assessment, they also get it horribly 
wrong sometimes, because they fail to 
predict what is absolutely unpredictable: a 
player’s form, sheer luck, an injury, a bird 
flying in the way of a shot (this actually 
happened – you can see the stuffed bird at 
the Lord’s stadium museum in London).

And it is with that spirit that we venture 
out here: taking a look at the creativity pitch 
while keeping at the back of our minds that 
there is always the unpredictable.

UNCERTAINTY IS CERTAIN
I’m quite thankful that I didn’t get to write 
The Year Ahead for Creativity in 2020. We 
were all ambling along making long-term 
plans when the boardroom carpet was 
pulled from under our feet. Of course, we 
know better now. And that “knowing 
better” will become more and more 
entrenched in the way we work. Being 
prepared will be the way forward, prepared 

for the next Greek letter, prepared for the 
next jab announcement, prepared for the 
cancelled travel plans.

Better off will be the captain who will 
have contingency plans for their team, 
while putting up a poster on their office 
wall that has one large word on it: “Agility”.

INCLUSIVITY
2022 will be the year when inclusivity is 
going to be accelerated. More emphasis will 
be given to making sure that not only 
campaigns, but also products, innovations 
and most certainly work-places, cater to the 
spirit of inclusivity. The echo chamber will 
become a thing of the 
past, and we will have 
even more diverse 
viewpoints contributing 
to ideation. Briefs will 
demand special focus on 
marginalised 
communities and people.

IT’S CREATIVITY, OK?
I’m glad this article is 
called The Year Ahead 
for Creativity and not 
The Year Ahead for 
Advertising and 
Marketing, because 
these latter terms now 
seem restrictive and 
reductive. We have 
moved quite far beyond 
just marketing, and are 
now firmly in the growth 
business, and in 2022 
this will become even more important a 
road to build on. Beyond just campaigns, 
there will be a lot more product 
development, innovation, solutions for 
world problems, and business growth ideas 
generated from the creative department.

AUTHENTIC CONNECTIONS
We are thankfully beyond the short-lived 
era of “Now more than ever, we are in this 
together.” The consumer’s BS-detection 
meter continues to get stronger and 
stronger, and with recently implemented 
privacy options and the death of cookies, 
it’s going to be a year of finding more 
meaningful connections. TikTok will keep 
expanding to bring in many opportunities 
to engage, entertain and influence, ones 
that the consumer might just welcome. As 
the famous meme says, “Data can point, 
but it can’t touch.” Creativity can, however.

New media solutions will come into play 
where we will increasingly find innovative 
approaches to connect directly, both online 
and offline. For instance, last year we 
introduced a message on prayer mats to 
convince Muslims praying in mosques to 
socially distance. This hadn’t been done in 
the almost 1000 years of the prayer mat’s 
history. This year, we have plans to disrupt 
the gaming world greatly.

PURPOSELY CHOOSING A PURPOSE
Given the kind of two years we have had, 
everybody has had enough time to manage 
a long, hard look at everything around 
them. There has been a clear reset of 

realigning priorities and what matters 
to the people in our industry. Purpose is 
a front-runner.

As the famous story goes (which 
happened to either Christopher Wren or 
Mikhail Gorbachev, depending on who is 
telling it), you could be a simple 
bricklayer, or you could be building a 
magnificent cathedral that will last 
centuries. Agencies that provide that 
perspective to their people will benefit 
greatly in the returns they get in 
creativity. 2022 is going to see a lot more 
value put on a personal sense of purpose 
and importance given to what we are 
building. It will be the year of “A happier 
creative will give you better creative.”

HEAVY METAL
Three things in life are certain: death, 
taxes and additional new categories at 
Cannes Lions. But with tightening 
budgets all around, and a renewed sense 
of what is important, agencies will get 
more discerning about which shows to 
choose. Already there seems to be too 
many (there should be an award show to 
judge which award show is the best), and 
I foresee the smaller ones dropping off 
the radar for a number of agencies. It will 
be interesting to see show categories 
branch off into more technology-based 
and more detailed innovation themes.

In 2019 and 2020, there were two 
distinct camps when it came to award 
show celebration: (a) the “Don’t 
celebrate while people are suffering,” 
and (b) the “Let’s celebrate whatever 
little chance we get.” 2022 will be the 
year of “I miss all that celebration, so 
let’s celebrate a lot.” People will yearn to 
get back to what felt normal, despite 
most shows adopting a hybrid platform. 
If you were at the MENA Effies this year, 
you would have felt the seismic sense of 
relief from everybody attending.

Award programmes will also, at least I 
hope, make their shows more 
purposeful and start to give back more 
than they previously have to causes. 
D&AD Impact, for instance, has already 
promised a generous winners’ prize for 
their Future Impact track and has 
evolved into a very strong platform to 
make ideas come true. I foresee Cannes 
Lions extending its awesome learning 
platforms and tools to make them even 
more accessible to all.

THE PITCH REPORT
I’m excited for 2022 (as is my travel 
agent). I envision an explosion of 
creativity taking place – a lot of it will be 
catharsis for what we have experienced 
last year. But it will be glorious. I foresee 
agencies in the UAE aligning with the 
country’s mission of building a better 
future for all people, for pushing the 
boundaries of what’s possible, and for 
dreaming big.

And I’ll be hoping we all keep an eye 
out for that bird that can get in the way 
of the shot.

By Ali Rez, regional ECD, Impact BBDO Group

‘‘2022 IS GOING TO 
SEE A LOT MORE 
VALUE PUT ON A 
PERSONAL SENSE 
OF PURPOSE AND 
IMPORTANCE 
GIVEN TO WHAT WE 
ARE BUILDING.”
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W itnessing two years of 
unprecedented disruption 
globally, it may seem vague to 
predict the future of ad tech. 

However, while the pandemic has caused 
inconvenience for many industries, 
digital advertising has only evolved to 
address changing consumer behaviour. 
The global disruption has encouraged the 
ad tech industry to enter a favourable 
period of innovation, enabling us to 
adapt quickly to the change in the 
consumer journey induced by the 
pandemic. 

Moving ahead to 2022, there will be 
several digital solutions based on 
different technical specifications and 
business models that will leave 
publishers, brands, agencies and tech 
platforms confused as to which one  
to choose.

Based on my industry experience, I 
envision the following trends and 
technologies developing in 2022:

TRANSFORMATION OF THE AD TECH 
ECOSYSTEM
2022 will bring multiple innovative 
digital advertising solutions and will also 
see many adtech companies merge whilst 
audience platforms rise, which will 
consolidate the industry and help with 
the commoditisation of ad tech. Many 
platforms may employ ad tech and 
martech to provide a holistic service  
to advertisers.

WITH AUDIENCE INTELLIGENCE 
PLATFORMS ON THE RISE, PUBLISHERS 
WILL GRAVITATE TOWARDS FIRST- 
PARTY DATA 
Advertisers will lean towards first-party 
data due to strict privacy laws and 
gravitate towards audience platforms. By 
incorporating their databases with rich 
and unique first-party data by publishers, 
marketers will effectively reach their 
audience. This system will create a divide 
between industry players: between those 
that are data-rich and those that are 
data-poor. Advertisers will additionally 
witness a rise in contextual advertising,  
as an alternative to first-party data.

PROGRAMMATIC ADVERTISING WILL TREND
Employing machine learning and 
algorithms, programmatic advertising will 
automate buying, displaying, and 
optimising advertising space. As per the 
stats, programmatic advertising dominates 
digital advertising across major regions, 
including China, Europe and the US. 
According to IAB GCC, the programmatic 
adoption in the region is only 20 per cent, 
indicating ample room for growth. 

OUTCOME-BASED ADVERTISING – 
ACHIEVING MORE WITH LESS
With greater efficiencies in targeting and 
tracking from demand-side platforms 
(DSPs), advertisers will continue to 
strive to get the best out of their budgets. 
Advertisers will spend in measurable 

Digital advertising will revolve around diversification, 
automation, first-party data, in-app advertising and 
contextual targeting, writes Huawei Ads’ Kashmala Khan

and profitable marketing acquisition 
channels and allocate investments on 
platforms that drive the highest ROI. This 
approach will also help focus on quality 
interactions while creating awareness 
at the top of the funnel to drive more 
conversions. However, advertisers 
shouldn’t underestimate the effectiveness 
of a creative branding campaign.

DIVERSIFICATION OF DIGITAL 
ADVERTISING CHANNELS
The risk of failing to diversify in 
marketing or advertising is similar. 
Betting heavily on a single channel or 
idea can cost companies a lot of money 
with little return. Many people rely 
heavily on advertising in ‘gated 
community’ networks, devoting all or the 
majority of their advertising budget to 
one or more of these platforms.

A holistic, integrated approach is the 
most effective way to reach new 
customers and prospects, engage existing 
customers, and increase revenue. There 
is no one-size-fits-all solution or a failsafe 
playbook for marketers to decide on how 
to allocate their advertising dollars 
between walled gardens, search and the 
open internet. They should allocate their 
ad budget depending on their customer 
life cycle campaign, and support their 

advertising objectives. As an example, 
native placements across the Huawei 
device ecosystem are one of the most 
cost-effective ways to reach, engage and 
convert new potential customers.

‘MOBILE-FIRST’ AD CAMPAIGNS
Most consumers use their smartphones 
for shopping, browsing, and 
entertainment. This habit has seen an 
increase during stay-at-home advisories 
and country lockdowns. As a result, 
brands have ensured that their campaigns 
are optimised for mobile phones. For 
instance, most videos are now filmed in 
an upright position to create a vertical 
video. That’s because the vertical format is 
perfect for mobile viewing. This trend will 
likely be carried on to 2022.

AD TECH

‘‘ADVERTISERS WILL 
LEAN TOWARDS 
FIRST-PARTY DATA 
DUE TO STRICT 
PRIVACY LAWS AND 
GRAVITATE TOWARDS 
AUDIENCE 
PLATFORMS.”

IN-APP ADVERTISING – THE NEW FRONT  
OF DIGITAL ADVERTISING
According to App Annie’s forecast, the 
number of mobile app installs will reach 
258 billion by 2022, indicating an 
increase of 45 per cent compared with 
the total mobile downloads of 204 billion 
in 2019. It means that, on average, a 
person now has more than 80 apps 
installed on their smartphone. So,  
in the coming years, app marketers  
have a massive potential to reach billions 
of users as the MENA region is yet to 
experience a growth in  
mobile users. 

The fact is that the ad tech industry is 
ever-evolving; what works today might 
not work in the future. Therefore, the 
best way forward for digital advertisers is 
to experiment and keep learning. Try  
one approach at a time, analyse results 
and repeat. 

Only flexible and adaptable advertisers 
will grow on this digital front because 
things can change completely overnight 
with every new algorithm. So expect the 
unexpected, adapt to the strategies as 
necessary, and stay one step ahead in  
the game.

By Kashmala Khan, head of advertising, 
demand solutions at Huawei Ads MEA

The year ahead for
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SUSTAINABILITY
The year ahead for

The public is growing more aware of the risks of climate change and 
both employees and consumers are becoming less accepting of 
businesses that don’t work to reduce their environmental impact, 
writes Al Masaood Group's Marwa Kaabour

The year ahead for
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availability and cost of raw materials 
for companies.  

Extreme weather is also causing 
much harsher working conditions, 
which increase the cost of health and 
safety of employees. This decade has 
been the hottest ever in the recorded 
history of the planet. Can you 
imagine what the future would be 
like for the labour communities?  

WASTE-TO-ENERGY (WTE) SYSTEMS 
GROWING RAPIDLY  
The percentage of people living in 
urban areas has risen in every 
continent over the years. More than 
half of the world’s population today 
lives in cities. This is rapidly 
increasing the amount of waste 
produced, and by the same token is 
paving the way for a rapid growth in 
waste-to-energy (WtE) systems. 

WtE is the process of generating 
electricity or heat from the aggressive 
recycling of rubbish. 

A new report from Pike Research 
last year showed WtE systems are 
treating close to 261 million tons of 
waste a year. 

But the world generates 2 billion 
tons of waste in a year, so this only 
treats 13 per cent of that total.

THE MEDIA WILL START FOCUSING ON 
THE RUBBISH CRISIS IN SPACE  
There are more than 27,000 pieces of 
orbital debris, or ‘space junk’, that are 
floating around Earth. The role of 
governments in space will shift from 
launching missions and space 
research to answering the growing 
concern around this space junk. 

LOW CARBON BECOMES THE PRIORITY 
IN ENVIRONMENTAL GOALS
Communication on sustainability 
started taking shape in the late 1970s 
and 1980s, when it was focused on 

energy and renewables, but today the 
priory is purely on low-carbon and 
net-zeros. 

We have less than a decade to 
prevent a devastating level of global 
warming, reaching 4 degrees Celsius. 

The UN has rolled out the 1.5 
degrees Celcius  campaign calling for 
businesses to step up and do their 
part in limiting this disaster, and the 
brands we represent – Nissan, 
Inifniti, Renault, Total, UD, MTU, 
Volvo Penta and Bridgestone – have 
all committed to this global initiative. 

Nissan, in fact, was the first 
Japanese automaker to join the UN 
Race to Net Zero initiative.

This year at Abu Dhabi’s Boat 
Show, Al Masaood’s Power Division 
launched the very first hybrid marine 
propulsion concept, which is 
designed to enable zero emissions in 
marine vessels, the largest pollutants 
of the oceans. 

DATA CENTRES SHIFT GEAR TO 
RENEWABLE ENERGY 
According to the UN, global 
e-commerce jumped to $26.7 trillion 
during the pandemic year and is 
growing tremendously. But 
e-commerce comes at the hefty  
cost of maintaining huge data 
centres, which consume a lot of 
electricity. Therefore, a lot of data 
centres are increasingly turning to 
renewable energy. 

ALTERNATIVE MEAT IS THE NEW THING 
ON THE MENU  
Food production is currently 
responsible for 26 per cent of 
greenhouse gases and has a major 
part to play in habitat destruction 
and freshwater consumption. In the 
US, farms produce more emissions 
than car factories do. According 
to Nielsen, sales of meat alternatives 
in 2020 went up by 140 per cent in 
the US alone and are expected to 
grow at the same crazy rate in the 
coming year.  

GOVERNMENTS FIND BETTER WAYS  
TO COMBAT GREENWASHING THROUGH 
ESG RATINGS  
Governments are finally launching 
environmental, social and 
governance scores, which can be 
affected if companies carry out 
'greenwashing' tactics. 

WE SEE GAMIFICATION MAKING 
ITS WAY INTO SUSTAINABILITY 
AWARENESS
Imagine Spider-Man trying to save a 
city from a flood or the world of 
Civilization facing biodiversity loss 
and resource depletion. Actually, 
some massively popular games are 
already treading such paths. 
Monitoring ecosystem health is 

already a part of SimCity, and 
Minecraft has a special mode 
featuring climate change, carbon 
taxes, and emissions offsets through 
planting trees

Walmart used gaming techniques 
and launched ‘My Sustainability 
Plan’. This helps employees 
understand how their individual 
actions, when combined with those 
of their 2 million colleagues, can 
make a difference.

COMMUNICATION TRENDS 
IN SUSTAINABILITY AND CSR 
COMMUNICATION IN 2022 

 More financial disclosures in 
sustainability and CSR reporting 
Companies are finally dropping the 
idea that there’s a difference between 
financial and non-financial value in 
the study of sustainability. In 2020, 
40 per cent of sustainability reports 
had financial data, as opposed to 33 
per cent in previous years. 

 Employees and customers call upon 
companies to act responsibility  
Although Amazon offered jobs during 
the time people were losing jobs, and 
recently announced 55,000 new roles 
in tech, in September more than 
1,500 Amazon employees walked off 
their jobs to raise awareness for 
climate change and called on the 
company and then-CEO Jeff Bezos  
to do more.  

 Inclusion goes beyond the workforce 
Companies like Bloomberg have 
launched diversity and inclusion 
champions programmes in each of 
their businesses to monitor and audit 
the need for increasing diversity in 
their teams and to provide 
opportunities for women and 
underrepresented ethnicities. Part of 
their inclusion also extended beyond 
the workplace to vendors. 

By Marwa Kaabour, group marketing 
and corporate communication manager, 
Al Masaood Group

W ell, the big news is that the 
United States, under the 
presidency of Joe Biden 
re-entered the Paris 

Climate Agreement in February 2020. 
Nearly 200 nations have signed on 

to this landmark agreement and 
committed to limit their greenhouse 
gas emissions in an attempt to keep 
global warming below 2 degrees 
Celsius – preferably below 1.5 degrees 
Celsius – which is the temperature of 
the pre-industrial times.

Although it calls for collective 
action from almost all world nations, 
the Paris Agreement does not, 
however, impose legal penalties on 
nations that do not meet their  
intended national determined 
contributions (INDCs). However, we 
all know that there is a consequence 
to poor behaviour and that if 
countries don’t deliver their intended 
contribution, global GDP will drop in 
years to come. 

RENEWABLE ENERGY IS BECOMING 
INCREASINGLY CHEAPER 
Fossil fuels used to be much cheaper 
than renewable energy, but that is 
quickly changing. According to the 
IEA’s Renewables Report in 2020 
wind and solar plants have become 
70 per cent and 89 per cent cheaper 
respectively in the last 10 years and, 
their capacity will exceed coal and 
gas in the next five years. In fact, 
solar power is now cheaper than coal. 

BRANDS COMMITTING TO CIRCULAR 
ECONOMIES
A circular economy is a dream 
economy where waste is eliminated, 
resources are circulated and nature is 
regenerated. 

Global brands that we represent, 
like Bridgestone, the number one tyre 
brand in the world, are investing in 
circular economies and carbon 
neutrality across all group businesses 
from sales to the production of 
eco-tyres.  

Total Energies, another brand we 
represent in Abu Dhabi, has set 
nearly 25 per cent of its investments 
on renewables. This year, Total 
revealed a complete re-branding of 
its identity. First, it changed its name 
from Total to Total Energies and 
launched new logo that represent its 
circular strategy. The new logo’s 
vibrant colours represent fuel energy, 
and growth. 

CLIMATE CHANGE IS NO LONGER AN 
ENVIRONMENTAL PROBLEM ONLY; IT’S 
A BUSINESS PROBLEM 
If there’s one thing, we’ve seen from 
2020’s massively sad bushfires it is 
that climate change is causing 
extreme weather conditions and 
extreme weather is affecting the 

‘‘E-COMMERCE 
COMES AT THE  
COST OF 
MAINTAINING 
HUGE DATA 
CENTRES, WHICH 
CONSUME A LOT OF 
ELECTRICITY.”
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When looking for guidance on how to relate to customers, marketers 
can start by looking at a wall-cleaner-turned-plaything, writes 

TikTok’s Elias Bassil

W ho doesn’t love Play–Doh? For 
everybody, Play-Doh is this 
colourful, joyful, playful toy that 
kids and adults alike enjoy. It 

develops artistry and nurtures imagination. 
It is a three-dimensional canvas for creativity 
and pure  fun.

But that’s not what I’m here to talk about.
Instead, I’d like to focus on the role Play–

Doh was initially intended to play in our life.
It all started in 1933. During the bitter 

winters of the Great Depression, people 
needed to burn charcoal to keep their houses 
warm, as wood was too expensive at the time.

This resulted in a problem no one 
expected: dirty walls. And people needed a 
solution. That’s where the inventors of 
Play–Doh stepped in (at the time, it was 
called Kutol).

They introduced a cleaner solution in the 
shape of a doughy and malleable ball. Kutol 
could be spread out on the wallpaper, and 
was so sticky that it would collect all the dirt 
caused by coal furnaces, instantly cleaning 
surfaces when peeled off. Not only was the 
product good, it was also simple, made of 
only water, flour and salt.

And that was that.
But, as with all products, Kutol was good 

until it wasn’t. Gas became a thing, and 
eventually electric heating became the 
standard – and so, who would ever need the 
product when homes were warm and walls 
were perfectly clean?

As a result, the creators were left with 
stocks and stocks of it lying around with no 
purpose whatsoever. Indeed, that became a 
tough reality – from being the biggest 
manufacturer of wall cleaners in the world 
(that was a real thing) to servicing a need that 
no longer existed.

Until one random morning, when a close 
relative of the company founders, who 
happened to be a kindergarten teacher, was 
hosting an arts and crafts classroom and was 
in need of Christmas decoration.

And as she was looking for some, she 
stumbled across the outdated wall cleaner, 
thinking that maybe, just maybe, it could be 
used in a certain way to create unique 
designs for Christmas ornaments. And the 
kids in her classroom went crazy over it.

Flash-forward to today, when Play-Doh 
comes with a kaleidoscope of colour options, 
and nearly infinite creative and inspirational 
expressions, not to mention being part of a 
global company worth billions of dollars.

‘‘THE MORE I HEAR 
US TALK ABOUT THE 
IMPORTANCE OF 
USER-CENTRICITY, 
THE MORE I 
REMEMBER HOW 
PLAY-DOH TOOK A 
180-DEGREE TURN.’’

BE OPEN TO DIFFERENT OPINIONS.
This is where we remind ourselves that 
people are not marketers, and can have their 
own interpretations of our work and 
campaigns. This acceptance simply adds to 
the richness of people and their creativity.

Far too often we hear about brand 
managers losing it because of the way their 
brand was represented or because people 
found a new use for their product.

If you haven’t seen what Emily Zugay has 
been doing with the most iconic logos in the 
world on TikTok and how (the smart) brands 
have leaned into it, you have missed out on a 
lot. Go and check it out. I’ll wait here.

DON’T MAKE CONTENT FOR PEOPLE TO SHARE; 
MAKE CONTENT FOR PEOPLE TO EMULATE.
This is the part where the best kind of 
engagement is seeing your audience excited 
to take part in your brand anthem, and 
adding their own flavour to it. And so brands 
must make sure that their work is 
invitational with limited barriers to 
participation.

One of the most recent examples of such 
thinking is the work we did for the UAE’s 
World’s Coolest Winter campaign. Instead of 
simply promoting the campaign, we 
integrated the act of participation, leveraging 
one of TikTok’s most wide-reaching branded 
solutions, to invite TikTokers in UAE to 
showcase their best hidden gems around the 
seven emirates. As a result, people engaged, 
visited and recreated their own videos – 
ensuring 89 per cent of people felt involved 
and entertained by the brand.

FINALLY, ALLOW ROOM FOR THE UNPLANNED.
Yes, content calendars are great. Fixed ones, 
not so much.

Culture and creativity are moving at an 
incredible rate, the speed of the internet, and 
brands must leave room to be part of the 
‘meme economy’. From an additional 
perspective, while we wait to uncover what 
people genuinely want and care about – 
sometimes, reading the comments they leave 
for brands is all the answers that brands 
need. And so, in a way, comments are 
becoming the new creative brief.

So that’s my single prediction: let’s 
welcome the new era of community-
ownership.

By Elias W. Bassil, head of brand strategy  
at TikTok (GBS), METAP

USER-CENTRICITY
The year ahead for

SO WHAT DOES PLAY–DOH HAVE TO DO WITH 
MARKETING COMMUNICATION?
We can learn a lot from the founders and 
creators of Play-Doh.

How they didn’t allow a moment of major 
change to set them back, but rather leaned into 
the evolution of what the customers wanted 
from the product (less function, more fun).

Today, the more I hear us talk about the 
importance of user-centricity in those 
meeting rooms, the more I remember how 
Play-Doh took a 180-degree turn, falling into 
the hands of the most unexpected community 
and allowing them to take the wheel.

But the truth is, user-centricity has found 
what I believe is its near final evolution. An 
evolution into what I’d like to call 
‘community ownership’.

In other words, from brands crafting their 
stories around their users (Kutol previously 
building a successful solution around an 
inevitable need) to like-minded communities 
crafting their own stories around the brand 
(Kutol changing its name and industry into 
becoming a toy-store staple because that’s 
what the community decided).

And so we must ask ourselves: are we 
comfortable in putting the power in the 
hands of those who love, use and advocate 
for our brand’s products? I think to a certain 
extent, yes. At least the brands that are 
making strides in this new era of authentic 
communication are comfortable.

Working at TikTok, surrounded by smart and 
innovative people, and working with visionary 
clients, I’ve come up with a solid approach for 
2022 to help brands that want to embrace the 
power of community-ownership (I hope).
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A s 2022 emerges, and the world keeps 
taking two steps forward and one step 
back. The dust is settling down in the 
ever-evolving world of best marketing 

practices to drive growth 
During Campaign’s recent Marcomms360 

– Predictions 2022 event, I had the privilege of 
presenting some bare truths and hard choices 
that confront marketers on a regular basis. 
These ‘contradictions’, shared to a packed and 
attentive audience, stemmed from my recent 
consulting experiences across F&B, healthcare 
and now the travel sector, where the same 
questions surfaced time and again with no 
clear choices 

Here are the hard choices we will continue 
to face while launching and building brands 
in the next 12 months, and sometimes forever:

1. LEFT BRAIN VS RIGHT BRAIN: I am sure many 
of us are blessed or simply forced to balance 
the use of both sides of the single biggest asset 
mankind has – our brain – in our daily lives. 
But those good in both creativity and 
imagination (skills derived from the right 
brain) as well as in strategy and analytics 
(skills derived from the left brain) over a 
period of time will be seen as 
generalists in a world 
increasingly driven by 
specialists. When it 
comes to choosing one 
over the other to recruit 
or build a team focused 
on one of the skills, 
where do you stand, 
considering the needs of 
your business? And why?

Marketing consultant 
Shyam Sunder looks at 
the contradictions that 
must be balanced in 
strategy and tactics

2. EFFECTIVENESS VS EFFICIENCY: The obvious 
answer is that marketing needs to be eff ective 
to be even noticed as one scrolls down one’s 
feed or swipes up stories, as much as effi  cient 
to be able reach or retarget the right audience 
on the right platform at the right time. But if 
you have a dollar to invest in one of them, 
then which?

3. TOP VS BOTTOM FUNNEL: While we seem to 
have mid-funnel tactics and bottom-funnel 
remarketing strategies in place, the big 
question is about the eff orts, the talent and 
the investment needed for creating the 
required awareness and reach and the 
creativity needed to grab attention and elicit 
desire at the top of the funnel. The question of 
where to focus and invest keeps popping up.

4. BRICKS VS CLICKS: An omnichannel 
approach to marketing for businesses having a 
multichannel presence is surely the way to go, 
but many times a hard choice needs to be 
made on where to invest your resources and 
time considering where the profi ts lie. Any 
multichannel retailer will tell you that the 
large volumes and profi ts lie in the physical 
stores, as compared to digital, and therefore 
while executing multichannel campaigns the 
hard choice for marketers will be what is the 
best media mix that works for physical stores 
as compared to digital? If limited in budgets, 
where do you invest?

5. DIGITAL VS TRADITIONAL MEDIA: How much 
does a digital-only marketing eff ort help in 
achieving top-funnel objectives and how 
much does amplifi cation on traditional media 
help? Research across the world and in our 
region has proven the winning combination of 
television and digital or outdoor and digital 
for maximising reach and impact. Again, the 
ideal scenario is that you have suffi  cient 
budgets to distribute your spend across key 
channels – but if don’t, then come the hard 
choices. More often than not, businesses – 

especially pure-play e-commerce brands 
with limited budgets – sacrifi ce the use 

of traditional media completely. 

6. D2C VS D2B: With marketplaces 
and aggregators dominating the 
landscape, the big question, 
especially for small and 
medium-sized businesses, is: Do 

we build our brand directly with 
customers or take the 

marketplace route and save on 
marketing, channel, merchandising 

and supply chain investments? I am 
witnessing more and more brands 
taking the easy way out of adopting 

MARKETERS
The year  ahead for 

a D2B strategy for short-term business goals, 
forsaking the long-term value of building a 
valuable asset and owning customer data 

7. LOCAL VS GLOBAL: A constant debate, 
especially in fashion and lifestyle marketing, 
is how much of the creative and content must 
refl ect international imagery and how much 
local? For global brands, their challenge lies in 
how much the creative assets they inherit 
from principals will connect with local 
audiences. When it comes to home-grown 
businesses that aspire to pitch their brands in 
the international landscape, the question is 
how to balance the mix across the year.

8. INSOURCE VS OUTSOURCE: To be specifi c 
outsourcing of creative talent is the big debate 
and several businesses, especially start-ups 
and tech companies that are obsessed with 
insourcing all talent, simply refuse to accept 
that attracting good creative talent on the 
client’s side is not just impossible but also 
unsustainable. Most of them then compromise 
by sourcing mediocre talent and the creative 
work speaks for itself.

9. PHYSICAL VS VIRTUAL: Over the last 18 
months, all of us have experienced the new 
ways of working and have our own views on 
the benefi ts and issues of physical and virtual 
meetings. Most of us are going to adjust to the 
hybrid way of working. From a non-verbal, 
emotional, sensitive and true human-
relationship-building perspective, we realise 
our physical presence at our workplace 
matters as it helps foster ideas and creativity. 
The debate for 2022 will be how to best 
balance physical and virtual ways of working.

By Shyam Sunder, marketing consultant

brain) as well as in strategy and analytics 
(skills derived from the left brain) over a 
period of time will be seen as 
generalists in a world 
increasingly driven by 
specialists. When it 
comes to choosing one 
over the other to recruit 
or build a team focused 
on one of the skills, 
where do you stand, 
considering the needs of 
your business? And why?

5. DIGITAL VS TRADITIONAL MEDIA: 
does a digital-only marketing eff ort help in 
achieving top-funnel objectives and how 
much does amplifi cation on traditional media 
help? Research across the world and in our 
region has proven the winning combination of 
television and digital or outdoor and digital 
for maximising reach and impact. Again, the 
ideal scenario is that you have suffi  cient 
budgets to distribute your spend across key 
channels – but if don’t, then come the hard 
choices. More often than not, businesses – 

especially pure-play e-commerce brands 
with limited budgets – sacrifi ce the use 

of traditional media completely. 

6. D2C VS D2B:
and aggregators dominating the 
landscape, the big question, 
especially for small and 
medium-sized businesses, is: Do 

we build our brand directly with 
customers or take the 

marketplace route and save on 
marketing, channel, merchandising 

and supply chain investments? I am 
witnessing more and more brands 
taking the easy way out of adopting 

‘‘AN OMNICHANNEL 
APPROACH FOR 
BUSINESSES HAVING 
A MULTICHANNEL 
PRESENCE IS SURELY 
THE WAY TO GO, BUT 
MANY TIMES A HARD 
CHOICE NEEDS TO 
BE MADE.’’
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T here has been a lot of buzz about AI 
lately and for all the good reasons. 
AI-driven technologies are becoming 
increasingly popular and are being 

used in various industries, especially in the 
marketing arena.

Marketers are using AI for so much more 
than just chatbots. AI is being used for 
predictive marketing, keyword analysis and 
budget management as well, and this is 
surely not the end. 

Data suggests that AI-driven marketing is 
indeed replacing traditional marketing at a 
rapid rate. In fact, some pundits even go on 
to say that you either get on the AI 
bandwagon or get run over by it. 

If we analyse the industry, we notice that 
AI-driven technologies show more potential 
in some areas than others. Let’s discuss the 
ones that the experts believe will benefi t 
from AI the most.

AI IN MARKET RESEARCH
Artifi cial intelligence is emerging as a 
disruptive force in the fi eld of market 
research and is changing the very way in 
which we conducted market research. 
Traditional methods of market research are 
both expensive and time-consuming. AI is 
making it much easier to gather, segment 
and interpret data, and to do so in 
considerably less time. 

In predicting customer behaviour, 
gathering real-time data from multiple 
sources using AI is helping marketers make 
day-to-day decisions, and it is only going to 
get better from here. 

A/B TESTING AD CAMPAIGNS
A/B testing, or split testing, has always been 
used to optimise campaigns and compare 
campaign performance. However, this 
method is not entirely accurate. Moreover, it 
is time-consuming and needs a large enough 
sample size to show considerable results. 

AI, on the other hand, provides a much 
better and simpler solution. With the help of 
AI-driven technologies, your marketing 
campaigns can self-optimise using real-time 
data and try out multiple combinations of 
graphics, text and calls to action (CTAs). AI 
allows you to test not just two but infi nite 
alternatives in real-time, making the process 
much more effi  cient and accurate. 

AI-ASSISTED ECOMMERCE
The e-commerce industry is evolving and AI 
is at the forefront of this evolution. AI-driven 
e-commerce solutions include personalised 
product recommendations, predicting 
buying behaviour, inventory management 
and feedback analysis. 

E-commerce experts are using AI-driven 
technologies to enhance the buying 
experience and to research real-time data to 
fi nd out the product demand and 
competition in the market. Newer and better 
algorithms off ering innovative solutions will 
further enhance the user experience, 
increasing ROI for businesses. 

AI IN BRICK-AND-MORTAR RETAIL
It is not just e-commerce that is being 
revolutionised by artifi cial intelligence; brick 
and mortar stores are also incorporating 
AI-driven technologies. Some people might 
even think that brick-and-mortar stores are 
soon going to be obsolete, but that’s not 
going to happen any time soon. Instead, they 
are transforming and the underlying force is 
again artifi cial intelligence. 

A huge example is Amazon Go, which is a 
smart AI-driven physical store. People can go 
to the store, pick up whatever they want, pay 
via the app and leave without any human 
interaction. Now, that's what I call the future. 

AI can assist in enhancing the customer 
experience by giving personalised product 
details and allowing customers to virtually 

try on products. Facial recognition is 
another area that can allow companies to 
identify customers and deliver tailored 
experiences. It is just the start and this trend 
is only going to grow.

AI-DRIVEN INFLUENCER MARKETING
Infl uencer marketing is extremely eff ective, 
but it is a time-consuming process. It can 
take a lot of time to fi nd the right 
infl uencers, contact them and manage the 
relationship. But this manual process will 
soon be a thing of the past. AI will help us 
fi nd top infl uencers depending on a brand’s 
needs and target audience, connect with 
them, collaborate with them, and do it all 
using smart platforms.

QLIQIR, an AI-driven infl uencer marketing 
platform, seeks not only to automate their 
discovery but also vet and manage them so 
that brands can scale their campaigns and get 
all this done at a fraction of the cost.

AI-DRIVEN COPYWRITING
Copywriting has always been an integral 
part of any marketing campaign, but it is 
time-taking and complex. Marketers fi nd it 
hard to create copy for several reasons, 
including lack of time or lack of skill. AI, 
however, has made it much easier to 
generate tailored copies in no time. The use 
of AI-driven copywriting assistants is 
growing steadily. 

The use of AI in marketing is not only 
confi ned to these applications; there is so 
much more to it. Deep fakes are going to 
make it much easier for brands to 
collaborate with celebrities, the advent of 
augmented properties in the metaverse is 
still in its early phases and the use of AI in 
crypto and NFTs is known to everyone. 

There is still some skepticism about 
artifi cial intelligence but it’s high time we 
stop running away from it and embrace it 
with open arms.

By Love� o Nazareth, director, Prism Digital

From market research to infl uencer 
management, artifi cial intelligence can off er 
marketers a lot more than chatbots, writes 
Prism Digital’s Lovetto Nazareth

AI-DRIVEN 
MARKETING

The year  ahead for 

‘‘AI WILL HELP US 
FIND TOP 
INFLUENCERS 
DEPENDING ON A 
BRAND’S NEEDS.’’
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1. Ad-spend drainage on walled gardens 
will increase by 10-12 per cent 
The World Federation of Advertisers 
(WFA) predicts that ad fraud will 

become the biggest market for organised 
crime by 2025, worth about $50bn. 
Walled gardens (well-known platforms 
such as Google and Facebook) globally 
encompass an overall spend of $360bn, 
which constitutes up to 80 per cent of the 
overall traffic on the web.

Major banks and financial institutions 
across the globe are reporting an average 
of 17 per cent ad fraud on walled gardens 
and up to 30 per cent on programmatic. If 
the numbers are crunched, there is no 
doubt that campaign costs can come 
down by 25-35 per cent on an average 
where fraud is detected and eliminated. 
In other words, brands can reach an 
average of 10-15 per cent more with ad 
traffic and get targeted audiences where 
they reinvest their saved costs on new 

Another common misconception among 
brands and advertising agencies is that 
performance campaigns are free from 
fraud as they are targeted campaigns. 
They believe that although media 
campaigns may face issues of ad fraud, 
performance campaigns are free from the 
clout of malicious publishers supplying 
invalid traffic.

Many performance marketers still 
insist they are immune to ad fraud. They 
say it is because they don’t pay for ad 
impressions (CPM – cost per thousand) or 
even for clicks (CPC – cost per click). 
They only pay upon success – for 
example, the sale happened (affiliate 
revenue share) or the mobile app got 
installed (cost per install, CPI). Of course, 
by not paying for the ad impressions or 
clicks, they avoid ad fraud and click 
fraud, but that doesn’t mean they are still 
not the victims of fraud – like attribution 
fraud or app install fraud.

Examples of fraud detection on 
sophisticated performance campaigns 
come from many OTT (over the top) and 
e-commerce players. Google and 
Facebook restrict themselves to CPM and 
CPC campaigns, which makes it very 
difficult for advertisers to actually judge 
the performance of the campaign. With 
conversions as low as 3-4 per cent, often 
these OTT and e-commerce players don’t 
know that the problem of low conversion 
is actually due to invalid traffic. In both 
cases, events are the major criteria to 
determine the success of the campaign. 
The completion of registration on OTT 
platforms and the sales happening on 
e-commerce apps or platforms constitute 
major pay-out events in the overall 
funnel. The average fraud coming out of 
performance campaigns is around 25-40 
per cent. One of the major reasons for a 
high fraud rate is that almost all the 
traffic received on performance 
campaigns is from affiliates, according  
to our data.

We at mFilterIt understand that there 
is a direct correlation of about 70-80 per 
cent between invalid traffic and 
conversion rates; our numbers show that 
conversion rates actually go up to three 
times when the problem of ad  
fraud is treated. To put it in context, this 
number is over and above the costs  
saved on advertising, which is up to  
40 per cent. 

3. Viewability as a metric will be outdated 
and a more down-the-funnel approach will 
take over
More and more brands are waking up to 
the fact that viewability as a metric is not 
translating into business. 

Value is being measured in terms of 
down-the-funnel metrics, as impressions 
and clicks don’t deliver the right 
conversion results. Advertisers are 
increasingly demanding more tangible 
proof of effectiveness for campaigns that 
run on viewability metrices. While most 
ad fraud companies are delivering 
meaningful top-of-the-funnel awareness, 
it’s impossible for them to drive 

optimisation in viewability campaigns. 
Brands will now use the ‘post-click 

analysis’ method to measure the 
effectiveness of their marketing 
campaigns. 

Take the example of the fast-growing 
ed-tech industry. It survives and grows 
on lead conversions. When brands stop 
their analysis of viewability and clicks, 
lead fraud picks up. Sophisticated bots 
are now actually able not only to reach 
the webpage but also able to fill up leads 
and submit forms. 

As a result, improved metrics focused 
on ad representation and user interaction 
(device, browser touch, scroll events, etc.) 
instead of archaic rules like bounce rates 
or CTRs, etc. are set to gain prominence. 
Viewability will reduce in priority and be 
used for media optimisation only. 
Companies and their brand campaigns 
will increasingly move towards a more 
measured approach to performance 
metrics and lower funnel ROI to drive 
efficiency and optimisations.

4. Brand safety will be in the spotlight
Just to put things in perspective, a recent 
study conducted in Singapore suggested 
that seven out of 10 customers believe 
that ad placements on misinformative 
content are a brand’s doing. Another 
study revealed that one out of three 
potential customers disengages because 
of brand safety issues. 

Cases of brand safety in 2022 will rise 
with more fake websites and 
disinformation sources taking the 
spotlight. There will be renewed effort 
across all brands and industries to ensure 
that brands are being associated with 
relevant and trustworthy content. 

For example, we at mFilterIt uncovered 
more than half a million cases of domain 
infringements including fake websites, 
usage of unlicensed brand logos, fake 
distributorships and typo-squatting 
across geographies and industries. Brands 
will have to work with brand safety 
solution providers to not only protect 
their reputation online but also protect 
the revenue lost due to these cases. 

Your ads on unsafe videos will actually 
perform poorly and degrade the ROI of 
your campaign in general. This means 
that by protecting your brand you also 
get the benefit of better campaign 
performance and improving the ROI of 
your campaigns. Brands will embrace the 
‘relevancy approach’, where ads are 
placed on relevant content on video 
streaming platforms such as YouTube, 
and they will actually deliver better 
conversions because of relevancy and 
contextual filters. Targeting not only the 
right audience but also the right 
channels, social media and influencers is 
what the relevancy approach aims to do. 
Needless to say it automatically delivers 
better results and improves conversions 
to the tune of one-and-a-half times.

By Amit Relan, director and co-founder, and 
Dhiraj Gupta, chief technical officer and 
co-founder, mFilterIt 

‘‘IF THE NUMBERS 
ARE CRUNCHED, 
CAMPAIGN COSTS 
CAN COME DOWN BY 
25-35 PER CENT ON 
AN AVERAGE WHERE 
FRAUD IS DETECTED 
AND ELIMINATED.”

Ad fraud is on the rise, and 2022 will 
see it innovate further, write Amit 
Relan and Dhiraj Gupta of mFilterIt

AD FRAUD
The year ahead for

campaigns. Not only is ad fraud causing 
brands to waste a lot of their critical 
digital marketing spends, it is also 
preventing brands from reaching out to 
the critical mass of consumers. 

2. While brands will focus on performance 
campaigns, fraud on performance 
campaigns will see an overall rise
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F ollowing outstanding circumstances that 
aff ect the globe, activities across all 
sectors are slowed down as people learn 
to navigate the aftershocks. In the UAE, 

recruitment was the most aff ected as 
businesses re-evaluated their path forward. 
However, the biggest boon that helped 
shoulder any challenges was the government 
initiatives that are still paving the path for 
professionals in virtually every fi eld towards 
ensuring employee safety and happiness.

But even with things slowly regaining a 
sense of normality, there was a massive 
uptick in recruitment last year that is only 
going to increase going into 2022, especially 
when the boon that was brought upon by 
Expo 2020 is taken into consideration. A 
report by Mercer, for example, found that 
employers in the UAE will go on a hiring 
spree in 2022 and increase salaries by an 
average of 3.6 per cent. 

However, while the region may be booming 
again, many businesses are still not fully 
equipped to handle this growth. A solution, 
then, must be established to identify and 
attract the best talent for businesses. Over 
the past few years, recruiting partners have 
taken utmost precedence in this regard, 
off ering brands and companies resources and 
technical expertise to help grow the 
workforce.

This is made all the more relevant when 
considering that about 97 per cent of 
business leaders in the UAE agree that 
optimal working arrangements in the future 
would include some form of remote working. 
This means that the recruitment process 
must adapt to the changing times in the 
pursuit of the right talent, irrespective of the 
industry or their explicit proximity to the 
workplace.

In the media, marketing and advertising 
industry, individuals who are specialised in 
digital and data science will be in high 
demand and drowning in work, due to their 
cross-sectoral expertise. 

In the overall market, we, as recruiters, will 
be seeking tech and product talent, not just 
regionally but globally as well. As businesses 
scale up their demands, they will have to 
adapt to a remote working environment 
within as soon as the next three to six months, 

New working models mean 
new challenges for 
recruiters, and are driving 
demand for new skillsets

especially following a new UAE labour law 
that was announced on November 15 to allow 
employees to work for more than one 
employer in the UAE. The power will soon be 
in the hands of skilled individuals who have 
now been granted the fl exibility of choice. 
Making a stronger case for the argument, 44 
per cent of executives are providing work-life 
balance programmes to prepare employees for 
the future of hybrid working. 

Helping businesses of all sizes and scopes 
stand out from their competitors by 
optimising the process is what agencies like 
ARC Talent are best at. The process eliminates 
the need to go to multiple contingent 
agencies, a model that ceased to be relevant in 
the UK and the US about three or four years 
ago. We at ARC Talent help businesses identify 
the right candidates, secure them and ensure 
that a business’s branding and messaging are 
consistent throughout the recruitment 
process. 

The next wave of university graduates from 
all over the world with specialised skill sets is 
already out in the market, seeking their best 
possible opportunity to build their talent pool. 
These fresh entrants into the market are being 
initiated at a time when companies are going 
on recruitment sprees. They already have 
needs they are seeking to satisfy right out the 
door, most notable of which are work-life 
balance and the need for mental health 
policies (which 52 per cent of applicants in the 
UAE agree will be a dictating factor in their 
future career choices).

Businesses slowest to adapt will quickly 
discover that the success rate of fi nding the 
right individual using tried-and-tested 
methods is on a sharp decline. 

By Abdul-Rahman Risilia, founder and CEO of 
ARC Talent

TALENT
that was announced on November 15 to allow 

employer in the UAE. The power will soon be 
in the hands of skilled individuals who have 

Making a stronger case for the argument, 44 
per cent of executives are providing work-life 
balance programmes to prepare employees for 

Helping businesses of all sizes and scopes 

ARC Talent are best at. The process eliminates 

agencies, a model that ceased to be relevant in 
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that a business’s branding and messaging are 

The next wave of university graduates from 
all over the world with specialised skill sets is 
already out in the market, seeking their best 
possible opportunity to build their talent pool. 
These fresh entrants into the market are being 
initiated at a time when companies are going 

needs they are seeking to satisfy right out the 

policies (which 52 per cent of applicants in the 

‘‘INDIVIDUALS 
WHO ARE 
SPECIALISED IN 
DIGITAL AND DATA 
SCIENCE WILL BE 
IN HIGH DEMAND 
AND DROWNING 
IN WORK.’’

The year  ahead for 
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T he streaming industry has been growing 
exponentially globally for about a decade 
now. Subscription revenue for streaming 
services is projected to grow from $121.1bn in 

2019 to more than $1 trillion by 2027. In the MENA 
region, as well, streaming platforms have 
experienced sustained growth in 2020 and 2021.

Due to the core business model of premium 
content, no long-term subscription contracts, and a 
focus on end customers and not advertisers, 
streaming platforms are now synonymous with TV 
for youth in the region. While the TV and content 
space has evolved significantly due to Covid-19 and 
lockdowns in the past year, 2022 will continue to be 
exciting and defined by the following trends: 

5G AS AN ENABLER OF GROWTH
As video streaming is set to make up more than 80 per 
cent of all internet traffic, 5G will accelerate the 
transformation of the TV experience. Faster, reliable 
and (hopefully) cheaper internet will further drive the 
adoption of streaming platforms. A recent PwC report 
highlighted that about 29 per cent of consumers are 
willing to pay more for better quality of streaming, 
and 5G will help achieve that. The most significant 
impact would be on streaming live sports, as 
transmission delays are estimated to be reduced to 
about 1 millisecond. 5G will also facilitate the 
consumption of 4K, virtual reality and 360-degree 
live broadcasting. In the region, we can already see 
changes with rights for popular sports such as football 
and cricket that have traditionally been on pay TV or 
free-to-air being acquired by streaming platforms. 

BIRTH OF STREAMING SERVICE AGGREGATORS
When it comes to TV viewing or streaming, the 
convenience of how one accesses content is 
important. In 2022, we will see the rise of streaming 
service aggregators that will help address the 
challenge of content fragmentation, which we 
witnessed in the past two years as many content 
providers sought to launch their services directly in 
select markets. From a B2B perspective, it would be 
cost-efficient to partner with established platforms 
rather than go solo, especially for niche brands. As 
regional streaming platforms try to evolve as 
one-stop-shops, customers will get more value 
through a single-point subscription. 

CX IS THE QUEEN
It is said that content is king and user interface and 
experience is the queen. For UI and UX, three things 
are key to success. Firstly, UI must become more 
intuitive and navigation made simpler. Secondly, UX 
must incorporate more personalisation. Thirdly, 
content discovery must be more seamless and less 
time-consuming. Many platforms acquire 
subscribers by showcasing compelling content but 
fail to retain them due to cumbersome UI/ UX. In 
2022 and beyond, UI and UX will be central to the 
success of streaming platforms.

Streaming services are 
growing, and technologies 
such as 5G will boost this 
growth and drive 
innovation, writes 
Starzplay’s Hamad Malik TV

The year ahead for

RISE OF CONNECTED TV
In the GCC, around 90 to 95 per cent of the 
televisions being sold are smart TVs, and they are 
becoming cheaper. The new year will see the 
emergence of smart TVs as the primary device on 
which content will be consumed. Even in North 
Africa, consumers are shifting to smart and 
connected TVs, which will further drive the growth 
of streaming services.

LOCALISATION, LOCALISATION AND LOCALISATION
Lastly, localisation of streaming services will be a 
major driver for success. Localisation at multiple 
levels will determine success as customers expect 
multi-language options, easy payment options and 
even the right language and dialect in subtitling. 
Small things such as charging in the local currency 
tend to influence decision-making in the MENA 
region. At Starzplay, we have observed how 
partnering with local telecom partners and 
providing the ability to pay through them in local 
currency can increase market access. 

In addition to the above, exceptional content, 
including original programming, will continue to 
drive subscriptions for streaming platforms.

By Hamad Malik, chief marketing officer, Starzplay 
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T he first cell phone with a built-in 
camera came into being in 1999, a 
0.11-megapixel accessory that would 
soon change the world. By 2011, 

when Snap was founded, the camera had 
emerged as a powerful selling point for 
smartphone manufacturers. But Snap’s 
founders could already visualise just how 
revolutionary the camera would become, 
building a new business model around the 
‘lens’. The resulting augmented reality 
(AR) world Snap helped introduce to the 
masses – via lenses, dog-eared faces and 
the like – has come to define a generation.

As we enter into Snap’s second decade, 
the camera is no longer a smartphone 
add-on but a bona fide computing visual 
platform. By leveraging advances in the 
rest of the digital sphere, such as cloud 
computing, machine learning and 5G, the 
camera has emerged as a formidable tool 
that anyone can leverage to visually 
enhance their world.

Today, the average smartphone 
camera can scan its surroundings, 
intelligently overlay relevant 
information and immerse the user in a 
richer reality. Instead of just relaying a 
picture, the Snap camera, in particular, 
will recognise what it sees – food, plants, 
animals, cars, faces, fashion, and more 
– and allow users to smartly engage with 
the world around them through its 
computing power. 

Research shows that Snapchatters are 
making full use of the technology. 
Snapchatters are interacting with 
augmented reality nearly 30 times a day. 
The camera, therefore, offers a ready-
made audience for marketers and an 
unprecedented utility for businesses. 

AR AS A UTILITY
Recent research by Deloitte Digital reveals 
that although 81 per cent of people in KSA 
still consider AR as a ‘toy’, they expect and 
desire to use it as a practical tool in their 
everyday lives. AR adoption is tracking the 

AR is a must-have capability in your 2022 marketing 
toolkit, writes Snap’s Amer Chehab

mobile usage boom of the past two 
decades. By 2025, almost all of the Gen Z 
and millennial population in Saudi Arabia 
alone will be frequent AR users, the 
Deloitte Digital report shows.

AR offers marketers something 
traditional video lacks: engagement. 
While you can ‘reach’ millions with 
traditional formats, retaining their 
attention is another story. Who amongst 
us has not turned away when a message 
pops up to interrupt our flow, twiddling 
our thumbs as we wait for it to pass, or 
ignoring it altogether? 

AR is different. Users are already 
‘leaned-in’. They have already chosen to 
interact with the medium and are 100 per 
cent focused. In a world where attention 
is waning, AR is a powerful antidote for a 
brand to raise awareness and immerse its 
target audience in its message. The 
technology is empowering innovative 
marketers and marquee brands to tell 
their stories in new and exciting ways. 

Data shows that interacting with 
products that have AR experiences leads 
to 94 per cent higher conversion rates.

END-TO-END SHOPPING EXPERIENCE
AR also differentiates itself from video by 
being a full-funnel channel. Not only can 
brands drive awareness, but they can 
experientially take the user through the 
buying process and convert a sale, all 
within the camera interface. Innovative 
marketers have already recognised the 
value of this end-to-end sales model. 

Take Dior, a venerable brand that is as 
relevant today as it was 75 years ago. The 
iconic fashion powerhouse recognised 
the power of AR to launch its B27 
sneakers in 2021. Users discovered the 
product range through the Snapchat 
carousel, ‘tried’ the shoes on, and were 
invited to purchase them directly 
through the camera. By adding AR to its 
media mix, Dior extracted a return on 
advertising spend (ROAS) of six times 
from the camera alone. 

These commerce use cases are 
changing with the technology. 
Screenshop, for example, has leveraged 
the camera’s ability to recognise its 
environment to provide shopping 
recommendations in an entirely fresh yet 
inherently intuitive way. By simply 
pointing your Snap camera at your 
friend’s outfit or kicks, the camera can 
provide shopping recommendations 
from hundreds of brands. It’s like having 
a personal shopper right in your pocket.

Looking ahead into 2022, what is 
ultimately clear is that the Snapchat 
platform will continue to evolve. So will 
real-life advertising and commercial 
applications using the power of AR on the 
camera. With so many of our region’s 
users leaning in and adopting AR, no 
brand can afford to ignore it any longer.

By Amer Chehab, head of agency 
development – MENA, Snap Inc

AUGMENTED 
REALITY

‘‘BY 2025, ALMOST 
ALL OF THE GEN Z AND 
MILLENNIAL 
POPULATION IN 
SAUDI ARABIA WILL 
BE FREQUENT AR 
USERS, THE DELOITTE 
REPORT SHOWS.’’

The year ahead for
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T here was a time when predictions that 
came true were considered magic. 
Then the world got wiser and 
understood that the only way to 

predict the future is to study the past and 
understand the present. And as Spider Man 
recently said, “You know what’s cooler than 
magic? Math.”

Well, we did the math and let me tell you, 
the future is a whole new world of evolving 
technologies and changing shopping 
behaviour of the consumer that need you to 
sit up and take notice.

Having said that, it’s time to predict what 
the future holds for the ever-evolving 
ad-technologies that are aff ecting the world 
of online shopping. 

These predictions have been segmented 
under three categories –namely, emerging 
technologies, marketing trends and 
regional factors – that are important for 
any marketer to keep in mind, specifi cally 
for MENA.

EMERGING TECHNOLOGIES
2022 will usher in an era of emerging 
technologies such as artifi cial intelligence 
(AI) and machine learning (ML), driving 
personalisation and bringing consumers 
the best shopping experience at the scroll 
of a thumb. Replicating the experience of 
your local grocery store, AI will transform 
online shopping. As a marketer, you need 
to integrate AI into your business at 
multiple stages, to create hyper-
personalised experiences which are 
humanly impossible to achieve at that 
scale. From cross-selling to product 
suggestion, the shopper must exit the 
marketplace feeling fulfi lled and not just 
checking off  a list.

Another important technology that is 
changing the customer experience 

is ‘headless commerce’, segregating the 
front end and back end of your online store 
to create a faster, more agile, adaptable and 
consistent shopping experience for your 
consumer. Personalisation and unifi cation 
of customer experience across devices 
becomes much better compared with your 
traditional or monolithic approach.

Finally the evolution of retail media 
– monetising your own digital space – is a 
masterstroke that delivers the maximum 
value for the retailer. It is important for 
you, as a marketer, to monetise the viewer 
that is coming to your website, and the best 
way is to let the resellers advertise to these 
contextually relevant and high-intent 
consumers. As a matter of fact, and pride, 
we at ArabyAds, are currently helping some 
of the largest retailers to implement this 
technology, which we call ‘Ritelo’.

MARKETING TRENDS
Live-stream shopping: While infl uencers 
started promoting brands and products a 
while ago, the newest trend is live-stream 
shopping, which has knocked the ball out 
of the park. With infl uencers and socialites 
engaging consumers with their unique 
streams and plugging in products, items fl y 
off  the shelves within hours at record-
breaking pace.
Connected TV: There are a couple of trends 
that lead me to believe that connected TV 
(CTV) will change the advertising 
landscape a lot in the near future. We have 
witnessed a huge increase in the 
consumption of content via OTT, along 
with a decline in linear TV advertising. This 
is also coupled with the fact that TV 
manufacturers are transforming 
themselves more into advertising players as 
they can infl uence the customer journey on 
big screens.  

REGIONAL DIFFERENCES
On device advertising: While the penetration 
of Apple’s iOS operating system is quite 
high in the MENA region, Google’s Android 
still controls more than 65 per cent of 
market share in our region and most of the 
Android manufacturers such as Samsung, 
Huawei and others have big advertising 
businesses around the world, off ering 
advertising on the mobile device itself.
Be� er payment solutions: Another important 
factor that aff ects digital advertising is the 
availability of better payment solutions for 
the consumers at the time of e-commerce 
checkout. These fi ntech solutions, such as 
buy-now-pay-later, have just started to 
make their mark in MENA, which is still 
dominated by the cash-on-delivery 
method.
Digital good commerce: Like many other 
developed markets, we are expecting a 
huge surge in this category in MENA. I 
would give the example of edu-tech, 
gaming commerce and subscription 
services like music and OTT where the 
number of players are small and there is a 
huge scope of growth in MENA.
Micro- and nano-infl uencers: Finally, MENA 
is unique as a region and has thrived on 
commerce driven by infl uencers so far. The 
upcoming trend will see a stronger focus 
on micro- and nano-infl uencers, who lead 
the butterfl y eff ect that will change the face 
of social commerce.

MY SINGLE MESSAGE TO MARKETERS
The Year 2022 will be a fascinating year for 
marketers in the MENA region as the 
advertising landscape is changing faster 
than we can anticipate. I can’t stress 
enough the importance of implementing 
technologies for hyper-level 
personalisation for your customers, 
evolving with the marketing trends and 
keeping an eye out for how it can benefi t 
your brands. 

The year ahead promises to be glorious, 
so make the most of the regional 
opportunities that MENA can off er.

By Gulrez Alam, chief investment and strategy 
offi  cer, ArabyAds

E-COMMERCE
The year  ahead for 

ArabyAds’ Gulrez Alam crunches the numbers to see how 
technology will infl uence our shopping habits

‘‘FROM CROSS-
SELLING TO 
PRODUCT 
SUGGESTION, THE 
SHOPPER MUST 
EXIT THE 
MARKETPLACE 
FEELING 
FULFILLED.’’

CAM299_P46-47_ TYAF Gulrez.indd   47CAM299_P46-47_ TYAF Gulrez.indd   47 1/31/22   4:23 PM1/31/22   4:23 PM



January 31, 202248

M OBILE EXPERIENCE AND SEAMLESS 
CONNECTIVITY
Though foldable electronics are now in 
high demand due to the requirement for 

device downsizing and interoperability in a variety 
of applications, predicting the future of 
smartphones and the connectivity landscape is 
exceedingly diffi  cult. However, the Covid-19 
outbreak highlighted critical growth drivers and 
trends that will have a signifi cant impact. 
As 2021 progressed and consumers became more 
reliant on digital channels for business and social 
activities, the need to emphasise consumer 
experience cemented its position at the forefront. 

Moreover, there has been a surge in demand for 
connected living solutions, given their role in 

enabling homes, businesses and devices, 
transforming them into on-demand 

workspaces. This has prompted us to 
further advance upon elements 

that defi ne customer 
necessity, including 
productivity and 
multitasking tools, 
watches, tablets, 
earphones and even 

televisions, among others. 

THE NEXT GENERATION 
OF NETWORKING 
ADVANCEMENT
Even though 5G receives 
most of the attention within 

the networking realm, Wi-Fi 
6 devices are quietly 

outselling 5G devices by a 
considerable margin and will 

most likely continue to do so in 
the immediate future – and for 

good reason. Like 5G, Wi-Fi 6 will 
play an important role in the 

future of wireless connectivity, not 
only for consumers but also for 
businesses. Smartphones, tablets 
and PCs are among the most 

common Wi-Fi 6-enabled devices, 
but Wi-Fi 6 is widely used across 
wireless cameras, smart home 
devices, and gaming consoles.

ADVERTISING MIX
Live e-commerce has proven to be 

Generation Z are becoming more important 
as consumers, and brands will adapt their 
strategies accordingly, writes Samsung’s 
Ali Ahmed

CONSUMER 
ELECTRONICS

The year  ahead for 
an essential instrument that will contribute to 
developing a strong relationship with tech 
customers while also assisting brands, retailers 
and marketplaces across in-store and online sales. 
Live e-commerce is intriguing and compelling in 
how it motivates users to stay on-screen for longer 
periods, increasing the pace of conversions. In 
2021 we launched the ‘Live-Commerce’ platform 
to provide an entertaining and safe digital 
shopping experience. It was important for us to 
fi nd a way to address our customers’ online 
shopping challenges towards providing real, 
authentic retail experience. The key to successful 
live commerce is to capitalise on impulse buyers 
and engage with young consumers directly on the 
platforms they already use, zooming in on 
customer choice journeys, from awareness to 
purchase. The feeling of urgency by employing 
time-limited techniques improves conversion 
rates, with some companies claiming more than 
30 per cent upticks, 10 times higher than with 
standard e-commerce scenarios.

GEN Z: REWRITING THE RULES 
As a dominant market category, Gen Z are quickly 
overtaking millennials, being fi rst-generation 
digital natives. They embrace visual culture for 
self-expression and have a voracious appetite for 
creative online videos, eff ectively putting an end 
to passive TV watching. According to the most 
recent Gen Z trends, this generation is fast 

becoming an important part of today’s economy. 
In 2021, we sought to take advantage of their 

massive spending power by bridging the gap 
between their interests, changing habits and our 
products. We launched a 360-degree campaign 
called ‘Create #withGalaxy,’ giving young 
audiences a platform to create and show off  their 
talents. As a result, Gen Z engaged with us across 
multiple touchpoints, sharing with us more than 
4,000 videos and resulting in the creation of a 
music video by the fans for the fans. It was no 
surprise to us when this campaign was recognised 
with the 2021 Youth Marketing award by MENA 
Effi  e. This campaign also resulted in a three-fold 
increase in Gen Z website visits and even beat our 
all-time record on our Samsung Gulf YouTube 
Channel, with 6.6 million views for the Create 
#withGalaxy music video. This, once again, 
reiterates the power of Gen Z and our drive to 
continue rewriting the rules together.

By Ali Ahmed, director, head of mobile experience (MX) 
marketing at Samsung Gulf

M OBILE EXPERIENCE AND SEAMLESS 
CONNECTIVITY
Though foldable electronics are now in 
high demand due to the requirement for 

device downsizing and interoperability in a variety 
of applications, predicting the future of 
smartphones and the connectivity landscape is 
exceedingly diffi  cult. However, the Covid-19 
outbreak highlighted critical growth drivers and 
trends that will have a signifi cant impact. 
As 2021 progressed and consumers became more 
reliant on digital channels for business and social 
activities, the need to emphasise consumer 
experience cemented its position at the forefront. 

Moreover, there has been a surge in demand for 
connected living solutions, given their role in 

enabling homes, businesses and devices, 
transforming them into on-demand 

workspaces. This has prompted us to 
further advance upon elements 

that defi ne customer 
necessity, including 
productivity and 
multitasking tools, 
watches, tablets, 
earphones and even 

televisions, among others. 

THE NEXT GENERATION 
OF NETWORKING 
ADVANCEMENT
Even though 5G receives 
most of the attention within 

the networking realm, Wi-Fi 
6 devices are quietly 

outselling 5G devices by a 
considerable margin and will 

most likely continue to do so in 
the immediate future – and for 

good reason. Like 5G, Wi-Fi 6 will 
play an important role in the 

future of wireless connectivity, not 
only for consumers but also for 
businesses. Smartphones, tablets 
and PCs are among the most 

common Wi-Fi 6-enabled devices, 
but Wi-Fi 6 is widely used across 
wireless cameras, smart home 
devices, and gaming consoles.

ADVERTISING MIX
Live e-commerce has proven to be 

‘‘EVEN THOUGH 5G 
RECEIVES MOST 
ATTENTION, WI-FI 6 
DEVICES OUTSELL 5G 
DEVICES BY A 
CONSIDERABLE 
MARGIN.”
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A ccelerated by the pandemic, the world has 
moved online, with late adopters catching 
up and making the much-needed transition. 
Having an online presence means access to 

heaps of data and the adoption of analytic tools. 
This data has delivered valuable information 
affecting sales strategies, product offerings and 
communication efforts, and has created overall 
efficiencies across the business. The data and 
analytics industry has continuously evolved to 
meet the demands of brands while including 
developments in technology from AI to the 
metaverse, so 2022 will definitely see some 
movement here.  

INCREASED ADOPTION OF BUSINESS  
INTELLIGENCE TOOLS 
The market for business intelligence tools sees an 
assured growth worldwide, and according to 
Mordor Intelligence, double-digit growth is 
expected from $21 billion in 2020 to $41 billion in 
2026. This demand is driven mainly from large 
organisations but eventually will become a central 
component of all organisations. In the MENA 
region, digitalisation was slower from a global 
perspective, but due to Covid-19 we witnessed a rise 
in digital transformation and servicing customers 
through digital channels. All of this mandated more 
investment in business intelligence tools to 
improve business processes and results, through 
data-driven decision making.

Factors including legislation and the evolution of the metaverse will 
help shape the data marketers can access, and how they use that 

information, writes e-CENS’ Bashar Hafez

PREDICTIVE ANALYSIS AND AI’S INFLUENCE 
Big data will only benefit your business if you are 
able to use it effectively to predict your customers' 
next moves and purchasing patterns. Predictive 
analysis is awesome because it is efficient, rapid 
and has business relevance. It will be immersive 
and embedded and provide a seamless experience. 
Now all major technology vendors are building AI 
into their products to help brands better 
understand their customer. And with the vast 
amount of data generated throughout every digital 
touch point, AI will be able to look for patterns and 
identify correlations and recommend certain 
actions or even take certain actions.

TRANSPARENCY, ACCOUNTABILITY AND PRIVACY 
Big tech built their businesses around owning 
customer data and monetising it. Then came GDPR 
in Europe and paved the way for other regions to 
implement their own strategies. What you will see 
mostly in the MENA region are general laws that 
protect consumers, although specific laws have not 
yet been drafted. But some countries are changing 
their approach and implementing a form of GDPR 
or CCPA; Bahrain has implemented new laws and 
the DIFC has also launched its own guidelines. This 

DATA & ANALYTICS

‘‘WITH THE DATA 
GENERATED THROUGHOUT 
EVERY TOUCH POINT, AI 
WILL BE ABLE TO LOOK 
FOR PATTERNS AND 
IDENTIFY CORRELATIONS 
AND RECOMMEND 
CERTAIN ACTIONS.”

The year ahead for

will affect how organisations work with tech 
companies and their owned data, perhaps taking a 
leaner approach, and focusing on the touch points 
that add value to their brand. Additionally, a 
brand’s consented customer data on its owned 
channels, even though limited, will become even 
more valuable and the role of predictive analysis 
will play an important part here. 

THE IMPACT OF THE METAVERSE ON DATA  
AND ANALYTICS 
An immersive virtual reality where you can have a 
‘presence’ and have various experiences like a live 
concert or a football game wearing that outfit you 
saved on Instagram Shop and purchased through 
block chain technology – now that’s data brands 
would love to have. Roblox and Fortnite are 
probably the two gaming platforms that would be 
the closest to this meta-world and Google Analytics 
already has access to data on Roblox. No doubt 
there will be heavy investments by tech companies 
on the development of AR and VR measurement 
tools to support the access of data to brands that are 
willing to spend. 

NEW FEATURES WITHIN DATA AND ANALYTICS 
The most useful feature will be event tracking 
without coding functionalities, where you can 
identify events to track and measure on-site and 
in-app without setting up codes. Other new 
features such as cloud analytics and evolved graphs 
will also be prevalent. 

SELF-SERVICE ANALYTICS 
As organisations become data-driven and mature 
in their utilisation of data, everyone should be able 
to generate reports and have access to data. This 
should not and cannot be contained to one central 
team to ensure the efficiency of business processes. 
A rise in self-service tools will be seen as regional 
brands undergo digital transformation with every 
department relying on data for decision making. 

CULTURE A HINDRANCE TO DATA MANAGEMENT  
AND ANALYTICS? 
As our region still lags behind in digital 
transformation, it is imperative to continuously 
showcase the value a digital mindset has in meeting 
customer requirements and conducting business 
practices. Importance must also be given to skilling 
and upskilling a workforce to enable this mindset. 
After all, a company culture that doesn’t embrace 
or understand the value of digital transformation 
will hinder its success.

By Bashar Hafez, co-founder and managing director, 
e-CENS
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H umans love storytelling. We have developed 
intricate ways to express ourselves over the 
centuries, from cave paintings to the written 
word to journalism. Over the last few 

hundred years we have seen journalism evolve in 
numerous ways, moving with the times through 
print, radio, broadcast, digital media and  
now automation.

Today, we see the rise of a new form of 
journalism, one that is changing and adapting 
according to the way users consume content. 
Sharing information is all about speed, especially 
given how social media is dominating our lives 
and the virality of content. In a lot of cases, we 
hear about current events from user-generated 
content before we hear about it from news 
channels. Not to mention the race between media 
outlets for who can go live with a breaking news 
story first. In order to keep up with the times and 
with the ways users are consuming content, 
journalism has evolved and adapted into a new 
era, one that uses automated journalism.

Automated journalism, or robot journalism, is 
when news articles are generated entirely through 
artificial intelligence. Through artificial 
intelligence, a computer program can interpret, 
organise and present data in a human-readable 
format. Within seconds of analysing data, artificial 
intelligence can generate a news article using 
standardised templates. So, quite simply, an entire 
news article can be produced automatically by a 
computer, rather than a human reporter.

Would it surprise you if I told you that since 
2012, automated journalism has become more 

common and news giants such as The New York 
Post, Bloomberg and The Washington Post have 
been introducing automated journalism in their 
newsrooms. Through automation, a third of the 
content published by Bloomberg News in 2019 was 
done using automated technology. Automation 
allowed Bloomberg to produce news stories within 
seconds of the computer analysing any financial 
report. Associated Press went from publishing 300 
quarterly reports on businesses to producing 
4,000 quarterly reports, with the help of 
automation.

But, you may ask, why would news giants who 
have enough talented human resources want to 
use automated journalism? Because the media 
industry has come to an inflection point. 
Information today is not only about speed, but it is 
also about generating enough content to keep up 
in a world where there are thousands of pieces of 
content being shared every second. 

Automation allows journalists to focus on bigger 
news stories that have higher values, on 
investigative reporting and high-quality stories, 
whilst artificial intelligence can focus on smaller 
stories like weather reports and financial reports. 
Automated journalism allows journalists to focus 
their brain power on creating powerful content, 
whilst artificial intelligence carries out the routine 

work. It also allows news outlets to be able to 
publish more stories at a quicker speed, without 
increasing human resources. Quite simply, 
automation will supplement journalists and 
provide a helping hand for the media companies.

Automation in journalism has increased reader 
revenue for publishers, it has lowered inventory 
costs and it has rapidly expanded coverage in any 
topic on which automated content can be 
produced.

And with the rise of automation we are seeing 
the rise of robot journalists. Jia Jia is a robot 
journalist that reported for a Chinese news agency 
and was able to conduct a live interview. Whilst 
she can hold a simple conversation and make 
certain facial expressions, she is limited to only 
responding to basic questions. It is safe to say that 
robot reporters will not be replacing human 
reporters, at least not in the next few years.

Media companies are turning to artificial 
intelligence as a way of delivering more 
personalised experiences and being able to 
produce more content efficiently. In 2022, we will 
see more newsrooms around the world using 
automation, and artificial intelligence will be seen 
as a critical aspect on the business side in helping 
media companies to attract and retain users. It will 
allow media companies to lower costs, whilst 
producing more news stories. Automated 
journalism will allow media companies to keep up 
with the virality of content. However, we still have 
a long way to go in terms of being completely 
reliant on automated journalism.

So is this the end near for our fellow human 
journalists? Definitely not. Robot journalists and 
automated journalism will share the job with 
human journalists. Whilst automation can produce 
a news article within seconds and whilst the idea of 
a robot reading the news to us may be fascinating, 
we as humans still require that special human 
connection. We need empathy and emotions when 
being told a news story. Something that Jia Jia the 
robot is not capable of offering.

By Shams Al-Attar, partnerships manager, Nabd

Robots will not be coming for the jobs of writers yet, but they 
can still produce a lot of content and free up humans for more 

nuanced articles, writes Nabd’s Shams Al-Attar

AUTOMATED 
JOURNALISM

The year ahead for

‘‘AUTOMATION ALLOWS 
JOURNALISTS TO FOCUS 
ON NEWS STORIES THAT 
HAVE HIGHER VALUES.’’
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‘‘SHOPPING AT RETAIL 
WILL BE AVOIDED 
TO DO MORE 
ENTERTAINING STUFF.’’

T he Covid years have changed all of us – more 
mentally than the impact of the virus on the 
physical body. Our perspective and outlook on 
how we want to live life have changed big-time. 

The advertising and media world is refl ective of these 
changes. While staying home for a signifi cant part of 
the day was not out of choice, when we eventually 
stepped out we were still wary of wasting time out of 
the home; clear purpose of travel and optimising time 
out will be engraved for a long time to come. Similar 
changes will refl ect on the media we consume and 
engage with in 2022. Here are a few such predictions 
for 2022, refl ective of some of the more profound 
changes within us:

1. TIME MANAGEMENT
When we were within walls, we realised how 
important it is to prioritise our tasks. Brands that 
allow us to do what we want to do and do less of what 
we don’t want to do will continue to fi nd favour. We 
will see the continuous growth of e-commerce in 
times to come. Shopping at retail will be avoided to 
do more entertaining stuff .

2. TV: LINEAR, OR OTT?
Both, would be the correct answer. The TV screen had 
its resurrection during the pandemic. Demand for 
content saw OTT and YouTube consumption go 
through the roof. We believe overall TV time will 
increase when we take linear, OTT and online video 
formats together. It’s the cumulative impact media 
planners need to address.

3. SOUND IS GETTING ITS DUE IN THE MEDIA WORLD
Multi-tasking was a way of life during the pandemic. 
Work and home chores got purged, and in such a 
chaotic life, we started relying on audio media. 
Podcasts, audio books and online music saw a 
considerable increase. We see this trend going into 
brand engagement opportunities in 2022

4. GAMING AND THE META-WORLD
When reality gets hard, we tend to drift towards a 
parallel world. The pandemic has opened a less-known 
world, but we expect big movements to happen soon. 
Facebook’s eff orts toward the metaverse have opened 
another level of opportunities. Readyplayer.me allows 
you to create and own your meta-versions. Brands 

operating in this space are something worth watching 
out for. Gaming took off  during this time and is still a 
hugely underutilised area for advertisers. This year, an 
immersive brand experience through gaming, the 
metaverse or virtual reality is a space advertisers 
should consider.

5. OUT-OF-HOME IS EVOLVING AND WILL BE THE 
HIGHLIGHT OF 2022
A medium that changes with time always manages to 
sustain and grow. For a long time, the print medium 
tried to resist digital space but eventually embraced it 
and survived in a diff erent avatar. UAE print titles’ 
online versions are some of the largest visited 
websites. Out-of-home is an area to watch out for in 
2022; OOH has always been a darling of advertisers 
for its ability to drive awareness. Over the last few 
years, digital out of home (DOOH) has brought in 
contextual and audience targeting to the foray, 
making it even more exciting. 2022 and beyond will 
be the era of DOOH in transit media; it has got a lot of 
traction in the US, and it is now introduced in Dubai 
inside RTA taxis. Besides being contextual, targeted 
by profi le and purpose of travel, it also allows 
passengers in a taxi to interact and engage with a 
brand on games, videos and promotions. It is making 
a ride productive in many ways. In the US, taxi 
screens have been around a bit longer and research 
has shown they three times more responses than 
popular social media.

By Satish Mayya, advisor, BPG Group

CONSUMER 
TRENDS

The year  ahead for 

The pandemic has taught us new 
habits, but will see a resurgence in 
traditional media channels, writes 
BPG’s Satish Mayya
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T he digital ecosystem is 
constantly changing, and 
programmatic advertising is 
no exception. This makes 

long-term predictions risky and 
often incomplete. Nevertheless, we 
can identify the major trends that 
will guide the MENA digital 
marketing world during this year.

TIME TO PREPARE FOR THE POST-
COOKIE ERA
The market is actively preparing for 
the end of third-party cookies by 
2023. Indeed, while the announced 
disappearance of cookies made a 
huge boom in the market, the path 
that the ad tech ecosystem is taking 
is quite reassuring for the future of 
digital advertising. Beyond 
replacing the targeting capabilities 
inherent to third-party cookies, it 
seems that emerging solutions are 
even shaping a brighter future for 
the market. Those solutions 
decompartmentalise buying 
platforms and environments (web, 
mobile, in-app), enable centralised 
campaign management and move 
the entire industry toward a more 
people-centric advertising model.

While this new regulatory 
framework disrupts existing models 
of tracking user behaviour, it also 
opens the door for advertisers to 
collect data with consent. The scale 
may decrease, but in the long run 
this policy will increase the quality 
of the data available. It’s now time 
for Middle East publishers and 
advertisers to implement real 
first-party data strategies to bridge 
the gap with what is already 
happening in the rest of the world, 
and for the ad tech ecosystem to 
continue the technological 
development of identification 
projects, while at the same time 
beginning to ‘educate’ internet 
users about these new, more 
transparent uses.

EMERGENCE OF NEW ADVERTISING 
PLAYGROUNDS
The MENA region’s media owners 
and publishers need to catch up 
with the most advanced countries 
on segmented and connected TV, 
DOOH, audio podcasts and gaming, 

to be able to propose alternative 
localised solutions vs the big 
international platforms. These can 
offer new media means to 
advertisers who are looking for 
more flexibility and tangible results 
and create growth opportunities 
from advertisers that are staying 
away from these mass media for 
financial reasons.

AN UNPRECEDENTED ACCELERATION 
OF RETAIL MEDIA
The e-commerce industry has been 
deeply affected by the crisis. While 
some retailers were not prepared for 
their digital transformation, others 
were able to adapt their way of 
working to meet the new consumer 
needs as well as to multiply their 
sources of revenue. As a result, we 
can see that media commerce, and 
in particular retail media, is gaining 
momentum in Europe. This trend is 
set to continue in 2022 and will 
most probably start in MENA. But if 
retail media is becoming a new 
playground for brands, it remains 
limited by existing competitive 
constraints. These offers are most 
often proposed by retailers, who are 
themselves advertisers. Therefore, 
it’s important for brands to 
orchestrate their digital strategy 
and choose key devices, from 
customer knowledge to 
performance measurement, 
including in-store sales. And it’s 
crucial for Middle Eastern retailers 
to be sure about collecting quality 
data and to think about how they 
can use it better. We can expect the 
majority of budgets to be 
reallocated in favour of customer 
knowledge. Players who can share 
browsing and shopping information 
should gain market share.

ONE MORE STEP TAKEN FOR 
CREATIVITY
2022 should be characterised by the 
accelerated development of new 
immersive experiences, based on 

extended reality (XR) technologies: 
virtual reality (VR) and augmented 
reality (AR). And while the 
metaverse is only just beginning, 
advertising opportunities within 
these virtual environments still 
already exist, enabling new uses 
and turning the consumer from 
spectator to actor. Some channels 
manifest an impressive potential for 
interactive advertising: while the 
AR/VR market was worth $12bn in 
2020, experts predict that it will 
skyrocket to $72.8bn in 2024. 
Whether it’s trying out lipsticks via 
an AR system on Snapchat, 
branding campaigns for TV series 
broadcast within the game GTA, or 
for sports betting sites in Football 
Manager, some brands have already 
been very creative. This helps them 
improve their reputation by 
encouraging interaction. Creativity 
will be crucial in 2022, as the 
attention span of consumers 
becomes shorter by the day.

THE GROWING IMPORTANCE OF 
ADAPTATION AND PERSONALISATION
Videos, blog posts, podcasts… In 
2022, there will be more and more 
channels to consume marketing 
content, and many ways for brands 
to communicate with their clients to 
engage them. But, as there will be 
many more opportunities, 
advertisers will need to pay even 
more attention to the context, the 
format and the internet user’s 
respect, and even to other drivers 
like emotional insights. This is 
especially true in the Middle East 
where people are craving localised 
content and platforms even if they 
continue to enjoy the international 
formats. Each advertising journey 
will need to be thought out and 
personalised in order to maximise 
interactions. Moreover, it’s essential 
to keep in mind that everything that 
has worked until now may no longer 
bring the same success. Consumer 
habits have changed, and 

As the region’s consumers get their media through 
more channels, marketers also need to widen their 
outlook, writes Gamned’s Yves-Michel Gabay

DIGITAL 
ADVERTISING

The year ahead for

‘‘CREATIVITY 
WILL BE CRUCIAL 
AS CONSUMERS' 
ATTENTION SPANS 
BECOME SHORTER 
BY THE DAY.’’

competition has increased due to the 
pandemic. Therefore, advertisers 
need to regularly check whether 
their approach is still delivering the 
expected results. Marketers must 
continually explore and think 
outside the box by looking for 
unconventional ways to 
communicate.

VALUES-BASED COMMUNICATION TO 
AIM AT GREATER CONFIDENCE FROM 
AUDIENCES
Internet users are increasingly 
demanding towards brands, leaving 
them no room for error. It’s crucial to 
invest time and money in building a 
strong brand image. To gain and 
keep the trust of internet users, 
brands must make their values 
visible in their communication, 
using storytelling and branding 
campaigns. By discovering snippets 
of what the brand is, what goes on 
behind the scenes, where it came 
from and how it got here, consumers 
will stop seeing the company as a 
faceless entity and connect with the 
people behind it. The values 
communicated should be aligned 
with the growing major social and 
environmental issues. This requires 
more responsible advertising.

Yves-Michel Gabay, regional managing 
director, Gamned MEA
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Welcome to the Digital Agencies and Ad Tech Guide 2022. I think this is 
our directory with the most listings ever. When we began producing 
directories only five years ago, the January digital section was a small 

one, a chance for us to ease back into the year after our winter break. Now it’s 
grown impressively and keeps expanding.

That’s good news for the region’s industry; it shows that we are surrounded  
by innovators, and that there is an appetite for the latest technology and  
digital thinking.

The companies listed in the following pages are some of the fastest-changing 
in the business. Their business models and skillsets are being updated constantly. 
In a few short years we have seen third-party cookies and user tracking plot a 
path to obsolescence, while only in the last year the words ‘metaverse’ and ‘NFT’ 
have been waltzing into pitch decks.

This directory is primarily intended for brands looking for new partners. But 
if that’s not you, don’t stop reading. It’s also an excellent resource for agencies 
looking to see what their colleagues and competitors in the market are up to, and 
those looking to team up for projects, and perhaps more.

We are seeing more mergers and acquisitions within the ad tech space than 
between digital agencies, but skillsets and tech stacks are always evolving, and 
the insource-outsource-partner-merge conversations are constantly going on.

I’d argue (though I look forward to being set right) that tech progress comes 
from two main sources: within and without. It comes from inside organisations 
as innovation and invention that needs applications and processes to be written 
from scratch to make good ideas into reality. And it comed from outside in the 
form of legislation and the evolution and revolutions instigated by third-parties. 
For example, there will be a big call for expertise in the metaverse and the 
technology to back that up. And also, NFTs, anyone?

I won’t pretend to understand all of what these agencies ad tech suppliers do. 
That’s why they are here: to understand and activate better than anyone else. 
They are at the forefront of where the marketing industry is going. The rest of us 
are hitching our wagons to their horses and seeing where they lead us.

Take a good look at the agencies and tech suppliers listed here. Give them a 
call, too. Some will help you where you need support right now, and others will tell 
you where even you don’t know you are going.

And that’s exciting for everyone.
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Active Digital Marketing 
Communications
Founded: 2003 
Heads of company: Sawsan Ghanem and Louay Al-Samarrai 
info@activedmc.com
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.

SERVICES: Public relations; influencer relations; social & digital marketing; lead 
generation; video content & production

Accenture Interactive
Founded: 2009 
Head of company: David Fregonas, Accenture Interactive lead, 
Middle East. 
middleeast@accenture.com 
www.accentureinteractive.com.
Accenture Interactive helps leading brands transform experiences across the 
entire customer journey. Through our connected offerings in design, marketing, 
content and commerce, we create new ways to win in today’s experience-led 
economy. Accenture Interactive was ranked the world’s largest digital agency 
in the latest Ad Age Agency Report for the fourth year in a row, and was named 
a 2019 Most Innovative Company in Advertising by Fast Company.

SERVICES: Consulting, design thinking and user experience, platform solutions, 
creative services, digital media, audience solutions, integrated search, social as 
a service, influencer management, data and analytics, loyalty marketing

Acorn Strategy
hello@acornstrategy.com
Acorn Strategy is an award-winning integrated marketing, public relations 
and digital communications agency with a global presence, supporting clients 
across various industries with expert services out of its offices in London, Perth, 
Abu Dhabi and Dubai.

Acorn Strategy’s services include marketing strategy, public relations, 
communications, recruitment and secondment services.

SERVICES: Strategy, integrated marketing, public relations and digital 
campaigns, public relations, digital marketing, creative communications, 
marketing operations & consultancy, marketing communications strategy

Accelerate ME Online
Founded: 2011 
Head of company: Patrick Lahoud 
admin@acceleratemeonline.com 
www.acceleratemeonline.com
Today’s clients are always connected, and your advertising solutions must 
work with their needs and desires. Through incorporating various aspects of 
typical agencies, we are able to provide comprehensive approaches to fit your 
marketing needs, while ensuring a strong brand image across various popular 
platforms.

SERVICES: Digital and social media strategies, social content creation and 
copywriting, community management up to 24/7, SEO & SEM, video production, 
PR and influencer outreach, online media planning and booking, mobile 
programmatic advertising, digital design services, audience intelligence

AGENCY
GUIDE

DIGITAL 
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Founded: 2011
Head of company: Dina Saadeh
Number of staff : 15
www.bluebarracudame.com
+971 4 354 4458
dina.saadeh@bluebarracuda.com

Blue Barracuda is the digital and social 
arm of Horizon Holdings. We get people 
talking. To each other and to brands. 
We use technology, data and content 
to craft experiences and tell stories 
that spark conversation. When people 
talk, we understand perspectives and 
behaviours; we discover opportunities 
and possibilities. We use digital and 
social platforms to build relationships 
between our clients and their consumers 
that enable them to reach business 
and communication objectives. We 

see ourselves as conversation makers. 
Conversations for the digital world.

TECH PARTNERS: Media Temple, AWS, 
Google for Developers, SEO Optimizer, 
Socialbakers

SERVICES: Experience and conversation 
makers across digital and social 
mediums; includes customer journey-
mapping, digital transformation strategy 
and implementation, content creation, 
website/app design and build, infl uencer 
marketing, SEO, gaming, CRM strategy 
and implementation

KEY CLIENTS: Dell Technologies, Silal 
Fresh, VMware, Avaya, Al Ain Farms, 
Pandora, Vestel, Siaci Insurance Brokers, 
Carrier

AWARDS: Dubai Lynx Grand Prix, Dubai 
Lynx Bronze

L E A D E R S H I P  PA N E L

Dina Saadeh
General Manager

Mazen Jawad
CEO – Horizon Holdings

Zeina Masri
Digital Strategist

AMC Advertising & Marketing 
Consultants 
Founded: 1988
Heads of company: Pierre Abou Diwan (chairman & CEO), 
Mark Abou Diwan (managing director)
enquiry@amcuae.com
www.amcuae.com
In a world driven by digital challenges, we make the future promising for 
our clients. As the region’s most forward-thinking integrated full-service 
digital agency, we focus on data-intensive, result-driven communications 
built on innovative and engaging content. Our strategic inputs shape digital 
transformation that drives business growth for our multi-sector clients.

SERVICES: digital media; social media; programmatic solutions; web 
development; media planning & buying

KEY CLIENTS: Bentley Emirates, Buga¡ i, Mitsubishi, Bawabat Al Sharq Mall, 
Abu Dhabi Chamber of Commerce

AGA-ADK Advertising and Marketing
Founded: 1997
Chairman: Roger Sahyoun
info@aga-adk.com
aga-adk.com
+971 4 445 8383
Affi  liated with ASATSU-DK, the third largest advertising network in Japan, AGA-
ADK is a full-fl edged communications agency in the MENA region. Known for its 
blend of memorable and eff ective ad campaigns that aim to deliver results, using 
data to drive creative solutions, and with a content-fi rst approach, the team 
focuses on creating relevance in communication.

SERVICES: Full marketing communication services; strategic planning; creative 
designs; consumer activation; production; branding and corporate identity; 
content planning and production 

KEY CLIENTS: Bosch, Siemens, Gawamen, IFFCO, Nokia, P&G, SAMACO 
(Porsche), Toshiba, Tabasco , Kobayashi, Hisamitsu, Hershey’s, Hansaplast, 
Interiors, Red Bull GmbH, Vicks, Dunlop, Falken, Langnese

Alisa PR
Founded: 2017
Headquartered: Dubai, UAE
Head of company: Alisa D’Souza
alisa@alisapr.com
Alisa PR joins hands to help our clients evolve, promote and protect their 
brands. We provide professionalism, strategic thinking, creativity and hands-
on experience in PR and social media combining digital marketing solutions 
across all verticals of business in the UAE & Middle East. Our communications 
consultancy is research driven, newsworthy and experiential that creates real 
conversations to help your business succeed

SPECIALISMS: Public relations, digital marketing, advertising.

Ad Scholars
Founded: 2016
Head of company: Srikanth Rayaprolu, CEO & founder 
Srikanth@adscholars.com
Ad Scholars has been consistently picked as the best choice in the region 
for performance advertising. Working with tier-1 agencies, affl  uent brands 
and renowned publishers in the market to support them with their needs in 
branding and performance campaigns.

KEY CLIENTS: MCN, Dubai Properties, Mazda, OMD, Publiscreen Media, Disney 
Nat Geo,  Emaar, Mashreq

SERVICES: Boutique ad agency, performance advertising, outsourced ad 
operations, ad tech representation & media news blog.
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Assembly
Founded: 1990 
Heads of company: James Townsend (Global CEO), Faisal Dean 
(Managing Director MENA) 
hello-mena@assemblyglobal.com
Assembly is the modern agency alternative, bringing together data, talent, and 
technology to deliver media and more to the world’s top brands. We’re home 
to more than 1,500 experts, who bring unmatched global omnichannel media 
expertise and data, technology, and business consulting capabilities that find 
change and fuel growth.

SERVICES: Digital media; SEO; content; data analytics; social media; influencer 
marketing; CRM

KEY CLIENTS: Landmark Group, Noon, Etisalat, Samsung, Azadea Group,  
Dubai Tourism

Bates Pan Gulf
Founded: 1980 
Group: CEO Avishesha Bhojani 
Headquartered: Dubai, with offices in Abu Dhabi, Kuwait,  
Qatar, Jeddah 
www.bpggroup.com 
info@bpggroup.com 
+971 4 506 55 555
The BPG Group, headquartered in Dubai, is one of the larger integrated 
communications groups in the MENA region and part of the WPP network. Our 
regional experience dates back nearly four decades and we have played a pivotal 
role in helping to initiate and promote some of the region’s most powerful local 
brands and initiatives. We pride ourselves on being uniquely integrated by design.

SERVICES: Advertising; digital and interactive experiences; experiential 
marketing and activations; social media; content marketing; public relations; 
influencer marketing; media planning and buying

And Us
Founded: 2018 
Headquartered: Dubai 
www.and-us.agency 
+971 56 779 8436 
fadi@and-us.agency
We are an independent creative marketing and design firm. We work side 
by side with our clients to solve their business problems or create business 
opportunities with creativity. We combine technology and creativity to give a 
competitive advantage to our clients.

SERVICES: Strategy; digital; marketing campaigns; branding; design; media; 
content production

L E A D E R S H I P  PA N E L

Zeena Kurd
Head of Social, Content  

& Production

Toseef Butt
Head of Performance, 

Technology & Data

Qaiser Nawaz
Head of Design  
& Development

Nawras Tal
Account Director

Founded: 2011 
Headquartered: Dubai, with offices in Abu Dhabi,  
Singapore, Shanghai, Tirana and Cochin 
Founder & CEO:  Shadi Abdulhadi 
Number of staff: 85 
https://boopin.com/ 
+971 4 4255 365 
info@boopin.com

 
Driven by innovation and creativity, Boopin is one of the fastest-growing networks in the 
region, led by a team of more than 80 passionate creators and marketers, each with 
a desire to tell memorable stories and create exceptional experiences for brands and 
consumers. Our dedicated channel experts sit as a team, which ensures we not only have 
a tactical approach towards each channel but also benefit from providing a 360-degree 
response from media planning and execution right through to content creation and 
web/app development. Having such a diverse team within a single office environment, 
provokes collaboration and sparks intuitive creativity within each team member.

TECHNOLOGY PARTNERS: Google, Meta/Facebook, TikTok, Tealium, Oracle, Amazon and 
more than 40 more, as we remain agnostic to meet the requirements of our clients

SERVICES: Performance marketing; digital infrastructure, digital transformation 
and automation; customer data platform facilitation and strategy; dynamic creative; 
API integrations; web/app design and development; SEO; data visualization; content 
management and production

KEY CLIENTS: Public Diplomacy Office, Al Masaood Automobiles, IG Group, 
Department of Culture & Tourism Abu Dhabi, GEMS Education, Sky Nows Arabia, 
EMAAR, Abu Dhabi Ports, The National, ADNEC, SHEIN, Xiaomi, Emirates Transport, 
Dubai Corporation for Tourism and Commerce Marketing

Bright Company
Founded: 2020 
Head of company: Kiera Doherty 
www.brightcompany.me 
kiera@brightcompany.me 
+971 55 508 7578
We are collective of industry professionals formed to help organisations solve 
problems. We know that actions speak louder than words; execution and 
delivery is our focus. We are professional nomads, we work from industry hubs, 
client offices and home. We have lower overheads, meaning better rates for you, 
and sourcing the best rates from our network of suppliers. We are here to help 
marketing, communications digital, creative and events folk.

 SERVICES: Digital, marketing and social media consultancy and strategy; 
marketing transformation; integrated communications; project management
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WHAT WERE THE BIGGEST SHIFTS 
YOU SAW IN DIGITAL IN 2021?
The pandemic drove the growth 
of new app releases, showed us 
the resilience of digital natives 
within the e-com/food app space, 
altered our lifestyle and 
prompted businesses that were 
heavily reliant on brick-and-
mortar environments to digitise 
their value proposition. It was at 
this point we were propelled 
towards the metaverse without 
even knowing it.

We saw significant app growth 
across the fintech, shopping and 
food delivery categories. With 
this we witnessed operational 
change across all industries, 
where a lot of companies 
understood the fact they had to 
provide the best possible digital 
experience for consumers due to 
the surrounding restrictions and 
concerns of the pandemic. Some 
restaurants, for example, where 
the USP is centred around their 
fine-dining experience, launched 
across food delivery apps.

We also saw a major shift in 
community and corporate 
operations. With meetings being 
held remotely, it still tends to be 
a permanent occurrence of our 
day-to-day now that we are 
again able to go to the office 
should we choose to. 
Operational automation became 
key as we found ourselves 
shorter on time throughout the 
pandemic, responding to new 
business challenges and needs. 
This also provoked a shift in 
lifestyle, with companies around 
the world altering their flexible 
working policies.

The resilience shown by artists 
struck me the most. As galleries 
were closing their doors due to 
lockdown restrictions, NFT 
technology revolutionised the 
creative and financial industry  
by fusing the two and bringing 
forward a creative economy. The 
NFT movement gave power to 
artists, enabling them to create 
and showcase at will. It created a 
community that operates on a 
supportive system. 

These changes in behaviour 
and business models somewhat 
solidify the position of what  

Founder and CEO, Boopin
SHADI ABDULHADI

INDUSTRY SNAPSHOT

“More brands 
will start to 
produce NFTs, 
where the 
exclusive digital 
asset will be 
redeemable in 
the real world.”

we can expect to see with  
the metaverse.
 
WHAT WILL THE MOST NOTABLE 
CHANGES BE IN 2022?
NFTs have been around since 
2015, but dominated the main 
conversation towards the end of 
2021. I expect 2022, to be the year 
where NFTs will explode and 
NFT artists and brands will be 
challenged to be outstanding and 
original. We’re likely to see more 
growth due to regulations 
occurring globally. The film, art 
and luxury industries will adopt 
and start developing NFTs of 
their own. Web3-based social 
networking will be happening in 
the NFT space.

More brands will start to 
produce NFTs, where the 
exclusive digital asset will be 
redeemable by the consumer in 
the real world. This is something 
we’ve been helping brands with 
here at Boopin HQ by preparing 
our partners for what is to come 
with designing, producing and 
strategising the launch of digital 
assets. We are redefining the 
meaning of omnichannel 
experiences and measurement 
with market-leading 
attribution solutions.
 
WHERE ARE THE BIGGEST 
CHALLENGES THIS YEAR,  
AND HOW SHOULD CLIENTS 
OVERCOME THEM?
Brands will need to work 
extremely hard to excite and 
delight consumers. With 
consumers shifting more 
than ever before to digital 
platforms, naturally ad 
clutter will also continue to 
increase whilst the growing 
data restrictions and privacy 
laws coming into play will 
have implications on ad 
relevance.

Brands need to cut through 
the clutter by providing 
rewarding and meaningful 
content and experiences.  
We are helping our clients 
maintain their engagement 
and consideration levels 
through creative content 
strategies and leveraging 
exclusive data and tech 
partnerships to ensure we 
remain consumer-first.
 
WHAT SHOULD CLIENTS DO 
TO MAKE THE MOST OF THE 
BIGGEST OPPORTUNITIES?
Brands will need to think 
about their right to play in the 
metaverse and how accepting 
digital forms of payment may 
be a potential building block  
to this. Thought, however, is  
also required around how to 

mitigate the operational and 
financial risks.

Preparing your businesses as 
soon as possible around the 
impeding implications data 
privacy may have on digital 
measurement and attribution is 
also critical. We have invested in 
both top talent and technologies 
whilst developing and executing 
clear roadmaps, which will help 
our partners ensure they remain 
unscathed by these changes 
through advancements in 
technology and analytics. This is 

not something to be taken lightly 
and the implications will be 
severe if no action is taken.
 
WHAT DIGITAL NEW YEAR’S 
RESOLUTION SHOULD PEOPLE 
MAKE THIS YEAR?
Re-evaluate your digital 
infrastructure. Understand where 
each element of your marketing 
and business operations sit 
within the maturity scale and 
strategise what you need to do in 
order to move along that scale. 
We have developed 
comprehensive maturity scales 
for our clients that look at the 
entire digital spectrum, from 
single customer view to 
attribution and more.

I’d encourage you to ask 
questions and don’t be afraid to 
have the conversation as it may 
provoke some innovative 
thinking. It can be intimidating 
and ambiguous at first, but as a 
business you need to consider 
the chance of facing the 
inevitable.

The last thing you’d want is to 
see your competition make 
advancements you should or 
could already have had in place.

CAM299_P56-86_DigitalAgencyGuide.indd   59CAM299_P56-86_DigitalAgencyGuide.indd   59 1/31/22   6:06 PM1/31/22   6:06 PM



DIGITAL  AGENCIESJanuary 31, 202260

Founded: 2010 
Head of company: Saif Jarad 
Number of staff: 110 
www.chainreaction.ae 
+971 4 429 7929 
letstalk@chainreaction.ae

Chain Reaction is the region’s first digital performance marketing agency, and was the first 
Google Adwords partner in the Middle East back in 2010. We combine innovation, data 
and technology to craft powerful digital experiences that make an impact, shape culture 
and connect brands with people. Over the years, we have evolved into a growth-focused 
digital marketing partner to our clients, helping them succeed in a digital-first world. Our 
data-driven approach to everything we do has helped us tap into new levels of cooperation 
between us and our clients and also helped in maintaining many clients for years.

TECH PARTNERS: Google Premier Partner, GA 360, Facebook Marketing Partner, 
Adjust, Hubspot, Deepcrawl

SERVICES: Performance marketing; social media consultancy and management; digital 
content creation; video production SEO; analytics and data solutions; creative services; 
inbound marketing services 

KEY CLIENTS: DIFC, Emaar Malls, Emaar Entertainment, Samsung, Nakheel Malls, YUM 
brands, ADCB, Total Oil, Al Maryah Island, MBC Group, ENOC, Al Dar Properties and 
Sharjah Commerce & Tourism Development Authority

AWARDS: Recently We won 11 awards at The Mena Search Awards: Best Large 
Integrated Search Agency; Best Large SEO Agency; Best Use of Search – Fashion; Best 
Arabic PPC Campaign; Best Arabic SEO Campaign; Best Integrated Campaign; Best Use 
of Content Marketing in Arabic; Best Integrated Digital Campaign; Best use of Search – 
Not for Profit; Best use of Search – Health; Best use of Search – Finance

L E A D E R S H I P  PA N E L

Haneen Al Hassan
Deputy GM UAE

Saif Jarad
Founder & Managing 

Director

Ahmed Romoh
Head of Performance Marketing

Firas Shabaneh
General Manager Levant

Brothers & Co
Founded: 2019 
Head of company: Wael Abualteen 
info@brothersnco.com 
Connecting the brands with the correct digital talent.
SERVICES: Digital campaigns; social media management; content creation; 
influencer marketing; event management

Blue Beetle
Year founded: 2004 
Head of company: Mark Hirst 
hello@bluebeetle.me
We’re is not your average digital agency. We’re consultants primed to help you 
grow. We design and develop websites, help drive traffic them, and convert that 
traffic into revenue. We do this by coupling our passion for design with our love of 
technology and the yearning to help you flourish.

SERVICES: Website design & development; app design & development; sales & 
marketing automation; digital marketing; digital advertising 

KEY CLIENTS: Emaar, Atlantis, QE2, Aldar, Ali & Sons, Modon

Blue Apple Advertising
Founded: 2010  
Headquartered: Dubai  
www.blueappleco.com 
hello@blueappleco.com 
+9714 4390161
Blue Apple is an award-winning integrated creative digital agency. Everyone talks 
about their differences, but we believe we genuinely offer our clients something 
different; a team of communications experts who value client relationships. We 
strive every day to create fresh, innovative and collaborative communication 
solutions in a boutique personalised way to help drive your businesses forward. 

SPECIALISMS: Creative services, brand strategy, integrated communication, 
logo design & corporate identity, packaging, digital marketing, social media

KEY CLIENTS: Mohammed Bin Rashid Al Maktoum City-District One, Dubai 
Islamic Bank, Emirates Post, Bally, Michelin, McCain Foods, Damac Properties, 
Al Zahra Hospital, Leptos Estates Cyprus

Belong Interactive
Founded: 2012 
Head of company: Pierre Azzam, founder & CEO 
hi@belonginteractive.com 
www.belonginteractive.com 
+971 4 369 5345
Belong interactive is a specialist digital agency with “Intelligence” at its core. 
Empowered with its strategic pedigree, it leverages its clients’ digital assets 
and enables them to connect and engage with users through intuitive and 
immersive experiences across an integrated suite of digital touchpoints.

SERVICES: Digital assets design, development and maintenance of websites, 
e-commerce sites, mobile applications, intranets and brand portals; SEO/SEM; 
customer experience management; CRM and inbound marketing; video and 
editorial content creation

KEY CLIENTS: Nakheel, Ain Dubai, Visit Hatta, Majid Al Futtaim, Philip Morris, 
The Galleria Al Marya Island, Metito, Skydive Dubai.
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Founded: 2006
Head of the company: Ahmad Itani, founder & CEO
www.cbpr.me
+971 4 334 1140
info@cbpr.me

Cicero & Bernay is an award-winning communication consultancy that delivers bespoke 
digital strategies and campaigns to some of the region’s most prominent brands. Cicero & 
Bernay is headquartered in Dubai and has 29 offi  ces around the world, covering the MENA 
region, Asia, Russia, Europe and North America. Its team comprises industry veterans and 
professionals who work closely with clients and anticipate the future of the medium.

TECH PARTNERS:Talkwalker, Lexis Nexis, Emplifi 

SERVICES: App store optimisation; conversion rate optimisation; contributor relations; 
campaign testing; digital media planning/buying; digital strategy; digital listening; 
engagement marketing; mobile app development; online reputation management; search 
engine marketing; search engine optimisation; story mapping; social media marketing; 
website design and development

CLIENTS: Arabian Automobiles Company (INFINITI & Renault), Cinnabon, Dubai Judicial 
Institute, Dubai Land Department, Dubai South, Merck Serono, OPPO Arabia, Sea� le’s Best 
Coff ee, SSMC (In Partnership with Mayo Clinic), wasl Asset Management Group

AWARDS: 2008 International Stevie Award; 2014, 2018 Guinness World Records; 2016, 
2017, 2018 MEPRA Awards; 2018 MENA Digital Awards; 2020 PRCA MENA Awards; 2020 
2021 PRCA Digital Awards

L E A D E R S H I P  PA N E L

Cicero & Bernay 
Communication Consultancy

TARIQ AL 
SHARABI

INDUSTRY SNAPSHOT WHAT WERE THE BIGGEST SHIFTS YOU SAW 
IN DIGITAL IN 2021?
Just as 2021 was coming to a close, a number of 
stories took precedence that are anticipated to 
switch things up. Facebook’s foray into the 
metaverse may prove to be the next big thing, with 
marketers already attempting to quantify its value 
given its blueprint of VR/AR integration; NFTs 
are at the heart of countless conversations and 
debates, with the internet divided on decrying on 
or celebrating them; and TikTok continued 
its dominance. 

WHAT WILL BE THE MOST NOTABLE CHANGES 
BE IN 2022?
The consumer-fi rst mentality will continue to be an 
overarching theme. Also, following the meteoric rise 
of e-commerce over the past two years, as the 
pandemic transitions to something we live with, 
people will be looking forward to experiencing 
things in person again, from going to restaurants 
and visiting showrooms to purchase cars, or 
resuming a life of travel. Marketers will have to 
adapt to the evolving consumer journey. Otherwise, 
insights into the further potential of AI will be 
unravelled, and I estimate voice search optimisation 
to get stronger, especially when considering the 
amplifi ed adoption of 5G networks.

WHAT ARE THE BIGGEST CHALLENGES THIS 
YEAR, AND HOW SHOULD CLIENTS 
OVERCOME THEM?
Brands will have to look inward and re-evaluate the 
relevancy of their products or services. The 
consumer journey changed multiple times over the 
past two years due to the pandemic, and now, we are 

entering an expanded new phase where brands are 
fi nding themselves in an even more competitive 
environment to gain customers’ attention. As such, 
relevance will maintain its position at the forefront 
of all strategies, and everything a business does will 
have to be meticulously calculated in a 
contemporary world that is increasingly favouring 
quality over quantity.

WHAT SHOULD CLIENTS DO TO MAKE THE 
MOST OF THE BIGGEST OPPORTUNITIES?
In order to resonate and make an impact in this 
fast-changing world, clients must be brave and more 
adventurous with their communication. Going into 
2022, many businesses still adhere too closely to 
their guidelines, restricting any experimentation 
and coming off  rigid and resistant to change. Clients 
should also embrace a younger generation to lead 
the way in the digital reality we now live in and 
engage and partner with agile, fl exible agencies 
towards paving the path forward. 

WHAT DIGITAL NEW YEAR’S RESOLUTION 
SHOULD PEOPLE MAKE THIS YEAR?
If there is one resolution that needs to be 
underpinned above all else, it is the need to deliver 
on and invest in people’s happiness. Give them their 
15 minutes of fame and you will earn their loyalty, 
embrace online challenges and invite people to join 
the movement. The reason why digital platforms are 
thriving is they give people a chance to disconnect 
from their lives and belong to a completely other 
world where content is being created just for them. If 
you succeed in engaging them with your online 
content while also keeping them happy, you 
eff ectively will have won the digital lottery. 

Ahmad Itani
Founder & CEO

Tariq Al Sharabi
Managing Director
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Cheil MEA
Founded: 1973 globally and in the region since 2006.
Head of company: Youngsuk Yoon 
hello@cheil.com
Cheil MEA is a leading 360-degree advertising agency regionally 
headquartered in Dubai, and with seven offi  ces across the region. Its dedicated 
digital business provides full creative development and localisation (across 
channels such as social media, display and video), as well as e-commerce, CRM, 
media buying, and UX/UI design & development.

KEY CLIENTS: Samsung, Volkswagen, Nespresso, New Balance & Energizer 

SERVICES: Creative development (both locally produced and global 
adaptation), social, digital & e-commerce, CRM, analytics & reporting.

Bruce Clay MENA
Founded: 2015
Head of company: Neal Patel
lallam@bruceclay.com
www.bruceclaymena.com
Whenever someone asks about our work at Bruce Clay MENA, we like to say 
that we’re an award-winning digital marketing agency based in Dubai that 
assists its clients with their SEO, PPC, and SMM ambitions and needs. How do 
we accomplish these tasks? The answer is easy: by creating awesome and 
innovative digital marketing strategies that are fully aligned with our client’s 
business objectives.

SERVICES: Social media marketing; search engine optimisation; pay per click; 
videography

KEY CLIENTS: McDonald’s KSA, Talabat, Johnson and Jhonsons, LG, Canon, 
Dubai Future Foundation, Dubai Digital

Cheesecake Digital
Founded: 2019 (in UAE), 2010 (UK)
Head of company: Philip Wride
phil@cheesecakedigital.com
AGENCY BIO: Cheesecake Digital is a specialist gaming agency with more 
than 20 years of experience. We create go-to-market strategies and help 
brands authentically enter the e-sports and gaming market. We also consult for 
governments and federations. Our experience includes tournaments, live events 
and lifecycle marketing linking retail and ecommerce companies to gaming.

KEY CLIENTS: TenTime, BLAST Premier, Saudi Arabian Federation for 
Electronic and Intellectual Sports (SAFEIS)

SERVICES: Strategy, event management, ad campaigns, lifecycle marketing, 
market research

Bridge of Minds
Founded: 2016
Managing director: Marina Araigy
info@bridgeofminds.com
We bring together an assortment of professionally genuine creatives, 
specialists and digital marketing experts to create, develop and implement 
unique online strategies and customised digital solutions that yield quality and 
profi table results for the brands in the industries of luxury, F&B, retail, arts and 
entertainment.

SERVICES: Social media management; digital design & branding; Google ads; 
SEO; web development; digital PR &communications

KEY CLIENTS: Resense Spa, Kempinski Hotel; La Siesta Hotel & Beach Resort; 
Castania; Faqra Catering; Ava Venue; Bou Melhem Restaurant; House of 
Marmalade; Dr. Grace Obeid; AXA Motor Oils; MIMA Group

C2 Communication
Founded: 1989
Head of company: Roy Aftimos
www.c2comms.cx
+971 4 282 7621
We do not limit ourselves to the thinking of today’s possibilities. We constantly 
explore modern marketing to communicate eff ectively on a daily basis. Driven 
by a team of courageous decision-makers, progressive thinkers and curious 
minds, we enable technology to improve business solutions and explore the 
potential of brands in the future.

SERVICES: Building brand identity, tone of voice and perceived value; 
conceptualisation and ideation of cross-channel communication strategies; 
activating brands through experiential and meaningful relationships; channel 
planning strategies; advanced performance marketing and amplifi cation

BPN MENA
Founded: 2004
Heads of company: Rafi c Saadeh (executive chairman Horizon 
Holdings); Mazen Jawad (CEO, Horizon Holdings); Antonio 
Boulos (VP, BPN MENA); Carlos Yeghiazarian (GM, BPN UAE).
www.bpnmena.com
+971 4 332 3304
info@bpnmena.com 
We are an integrated full-service media planning and buying agency 
headquartered in Dubai, with a strong regional network across the MENA region. 
Our business model is centred on delivering data informed media solutions 
for today’s dynamic consumer journey. To deliver on this promise we invest in 
acquiring best-in-class data technology and media talent capable of planning and 
delivering high performing media campaigns, and measurable business results.

SERVICES: Data management & data-led strategy planning; integrated media 
planning & buying solutions; digital display & performance marketing channels; 
content creation & production; partnerships & infl uencer marketing

Crowd
Founded: 2012
Global CEO: Jamie Sergeant
Managing director, UAE: Tom Berne
tom@thisiscrowd.com
Crowd is a global creative agency that specialises in amplifying demand for 
brands around the world. Our dynamic, multi-national team fuses rich data, 
digital innovation, and creativity to ensure your message hits harder, budgets 
go further, and sales reach higher.

KEY CLIENTS: Ras Al Khaimah Tourism Authority, Adidas, W Residences, Eagle 
Hills International Properties, Dubai Airports, Dubai FDI, Razor 

SERVICES: Creative and content, digital marketing, demand generation, 
distribution, reporting and analytics

Brand New Galaxy MEA
Founded: 2020
Heads of company: Adil Khan (CEO), Zubair Siddiqui (COO)
business.mea@brandnewgalaxy.com
A global martech platform purpose-built to drive commerce for brands. 
Headquartered in Warsaw with offi  ces across Europe, MEA & US. BNG delivers 
e-commerce solutions powered by proprietary transformation tools and 
data-driven insights underpinned by AI to drive performance. All with a single-
minded focus of delivering growth for our clients.

KEY CLIENTS: Bridgestone, Perfe  ̄ i Van Melle, Fresh to Home, IFFCO, Black & 
Decker, Ecolab

SERVICES: E-commerce and automation solutions, digital and ad tech, social 
media, creative production, marketing communication consultancy  
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Founded: 2010
Head of company: Tom O� on
Website: creategroup.me
talktous@creategroup.me

150+ collaborators and innovators.

5 cities: Dubai, Abu Dhabi, Riyadh, Cairo, Karachi.

1 goal: Create.

For more than 10 years now, we have been pushing digital boundaries. We’ve 
partnered up with the region’s most impactful players, listened to their needs and 
delivered world-class content. Our work spans across all verticals, from strategy 
and creative to social and production, and everything in between. Want to learn about 
the future of digital communications? Let’s connect.

SERVICES: Strategic digital consulting; social media; video production; web/app 
products; performance marketing 

KEY CLIENTS: Dubai Tourism, The Public Investment Fund, Nespresso, Audi, Emirates 
Airline, Expo 2020, Volkswagen Middle East, DP World, Red Bull

L E A D E R S H I P  PA N E L

Ma� hew Richardson
Partner

Tom O� on
Founder & Managing 

Partner

Dia Hassan
Managing Partner 

- Production

Simone Green
Partner
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Engagement Factory
Founded: 2012 
Head of company: Jos Caelers 
jos.caelers@engagementfactory.com
A leading global customer engagement agency, we are Engagement Factory. 
We help our clients transform into true customer-centric organisations by 
combining strategy and insights, fuelled by creativity and technology. The result: 
compelling experiences throughout the customer journey, which enable our 
clients to build long-lasting and valuable customer relationships.

SERVICES: Strategic consultancy, creative and content services, marketing 
automation and campaign delivery, data and analysis

Digitalks Digital
Founded: 2019 
Headquartered: Dubai 
Head of company: Mohit Jain 
hi@digitalks.me 
www.digitalks.me
Digitalks is a digital analytics and adtech consulting provider for modern digital 
marketers in the MENA region. Digitalks’ services sit in between the unique 
fusion of marketing and IT. We help our digital marketing clients by building 
scalable and technical data solutions to make their digital marketing more 
efficient and informed.

SERVICES: Web and mobile app analytics; ad tech and martech rollouts; 
reporting automation and visualization; conversion rate optimisation; deep-dive 
data analysis

Eleve Media Advertising & Marketing
Founded: 2013 
Head of company: Prince Khanna 
adil@eleve.ae 
+971 50 500 2786
Eleve Media is an influencer marketing agency with more than eight years 
in the industry. Eleve helps brands leverage the power of word of mouth 
by providing effective advocacy solutions and end-to-end management of 
campaigns and influencers. Eleve has worked with more than 500 brands, on 
more than 3,000 successful campaigns.

SERVICES: Influencer marketing, performance marketing, video production, 
YouTube advertising

Delphys Middle East
Founded: 2015 
Heads of company: Noriyuki Higashi, CEO; Ramzi Abou 
Dargham, COO; Michel Zouein, regional ECD 
info@delphysme.com
In a rapidly changing world, we believe in creating transformational value 
for brands through creativity, communication design and data. We embrace 
strategic thinking, innovation and storytelling to deliver compelling content 
across all mediums and screens.

SERVICES: Strategy, advertising, brand experience and activation, retail 
experience, analytics

DViO Digital
Founded: 2011 
Headquartered: Dubai 
Founder & CEO: Sowmya Iyer 
Chief creative: Som Nandi 
enquiries@dviodigital.com 
www.dviodigital.com
SERVICES: Branding and integrated marketing; social media marketing; 
growth hacking; media buying and planning; business strategy and 
consultation; website and app development; start-up incubator; campaign 
management; website traffic optimisation; blogger and influencer 
management; video production 

CLIENTS: Aster Pharmacy and Opticals, EROS, HomeBox Stores, Manipal 
University, Delhi Bulls Cricket Team, Star Plus, VIVA, Red Tag, Omniscient, Lulu, 
Jumbo, Sharaf DG, Manchester University, Super General, Amity University

Cultark
Founded: 2011 
Head of company: Moataz Kotb 
moataz@cultark.com
Cultark is an award-winning digital marketing agency that is results-focused 
through leveraging the most up-to-date and effective digital marketing 
concepts, platforms and tools to ensure the achievement of its clients’ goals. 
Cultark currently serves clients in Egypt, Saudi Arabia, the UAE, the United 
Kingdom and Denmark.

SERVICES: Digital marketing strategy; performance-based marketing; 
communication development; social media marketing; search engine 
marketing optimisation

Digitas
Founded: 2019 
www.digitas.com
Digitas is The Connected Marketing Agency, committed to helping brands 
better connect with people through truth, connection and wonder. With 
diverse expertise in data, strategy, creative, media, and tech, we work across 
capabilities and continents to make better connections and achieve ambitious 
outcomes through ideas that excite, provoke and inspire. Curious and fully 
transparent, we are always examining real human behaviour to create 
authentic connections –between brands and consumers, clients and partners, 
and ideas and outcomes. Digitas has 3,500 employees across 21 countries and 
34 offices, with an extended network via Publicis Media.

SERVICES: Media consultancy, planning and buying, branded content, CRM, 
data and analytics

Equation Media
Founded: 2013 
Chairman: Roger Sahyoun 
info@equation-media.com 
www.equation-media.com 
+971 4 453 7711
The media planning and buying unit of The Network Communication Group, 
Equation Media’s services are propelled by consumer insights and data 
analytics as they use a fusion of first-rate research methods, experience 
and analysis to help clients create meaningful connections with their 
audiences. Forming the perfect equation through innovation, experience 
and performance, the team strives in taking a leap forward as we shift from 
assumption-based marketing into predictive models. 

SERVICES: Strategic media planning; integration of online and offline 
campaigns; social and content planning; media buying; performance 
marketing; retail transformation and experiential solutions; data analytics and 
personalised marketing solutions

KEY CLIENTS: Al Ghurair foods, Alassassi General Trading, Anchovy Studios, 
Anker Innovations, BBAC, Dubai Chamber Of Commerce, Ecco Shoes, Fossil 
Group, Gawamen, Hershey’s, IFFCO, Toshiba Gulf FZE, SAMACO Porsche, 
Tabasco, Kioxia 
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Founded: 2015 (MENA); 2003 (globally) 
Head of company: Ravi Rao, CEO, GroupM MENA 
Number of staff: 545 
www.groupm.com 
+971 4 873 6700 
hicham.auajjar@groupm.com

GroupM is the world’s leading media investment company, responsible for more 
than $50bn in annual media investment through agencies Mindshare, MediaCom, 
Wavemaker, Essence and m/SIX, as well as the outcomes-driven programmatic 
audience company Xaxis. GroupM’s portfolio includes data and technology 
(Choreograph), investment and services, all united in vision to shape the next era of 
media where advertising works better for people. By leveraging all the benefits of scale, 
the company innovates, differentiates and generates sustained value for our clients 
wherever they do business.

TECH PARTNERS: Google, Salesforce, Facebook, Amazon, Adobe, Alibaba, Snapchat, 
Tiktok, Oracle, Tealium, MOAT, DoubleVerify, Tencent 

SERVICES: Client services; activation services; media investment; data science; 
technology development

KEY CLIENTS: Adidas, Etisalat Misr, Ferrero, Huawei, Mars, Mobily, PIF, Richemont, 
Qatar National Tourism Council, etc.

L E A D E R S H I P  PA N E L

Nina Hamdan
Head of People

Ravi Rao
Chief Executive Officer

Tyrone Waite
Regional Investment 

Director

Hicham Auajjar
Chief Product and  

Services Officer

Clare Fearon
Regional Programmatic 

Director

Fadi Mouawad
Head of Trading

Futad Advertising 
Founded: 2018  
Head of company: Mirsab Al Rahman 
info@futad.qa  
+974 4 029 2244
Futad Advertising thrives when it comes to giving clients the opportunity to work 
with outside-the-box thinkers, visionaries and doers to achieve the marketing 
campaign of their dreams – a marketing campaign that brings the future to life 
with new-age technology that is yet to be seen in the market in Qatar. 

SERVICES: Innovative advertising solutions; indoor elevator projectors

KEY CLIENTS: Ministry of Interior, Ooredoo, McDonald’s, Vodafone, Monoprix

Flourish
Founded: 2004  
Headquartered: United Kingdom and Dubai   
Heads of company: Richard Hartson, Neil Hecquet (Global), 
Adele Baxter (MENA) 
Adele.baxter@flourishworld.com  
www.flourishworld.com 
+971 55 276 9322
Flourish is a specialist CRM planning and creative agency. Focused on delivering 
results for our clients through data-driven marketing, we seek to bridge the gap 
between data science and strategy. We are experts at turning insight into impact 
and transforming global brands into personalised experiences.

SPECIALISMS: CRM and digital strategy, data strategy and analysis, digital 
creative, best-in-class HTML development, campaign execution, results-driven 
account management

FP7 McCann
Founded: 1967 
Head of company: Tarek Miknas, Regional CEO 
info@fp7mccann.com 
www.fp7mccann.com 
+971 4 445 4777
Part of McCann Worldgroup and the flagship agency of MCN, FP7 McCann 
describes itself as the number-one creatively driven integrated marketing 
company in MENA. Award-winning regionally and globally, FP7 provides 
fully integrated marketing solutions, advertising and digital services. With 16 
offices across 14 countries, FP7 McCann is the region’s largest creative agency 
network. It has been named as the most effective agency network in the region 
for the last seven years in a row.

SERVICES: Social and digital strategy; social audits, playbook creation, consumer 
journey analysis, content planning, creation, & production; humantech design 
thinking; meaningful innovation; design/UX; web development; campaign 
activation; channel management; listening; holistic analytics

Face to Face Communications Group
Founded: 1991 
Head of company: Christopher Bell 
info@facetofaceuae.com
A homegrown UAE agency group delivering communications work globally. 
Despite the worldwide challenges of the past 18 months, Face to Face has 
grown its team of 50, producing the Messi campaign for Expo 2020, several 
global Parker Pens campaigns and the Pepsi music campaign for Saudi 
featuring Hussain AlJassmi.

KEY CLIENTS: PepsiCo, Etihad, EXPO 2020 Dubai, LEGOLAND Dubai, 
MOTIONGATE Dubai, Meydan, Parker, Khalifa Fund for Enterprise Development, 
International Fund for Houbara Conservation, Ajman Bank, Nair, Sharpie
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Inca Tanvir Advertising
Founded: 1976 
inca@eim.ae 
www.incatanvir.com
Full-service advertising agency, offering 360-degree integrated scientific 
marketing communication services across all advertising touch points. 
Reputed for award-winning creative work. Successfully handling the marketing 
communications of various local and regional clients.

SERVICES: Digital marketing; social media planning and execution; web-based 
and mobile advertising; outreach – precision location audience targeting; SEO 
and SEM; retargeting

IAS Digital 
Founded: 2006 
Head of company: Ali Asgar Mir 
nayeem@iasmedia.com 
+971 4 4475760
IAS Digital is a part of IAS Media, one of the largest media concessionaires in 
the MENA region. IAS Digital has an exclusive representation of more than 150 
premium international and regional websites. Conceptualising and executing 
audience-centric marketing communication plans and delivering impactful and 
measurable results are some of the core strengths of IAS Digital.

SPECIALISMS: Digital and social marketing, data driven content marketing, 
programmatic, lead generation – CPC, CPV, CPCV, CPL and CPA, data analytics, 
SEO, SEM, in-app advertising

iMetric
Founded: 2017 
Head of company: Saad Sraj 
Hello@iMetric.net
iMetric is an integrated digital media agency, with offices in Lebanon and Saudi 
Arabia. Data, metrics and technology are at the heart of everything we do. We 
partner with our clients with the aim of growing their business and profitability 
through multiple digital marketing solutions. We add value to businesses by 
building dynamic media strategies and plans optimised for maximum efficiency.

SERVICES: Creative and development, digital media, consultancy and training

The Gamifiers
Founded: 2013 
Managing partner: Sherif Dahan 
www.thegamifiers.com 
sdahan@thegamifiers.com
The leading agency specialised in designing and implementing gamification 
programmes and technology, customer and employee facing, to boost 
engagement, motivation and retention on web/mobile and apps. With the 
largest customer base in the region, The Gamifiers has delivered successful 
programmes to Microsoft, McDonalds, Hardees, MasterCard and Coca-Cola 
among other leading brands and governments.

SERVICES: Gamification programme design, consultancy, gamification 
technology platforms, gamification programme ongoing management

Founded: 2011 
Head of company: Amer Massimi 
Number of staff: 50+ 
https://hashtag-me.com/ 
+971 4457 86 78; +966 11 293 2889 
info@hashtag-me.com 

Hashtag is a social-first agency, founded in 2011 with the sole purpose of helping 
brands become more humanised on social platforms. Having worked with big and 
small brands, Hashtag accumulates a wealth of experience in dealing with different 
industries. Hashtag is at the heart of social media culture, immersed in its trends and 
crafty in employing these ideas to leverage a brand’s voice on social. The Hashtag team 
are masters at strategy, artists in content, experienced in media and comprehensive  
in reporting.

TECH PARTNERS: Starfish Agency (influencers)

SERVICES: Content creation; social media strategy; media buying; influencer marketing

KEY CLIENTS: Amazon, Savola, Centrepoint, Betty Crocker, Fitness First.

Reine
Head of Content

Amer Massimi
CEO & Co-founder

Rayan
Digital Performance 

Manager

John
Social Media Manager

Joshua
Social Media Manager

L E A D E R S H I P  PA N E L
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Founded: 2005 
Head of company: Dany Naaman, CEO 
Number of staff: 200 
havasme.com 
+971 4 455 6000 
carlos.nadal@havasme.com (new business) 
tanya.kassab@havasme.com (marketing and press)

Havas Middle East is part of Havas Group, one of the world’s largest global 
communications groups. Based on a client-centric model across all its disciplines, Havas 
Middle East is a fully integrated communications powerhouse, operating seamlessly 
across creative, media and PR. More than 200 of the brightest and bravest, working in a 
place we call the Havas Village. With 20,000 employees in more than 100 countries, we 
are committed to making a meaningful difference to the brands, businesses and lives of 
the people we work with.

SERVICES: Digital media planning and buying; ecommerce; data and analytics; social 
media and digital creative content

AWARDS: 6x Lynx 2021; 6x Clio Sports 2021; 2x One Show Asia 2021; 2x New York Festivals 
2021; 2x LIA 2021; 4x Epica 2021; 5x MENA Effie Awards 2021; 5x Cresta 2020 & 2021; 8x 
AdStars 2020 & 2021; 14x Lisbon International Ad Festival 2020 & 2021; 8x Loeries 2020 & 
2021; 1x WARC Media Strategy 2022

L E A D E R S H I P  PA N E L

Houda Tohme
MD, Havas Media

Dany Naaman
CEO

Dana Tahir
GM, Red Havas

Fabio Silveira
GM, Havas Creative

Head of adtech, 
Havas Middle East

KAMAL  
EL AGHA

INDUSTRY SNAPSHOT

WHAT WERE THE BIGGEST SHIFTS YOU SAW IN 
DIGITAL IN 2021? 
Cryptocurrencies, NFTs and the metaverse each got 
pushed forward – from inception to incorporation 
into activations – progressively faster in the 
cultural narrative. 

Digital transformation was further prioritised, 
resulting in large pushes toward e-commerce and 
increasing expectations of fast outcomes. 

WHAT WILL THE MOST NOTABLE CHANGES  
BE IN 2022? 
Loss of third-party cookies, more focus on privacy 
and an increase in performance-focused digital 
buys will challenge the cost efficiencies of digital 
media. This will drive brands and agencies to build 
alternative and more accurate measurement 
methods of digital and offline channels. 

Brands will put more efforts into improving their 
direct connections with consumers. The brands 
that can demonstrate utility and convenience in 
consumers’ daily lives will be the winners here.

Agencies will embark on a new journey to upskill 
and build capabilities that tackle the evolving 
needs of clients pertaining to the rise of NFTs and 
the metaverse.

WHERE ARE THE BIGGEST CHALLENGES  
THIS YEAR, AND HOW SHOULD CLIENTS 
OVERCOME THEM? 
On one hand, changing the mindset when it  
comes to digital strategies: going beyond shortcuts 
to awareness, and creating long-term, effective 
digital content.

On the other, as more paid streaming media takes 
up a bigger chunk of consumers’ digital diets, the 
opportunity to advertise to these consumers will be 
reduced. Alternative touchpoints will need to be 
explored by brands and agencies in order to better 
target them.

WHAT SHOULD CLIENTS DO TO MAKE THE 
MOST OF THE BIGGEST OPPORTUNITIES? 
Having a digital mindset with a consumer-centric 
approach does not mean having to exclusively  
use digital media channels. A consumer-focused 
mindset is a more important attribute to have,  
with digital media channels used as a tool to  
reach consumers.

If clients challenge their own assumptions and 
discuss ideas with their agencies earlier in the 
process, they can identify and act on big 
opportunities as they emerge. 

WHAT DIGITAL NEW YEAR’S RESOLUTION 
SHOULD PEOPLE MAKE THIS YEAR? 
To reframe digital as what it really is: a means to 
connect with people, and not a goal in itself; use it 
to amplify while focusing on real experiences. 

Realise that consumers are constantly being 
bombarded with content, ads and ads disguised as 
content. New approaches and executions should be 
tested in order to stand out.
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iProspect
Founded: 2012
Regional general manager: Iyad Tibi
www.iprospect.com
+971 4 447 4996
info.dubai@iprospect.com

We’re not just specialists in diff  erent types of digital marketing; we also know 
how to bring it together. By pu« ing the customer at the centre, we create 
simple, eff  ective strategies that connect with people across every channel.

SERVICES: Paid search, organic search, paid social, display, content and 
creative, conversion optimisation, social media management, mobile strategy

KEY CLIENTS: General Motors, Microsoft, Standard Chartered Bank, Philips, 
MasterCard, Accor Hotels, Estee Lauder Companies, Atlantis The Palm, Dubai 
Properties, Dubai Parks and Resorts

Innocean Worldwide Middle East & 
Africa
Founded: 2005 (global); 2015 (Dubai)
Head of company: Chang Jo Yoo
cyoo@innocean.com
Innocean Worldwide Middle East & Africa is a 360-degree integrated full-service 
advertising agency located in Dubai, UAE with more than 30 offi  ces globally. 
Innocean Worldwide Middle East & Africa aims to become a global leader by 
creating future value through a customised total marketing strategy service. 
As a global marketing and communications company, Innocean Worldwide 
Middle East & East Africa pursues the greatest value through the realisation of 
innovative communications based on creative thinking and challenging spirit.

SERVICES: Brand strategy and planning; creative solutions; digital marketing; 
experiential marketing and activations; media planning and buying

KEY CLIENTS: Hyundai, Genesis, Kia

Integral Shopper 
Founded: 2010 
Managing Director: Antoine Achkar 
contact@integralshopper.com
We create intelligent promo solutions to infl uence shopper behaviour and 
empower brands. Our solutions cover three main facets: couponing, digital 
promo & fulfi lment and trade marketing events. We advise manufacturers and 
retailers on the most suitable promo strategies and mechanics to boost sales 
and upgrade brand equity across all touchpoints. 

SERVICES: Digital promo activation; promo games and contests; cash back; 
couponing; trade marketing events; consultancy; brand loyalty programmes, 
brand activations, clearing, fulfi lment 

KEY CLIENTS: Nestle, Friesland Campina, Unilever, Ferrero, Al Ain Food, Goody, 
P&G, GSK, Grand Mills, Lifco, Iff co, NRTC, Transmed, Carrefour, LuLu 

InHype Infl uencer & Digital Marketing
Founded: 2015
Head of agency: Nour El Chaar
team@inhype.social
The end-to-end infl uencer and digital agency. Effi  cient and eff ective marketing 
solutions for brands, including: creative ideation, strategic planning and 
analysing, campaign management and execution, and measurement. InHype 
allows brands to reach and engage consumers, increase sales and market 
share, generate leads and win over competition.

SERVICES: Infl uencer marketing, social media, display and search, digital 
media planning and buying, web development

Founded: 2016
Head of Company: Dana Sarkis, General Manager 
of Hearts & Science UAE
MENA@hearts-science.com
www.hearts-science.com/en-ae/
+971 4 457 4570
Number of staff : 100+ (MENA)

Hearts & Science is a data-driven marketing agency network, part of Omnicom Media 
Group. The company is pioneering the future of how brands and people interact in the 
post-media media. 

SERVICES: Digital transformation; UX and UI; tech and design; e-commerce; marketing 
science; market and customer insight; marketing ROI evaluation; CRM; digital marketing; 
search/SEO/PPC; media planning; media buying; analytics; marketing technology

KEY CLIENTS: Atlantis the Palm, Americana Food, KFC, Abu Dhabi Commercial Bank, 
Abu Dhabi Media, California Garden, Hayatna, Water Wipes, Barclays, MBC 

AWARDS: Media Network of The Year, Dubai Lynx 2020/2021; 3 MENA Effi  es 2021

L E A D E R S H I P  PA N E L

Dana Sarkis
General Manager of Hearts & Science UAE
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Founded: 1976
Head of company: Reham Nader Mufl eh
Number of staff : 300+ in the MENA region
horizonfcb.com
+971 4 332 3304
reham.mufl eh@horizonfcb.com
info@horizonfcb.com

Horizon FCB is a creative collective that believes in a Never Finished process, a 
relentless drive and a passion for growth. This is where the creators, the fi ghters and 
the thinkers come together to create the perfect equilibrium of data and ideas to drive 
creativity that becomes an economic multiplier. Our doors are always open for those 
who want to change the game. 

SERVICES: Data/brand planning; journey mapping; integrated creative; content 
creation; gaming and activations; innovative solutions; e-commerce; in-house video/
content production

KEY CLIENTS: Asharq News, Boeing, Citi, Clorox, DHL, Dubai South, GSK, Starbucks, 
Visa, Zand. 

AWARDS: Cannes Lion 2020/21 Network of The Year Winner, in addition to multiple 
awards in multiple creative festivals

L E A D E R S H I P  PA N E L

Reham Mufl eh
General Manager

Mazen Jawad
CEO

Munther Al Sheyyab
Business Development 

Director

Rodrigo Rodrigues
Executive Creative 

Director

L E A D E R S H I P  PA N E L

Lara Arbid
Managing Director MENA

Bassem Massoud
CEO MENA

Samer Majzoub
General Manager, UAE

Poonam Lakhani
Associate Director – Strategy

Santadip Roy
Regional Director – Digital

Nameer Abou Ismail
General Manager, KSA

Founded: 1975
Head of company: Bassem Massoud 
Number of staff : 131
info@initiativemena.com
+971 4 445 4040

At Initiative, our mission is to deliver growth for our clients through transformational 
media delivery. We are a full-service global media agency built to grow brands through 
culture. The agency’s approach to rapidly interpreting and acting on cultural data 
signals – Cultural Velocity – creates relevant, long-lasting consumer connections that 
drive business results. We believe in culture as a quantifi able connector of people, 
brands, and business growth. In a world where channels fragment, culture unifi es and 
propels. We promise to be the best agency partner in the business through business 
successes and challenges. Most of all, we always champion and love your brands.

TECH PARTNERS: Adjust, Kochava, Appsfl yer, Zapier, Oracle, Adobe, GCP (Google), 
Datorama, Flashtalking

SERVICES: Digital media strategy and activation; media services; communications 
planning; interactive; market research; consulting; cultural communications; client 
advice; communications design; social; mobile; partnerships; search; innovation; 
analytics; branding

KEY CLIENTS: Etisalat, Emirates NBD, LEGO, Americana, Western Union, COTY, IFFCO, 
Arabian Automobiles, Carlsberg, Nakheel, Toshiba, Deliveroo…   

AWARDS: 1 MENA Digital Award 2020; 4 MENA Search Awards 2021; 8 MMA Smarties 
2020-2021; 1 Internationalist 2021
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Founded: 1971 
Head of Company: Dani Richa 
Number of Staff: 200+ 
Headquartered: Dubai 
www.impactbbdo.com 
info@impactbbdo.ae 
+971 4 330 4010  

Part of the global BBDO network, IMPACT BBDO was established in 1971 and offers 
comprehensive and integrated marketing communication solutions for a wide and 
prestigious base of global, regional and local clients. Our mission is to create and deliver 
the world’s most compelling commercial content across all mediums and screens. The 
three things we care about the most are ‘The Work, The Work, The Work’. 

Platform partners: Facebook, Google, Instagram, LinkedIn, Pinterest, Snapchat, TikTok, 
Twitter, YouTube, Anghami

SERVICES: Advertising; brand development; corporate and reputation management; 
marketing communications; digital marketing; social & content marketing; shopper 
marketing; event marketing; performance marketing; production; marketing science

KEY CLIENTS: ADCB Group, Adidas, Bayer, Daman, Etisalat, Ford, IFFCO, Jotun, Mars, 
One&Only, PepsiCo, PIF, Reebok, Sadia, Sohar International

AWARDS: Cannes Lions #1 in MEA; Cannes Lions Network of the Decade; Drum 
Awards #1 in MENA; One Show #1 in MEA; Immortal Awards #1 in MEA; Dubai Lynx #1 in 
MENA; Gerety Awards #1 in MENA; WARC Creative #2 in the World

Head of strategy and 
planning, Impact BBDO Dubai

SEBASTIAN 
ROLAND

INDUSTRY SNAPSHOT

WHAT WERE THE BIGGEST SHIFTS YOU SAW IN 
DIGITAL IN 2021?
In many ways we can classify 2021 as the year of 
reaction to 2020’s year of unprecedented change. In 
2020 consumers had, out of necessity, lead the 
charge in adopting digital technology in their lives 
and in 2021 we saw the marketing profession play 
catch up. Marketing budgets were realigned; not 
only moving to online media but also upgrading 
digital experiences to meet the now incredibly high 
expectations of the user. We saw a scramble to have 
brands present in new channels that had really 
come to the fore. Social commerce and social 
entertainment on platforms such as TikTok became 
a big priority and even further on the frontier we 
saw brands jump in to digital arts and ownership 
models. These moves are significant but as brand 
builders we also got the sense that there were a lot 
of short-term tactics and perhaps not enough focus 
on considered, long-term strategies that move the 
needle on business goals.   

WHAT WILL THE MOST NOTABLE CHANGES BE 
IN 2022?
The last few years have seen fantastic rates of 
adoption in spaces such as streaming and retail 
investing, but 2022 will herald a shift from adoption 

 
WHERE ARE THE BIGGEST CHALLENGES  
THIS YEAR, AND HOW SHOULD CLIENTS 
OVERCOME THEM?
Digitisation in any industry represents short-cuts, 
agility and efficiency. However, our industry in the 
region now more than ever requires a deeper 
understanding of consumers and the currents of 
culture that drive them. The exciting opportunities 
the region represents can only be harnessed if a 
considered approach to understanding culture is 
matched with innovative approaches in delivering 
brand messages. Only when digital is matched with 
cultural nuance do brands become culture creators 
as opposed to culture chasers. 
 
WHAT SHOULD CLIENTS DO TO MAKE THE 
MOST OF THE BIGGEST OPPORTUNITIES?
At BBDO it’s always been the belief that commercial 
success can be driven by content that is truly 
compelling to the consumer. Truly compelling 
commercial content lives at the intersection of 
values, namely between brand and consumer. 
Holding to this as a North-Star, we believe clients 
can navigate the ever-changing world by always 
asking themselves if this is a space your brand can 
have a meaningful role to play in. Whether it’s a 
print ad or an activation in the metaverse, it’s all 
about having a conversation that is mutually-
beneficial to the individual and the brand. 
 
WHAT DIGITAL NEW YEAR’S RESOLUTION 
SHOULD PEOPLE MAKE THIS YEAR? 
Less reactionary tactics and short-term flash 
points, with an increased focus on considered, 
long-term brand narratives that come to life 
beautifully in the digital spaces that today’s 
consumers calls home.

L E A D E R S H I P  PA N E L

Dani Richa
Group Chairman & CEO, 

BBDO Middle East, Africa 
and Pakistan

Samantha Stuart-Palmer
Chief Operating Officer,

Impact BBDO Dubai

Jackie Hughes
Chief Strategy Officer,

Impact BBDO Group MENAP

Azeem Afzal
Chief Executive Officer,

Impact BBDO Dubai

Ali Rez
Regional Executive  
Creative Director,

Impact BBDO Group MENAP

Marie Claire Maalouf
Executive Creative Director,

Impact BBDO Dubai

to deepening engagement, something we see 
evidenced by widespread slowing of ‘new use’ 
acquisition on major platforms. The online space 
will increasingly become about communities 
coalescing around certain causes and passion 
points and living these digital realities in a way that 
is as enriching as anything that can be found in the 
non-digital realm. Open sourcing, Web3 and 
further fragmenting of social platform usage will 
become interesting opportunities for brands to go 
from mere personalisation in targeting to building 
narratives with consumers that share the same 
values as your brand.
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Founded: 2000 
Head of Company: Dani Richa 
Number of Staff: 75 
Headquartered: Dubai 
www.impactproximity.com 
info@impactproximity.com 
+971 4 330 4010

Part of the Impact BBDO Group, Proximity is a digital experience and technology 
agency focused on what’s next. We design and deliver digital ecosystems, platforms 
and products for some of the region’s most iconic brands. Our websites and apps 
are used by millions of people every day.

TECH PARTNERS: Acoustic, Adobe Experience Manager, Akamai, Amazon, Braze, 
Eloqua, Marketo, Microsoft, Oracle, Salesforce, Sitecore

SERVICES: Brand innovation and transformation; strategy and product 
management; experience design; digital design systems; enterprise platforms; 
technology consulting and implementation; web and mobile development; content 
and SEO; devops; automation; augmented/mixed reality; digital commerce; martech 
enablement; conversion optimisation; data and analytics

KEY CLIENTS: Dubai Tourism, Etisalat, Expo 2020, HP, JHAH, Pampers, PIF, Tawuniya

AWARDS: Adobe’s Benchmark for Creativity; Best Use of Data; Best Multi-Stack 
Solution; Best Audience-Driven Experience

Head of technology, Impact 
Proximity

MUHAMMAD 
WAQAR HAIDER

INDUSTRY SNAPSHOT

L E A D E R S H I P  PA N E L

Dani Richa
Group Chairman & CEO, 
Middle East, Africa and 

Pakistan

Samantha Stuart-Palmer
Chief Operating Officer, Dubai

Haris Khan
Project Director,  
Impact Proximity

Roopesh Prashar
Chief Financial Officer, 

MENAP

Kusal Udhara
Head of Experience Design, 

Impact Proximity

Azeem Afzal
Chief Executive Officer,

Dubai

The most impactful trends that  
emerged in 2021 were interrelated  
and interdependent, reflecting the 
interconnected worlds of digital 
engagement & physical fulfilment. While 
many of these trends began during 2020, 
they were accelerated in 2021 with an 
increased focus on digital / real-world 
customer journeys.
 
Customers have set their expectations 
of a digitally-driven world, which will 
only grow and evolve as they look for 
experiences that make their lives easy 
every day. Gone are the days when 
customers measured and compared a 
brand’s digital experience to those of its 
competitors. Today, everyone is a direct 
competitor in the experience economy.
 
It has therefore become important to 
have a design approach that is human 
centric and is powered through  
always-on optimization. Designers  
today have progressed immensely in 
their understanding of human needs 
and their ability to design effective 
digital experiences to meet those needs. 
But for many companies, this work 
seems to stop as soon as their brand 
new digital experience is released. 
Human attitude can be highly volatile, 
so the process doesn’t end there.

As we know by now, human behaviours 
are triggered by attitudes. This means 
that often a digital platform is designed 
based on the behaviours of users at a 
specific point in time – behaviours that 
can change. There are multiple 
activities that should be part of an 
always-on operational model to rapidly 
validate how a digital experience on 
website or mobile app is serving the 
in-the-wild behaviours of its users.
 
On the technology front, no-code tools 
and headless CMS have been gaining 
momentum in recent years, making 
quite an impact on developers by 
allowing development teams to ship out 
digital products quicker.
 
Looking ahead to 2022, we will 
continue to see significant investment 
in design thinking, CX platforms and 
programs to support customers 
throughout the entire journey. 
Personalization will continue to be 
used as a differentiator but will 
eventually stop being an experiment 
and become a crucial  
axis of digital strategies. Further, 
improvements to CX through mobile, 
social, and other non-traditional 
channels will be front and center as 
omnichannel approaches mature.
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Larmo – Creative Marketing Factory 
Founded: 2014 
Head of Company: Mohamed Elghazaoui 
mohamed@larmoagency.com 
www.larmoagency.com 
+212 6 61 26 81 09 
A full digital service agency focused on data, innovation and creativity, operating 
in Morocco and Africa.

SERVICES: Social media management, e-commerce, media buying, content 
creation, digital activations 

KEY CLIENTS: Davidoff, Clipper Lighters, Holmarcom Group, Kettani 
Immobilier, Diamantine

JansenHarris
Founded: 2010 
Heads of company: Viki Harris; Darien Harris, founding partners 
hello@jansenharris.com
We’re an independent brand consultancy that’s made for today. For the past 
decade, we’ve explored brave ideas that outsmart change. Rapid, measured, 
agile in the way we work – join us on a journey of discovery to design your future. 
Let’s explore.

SERVICES:Positioning development; identity creation; experience design; 
engagement and activation

KEY CLIENTS: Marriott International, Accor Hotels, Jack Daniel’s, Heineken, 
L:Red – Lootah Real Estate

Jacobsons Direct
Founded: 1986 
Headquartered: Dubai 
jacobsonsdirect.com 
info@jacobsonsdirect.com 
+971 4 337 7737
Jacobsons Direct offers new-age marketing and strategy solutions to its 
customers. Our regional experience dates back over three decades and we 
have helped some of the leading global brands to gain more customers,  
achieve customer satisfaction and customer loyalty. And above all, accelerate 
sales and profits.

SPECIALISMS: Customer relationship management (CRM) strategy and 
solution, market research, data management and analytics, direct and digital 
marketing, customer experience management, CX listening and measurement, 
in-house call centre, profiled mailing lists

KEY CLIENTS: Abu Dhabi Tourism & Culture Authority, FCA, Ferrero, Arabian Radio 
Network (ARN), GEZE, Jotun, National Bonds, Fendi, Sephora, Boeing, Shurooq

Isobar
Founded: 2009 
Managing director: Ziad Ghorayeb 
www.isobar.com 
+202 2 735 8442 
info.dubai@isobar.com
Our mission is to transform businesses, brands and people’s lives with 
the creative use of digital. 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 create transformative work.

SERVICES: Marketing & communications; ecosystems & commerce; products 
& services; transformation consultancy; social & content strategy & execution; 
creative, campaign development & execution; brand & communication strategy

KEY CLIENTS: GSK, L’Oreal, Unilever, Froneri, EDITA, Savola, Sunbolah

L E A D E R S H I P  PA N E L
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Managing Director MENA
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Performance Director

Karim Masri
Digital Director, KSA

Nameer Abou Ismail
General Manager, KSA

Sini Baby
Regional Finance Director

Founded: 2005 
Head of company: Bassem 
Massoud  
Number of staff: 53 
www.magnamena.com 
+971 4 445 4647 
info@magna-global.com

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. So, what makes Magna so 
different? It’s a unique combination of 

scale and size. We offer our partners 
undivided attention, complemented by the 
backing and expertise of our dedicated 
professionals. Add to this the immense 
value of research, insights, strategies, 
constant innovation and the most 
competitive rates, capitalised through 
our group’s clout and buying power. This 
is how we provide our partners with the 
highest of attention and best of value. 
That’s the Magna difference.

TECH PARTNERS: Adjust, Kochava, 
Appsflyer, Zapier, Oracle, Adobe, GCP 
(Google), Datorama, Flashtalking 

SERVICES: Digital media strategy and 
activation; communications strategy; 
media planning and buying; search and bid 
management; social monitoring, strategy 
and community management; mobile 
strategy and execution; programmatic; 
content strategy and creation.

KEY CLIENTS: Subway, Dubai Holding 
Group, Al Nahdi, Air Arabia, twofour54, 
Galadari Ice Cream Company, Abu Dhabi 
University, Banque Saudi Fransi, SACO…  

AWARDS WON: 23 MMA Smarties,  
4 MENA Search Awards, 13 Effies, 2 Dubai 
LYNX, 2 The Marketing Society Awards,  
1 Cannes Lions from 2020-2021, 
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LB+ logicBureau plus
Founded: 2019 
Head of company: Emad Eltahan  
emad@lbandg.com 
We connect people to brands, whether it’s on- or offline. We develop the 
right message for your audience and ensure it reaches them through 
carefully selecting the right channel, based on audience behaviour. We have 
a new strategic bureau model that works to orchestrate the most effective 
omnichannel strategy for your brand. Although behavioural and media 
planning is at the heart of what we do, we also offer advertising and digital 
services, from integrated brand campaigns to content development for social 
channels and more.

SERVICES: Creative platforms; branding; digital campaigns; content creation

KEY CLIENTS: Mountain Dew, Aquafina, Pepsi, Ikea, TopFruit, Tanuf

Like Digital & Partners
Founded: 2011 
Heads of company: Richard Mogendorff, Karl Escritt  
and Alex Tovey 
karl@like.digital
Like Digital & Partners is an award-winning agency with offices in London and 
Dubai, offering expert digital transformation and e-commerce services to the 
world’s leading luxury brands. Everything we do is driven by business growth  
and innovation for our clients; from strategy and development to design and 
content marketing.

KEY CLIENTS: Majid Al Futtaim Group, Chalhoub Group, One & Only Resorts, Atlantis

SERVICES: Global e-commerce launch and strategy, digital transformation, user 
experience, conversion rate optimisation solutions, digital strategy

Liquid
Founded: 2016  
Head of company: Sachinn J Laala, CEO 
hello@liquidretail.com
Liquid is an independent agency fully dedicated to shopper marketing and 
e-commerce. We solve business problems at retail by creating ideas that lead 
to purchase, wherever, whenever. We believe in harnessing the power of retail 
to build brands and the importance of creating a winning proposition across all 
commerce.

KEY CLIENTS: P&G, Pepsi, Nestle, Nivea

SERVICES: Retail planning, strategy and consultancy; shopper-based creative, 
design and activation; store-back content for e-commerce; implementation and 
maintenance of e-commerce assets; e-commerce marketplace management

Lemon Adverts
Founded: 2008 
Heads of company: Husain Mohsin, Hussain Akhtar 
www.lemonadverts.com 
hello@lemonadverts.com
Lemon is a business transformation partner helping established brands and 
enterprises innovate and reimagine their products and services in a world that 
is increasingly digital, in a way that allows them to thrive and maintain their 
competitive advantage as well as continue to create and deliver value to  
their customers.

SERVICES: Customer experiences and design; business modernisation; 
digital portfolio management; enterprise applications; technology and AWS 
consulting; web and mobile product development; q-commerce

KEY CLIENTS: Abdul Latif Jameel, Informa connect, Abbott Diabetes Care, RSA, 
Dubai Police, Meraas, Oman Oil, Samsung, Damac

L E A D E R S H I P  PA N E L

Ramez Zeineddine
MD Saudi

Eyad Abdul Khalek
CEO MENA

Alex Jevons
Director of Growth  

& Operations

Burt Reynolds
Regional Director of Data  

& Technology

Founded: 2000 
Head of company: Eyad Abdul Khalek (CEO) 
Number of staff: 85 
mena@mediacom.com 
www.mediacom.com  
+971 4 449 4700

We are a global media agency with a difference. Our network of 8,000 system thinkers 
helps clients to unlock growth by having a big-picture perspective across a brand’s 
entire communications system. We combine data, technology and creativity to design 
communications strategies that build brands, generate sales and maximise the 
effectiveness of our clients’ marketing investments.

SERVICES: Media Strategy Buying & Planning, Biddable Media, SEO, Analytics & 
Insights, Data Leadership, Integrated eCommerce, M-ADTech & Digital Maturity 
Acceleration 

KEY CLIENTS: adidas, Mars, Richemont, Shell, Sony Playstation, Bose, TCCC, Etisalat 
Misr, Google, Nadec, Olayan Food Division, Virgin Mobile

AWARDS: Global Network of the Year 2021; Mar 21 – MMA Smarties MENA 2020  – 
M&M’s – Gold – KSA; Mar 21 – MMA Smarties MENA 2020 – Snickers – Gold – KSA; Mar 
21 – Smarties MENA 2020 – Sony Playstation – Gold – UAE; Adcolony – Campaign of the 
Month EMEA & LATAM
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Maverick
Founded: 2019
CEO: Mai ElAmeen
info@maverick-me.com
www.maverick-me.com
+971 4 770 7750
With offi  ces in Dubai and Cairo, Maverick is an independent, consumer-focused, 
data-driven digital marketing and communication agency that leverages 
market research to develop strategies that deliver business results. Maverick 
specialises in digital marketing, web development, search (SEO +SEM), social 
media (strategy, paid and community management), content marketing, 
creative development and digital production.

SERVICES: Digital marketing, SEO, social media (strategy, paid and community 
management), creative development, digital production

Marr-keting
Founded: 2021
Head of Company: Charis Marr
hello@marr-keting.com
We are an agile and fast-growing marketing company designed to support 
ambitious start-ups and determined scale-ups through digitisation. We support 
the success of businesses in the digital world by providing end-to-end marketing 
solutions to set up and grow businesses online with fl exible packages to fi ll your 
marketing gaps.

SERVICES:  Web design & development, e-commerce, digital marketing, social 
media, dynamic advertising

Matrix Public Relations
Founded: 1999
Headquartered: Dubai
CEO: Hilmarie Hutchison
www.matrixdubai.com
support@matrixdubai.com
+971 4 343 0888
Matrix Public Relations is an independent boutique public relations fi rm based 
in Dubai. We specialise in providing PR counsel and services to help our clients 
enhance their brand equity and corporate reputation in the region.

SPECIALISMS: PR; social, infl uencer and digital marketing, crisis management

KEY CLIENTS: Acronis, Al Muqarram, Century Financial, Dabur, Himalaya, House 
of Biori, India Gate, Kaya Skin Clinic, Oxford Business Group, Steve Madden

The Loop
Founded: 2018
Heads of company: Rachel Lloyd; Naheed Maalik
info@the-loop.me
The Loop is a boutique marketing, communications and PR consultancy based 
in Dubai. We off er a one-stop solution to help clients close the loop on their 
marcomms requirements, providing bespoke solutions that are specially 
customised to their target audiences, business goals, timelines and budgets. 

SERVICES: PR management; content creation; brand development; marketing 
and communications strategy; media buying

KEY CLIENTS: Education institutions, non-profi t organisations, entrepreneurs 
and small businesses.

L E A D E R S H I P  PA N E L

Victoria Loesch
Managing Partner MENA

Robin Phillips
Regional Head of Outcomes

Razmik Kalaidjian
Mindshare Saudi Arabia 

Managing Director

Faris Sibai
Partner – Client Leadership

Abdalla Safi eddine
Mindshae UAE Managing 

Director

Founded : 1999
Number of staff  : 270
www.mindshareworld.com
+971 4 454 7444
ravi.rao@mindshareworld.com

Mindshare is an extensive network 
of 10,000 people across the world 
partnering with our clients to use media 
with the intention of promoting good 
growth that drives both business and 
society. In 116 offi  ces across 86 countries 
we manage $24.1bn in billings as part of 
GroupM, the media investment arm of 
WPP. We are exceptionally proud to have 
been in the market for more than 20 years 
and this understanding of the evolution 
in the consumer, marketplace and media 
landscape ensures we deliver current 
and future clients’ growth. In  2020, 

COMVergence ranked Mindshare MENA 
as being awarded the highest billings in 
new business.

SERVICES: Communication strategy; 
integrated media planning and 
investment management; performance 
marketing (search/SEO/PPC, paid social, 
programmatic); adtech and martech 
consulting; e-commerce, research and 
insights; econometrics; data solutions and 
analytics; social community management; 
content ideation and creation,

KEY CLIENTS:  Mobily, QNTC, Ferrero, Public 
Investment Fund, Fine Hygienic Holding, 
Henkel, QNB, Tunisie Telecom, General Mills, 
Rolex, Nike, Dyson, IHG, Lufthansa, Kuwait 
Finance House, AlSafi  Danone,

AWARDS: WARC Media 100 #1 Media 
Agency Network 2021; Cannes Lions 
Media Network of the Year; MMA Global 
Mobile Agency of the Year 2021; Campaign 
Global Network of the Year 2021

Ravi Rao
Chief Executive Offi  cer

CAM299_P56-86_DigitalAgencyGuide.indd   75CAM299_P56-86_DigitalAgencyGuide.indd   75 1/31/22   6:48 PM1/31/22   6:48 PM



DIGITAL  AGENCIESJanuary 31, 202276

General Manager
Annalect MENA

Dr. Hoda Daou
General Manager

Orchestrate MENA

Roli Okoro
Chief Digital Officer

OMG MENA

Christos Solomi
General Manager

OMG Transact MENA

Stefanie Cunningham

DIGITAL LEADERSHIP TEAM

Trakken is a specialist consulting agency offering solutions
in the field of digital analytics, data management,
conversion optimization and digital implementation with a
strong background in e-commerce, media, finance, travel,
telecommunications and consumer goods as well as being
a Certified Google Marketing Platform Partner.

info@trkkn.com | trakkenwebservices.com | +97144500450

Founded:
Headquartered:

2008
Germany

Services: KPI-Workshops, Technical Implementation, Tool
Controlling and continuous Optimization of Digital
Buying Processes

Audience understanding sits at the heart of OMG Transact.
But when it comes to eCommerce, it’s about more than just
media placement, it’s an end to end ‘process’. OMG Transact
is the consultative offering that supports our clients through
this process to deliver sales growth.

omgtransact.com | +97144500450

Founded:
Headquartered:

2020
UK

Services: Strategic Advisory, Amazon management, D2C
and eRetail Implementation, Scalability and
Efficiency

Founded:
Headquartered:

2022
UAE

Orchestrate is OMG MENA's digital center of excellence,
providing digital thought leadership for the group, powered
by experts across paid search, social, programmatic and
SEO. Our mission is to orchestrate, execute and lead the
most successful advertising strategies for our clients using
our expert team of digital scientists and market leading
technology.

Services: Strategic Consulting for Paid Social, Search,
Programmatic and SEO, Budget Optimization,
Audience Insights, Data Analytics

MENA@omnicommediagroup.com | +97144500450

Omnicom created Annalect with the sole purpose of reimagining
the potential at the crossroads of data and technology.
Annalect provides brands with an environment and teams that
democratize data insights and make it easy to apply them to
media and creative executions.

annalect.uae@annalect.com | annalect.com | +97144500450

Services: Media & Creative Planning and Activation, Audience
Development, Reporting and Attribution, Campaign
Optimization

Founded:
Headquartered:

2010
USA

Specialized Services
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Founded: 2006
Head of company: Luca Allam, 
CEO of PHD MENA
Info.uae@phdmedia.com
www.phdmedia.com/mena
+971 4 457 4570
Number of staff  (MENA): 300+

L E A D E R S H I P  PA N E L

Karen Doumet
General Manager at PHD UAE

Luca Allam
CEO at PHD MENA

Peter Bishay
GM at PHD Egypt

Guided by the ethos ‘Make the Leap’, PHD is renowned for driving disproportionate 
growth through transformative and creative ideas. PHD has become 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 6,000 staff , more than 100 offi  ces worldwide, and is part of Omnicom 
Media Group.

SERVICES: Media planning and buying; strategic planning; data analytics and 
technology consultants; social and content marketing; SEO; creative services including 
dynamic creative optimization

KEY CLIENTS: Unilever, Chanel, Saudi Tourism Authority, VW Group, Al Fu¡ aim Group, 
Abbo¡ , Arla Foods, SC Johnson, HSBC, Al Alali, Nahkeel Mall

AWARDS: The Most Eff ective Media Agency Offi  ce of the Year, MENA Effi  es 2021; 
Network of the Year, M&M Global 2020; Best Place to Work 2012-2019, Great Place to 
Work Institute; The Most Eff ective Media Agency Offi  ce MENA Effi  es 2019; 1 Cannes 
Lion 2019; 1 Festival of Media 2019; 7 MENA Effi  es 2019; 2 Dubai Lynx 2019; Top 5 GPTW 
list consistently since 2013; Top 3 Most Eff ective Offi  ce MENA Effi  es 2018; 5 MENA Effi  es 
2018; 7 Dubai Lynx awards 2018; 3 MMA Global Smarties 2018; Festival of Media 2018

Founded: 2002 
hellouae@omd.com
www.omd.com/mena
+971 4 450 0450
Number of staff  (MENA): 500-600

OMD is the world’s largest media network with more than 12,000 people working in 
over 100 countries. As the world grows with opportunities, the key is reacting to them, 
by making be¡ er decisions, faster – combining innovation, creativity, empathy and 
evidence to help them move faster, reach further and take smarter risks every day. 

SERVICES: Strategic planning and investment management; performance marketing; 
data and technology consulting and implementation; analytics and e-commerce 
transformation/marketplace management

KEY CLIENTS: PepsiCo, Dubai EXPO, OSN, Zain, Jumeirah, Apple, Beiersdorf, Clorox, 
Daimler, INFINITI, Jumeirah, Nissan, Lindt, Dakar Rally, Saudi Vision, Abu Dhabi 
Government, Philips, AlUla Seasons, Roshn, Formula 1 Saudi

AWARDS: Best Performing Global Media Network, RECMA 2021; Global Media Agency 
of the Year 201-2020, Adweek; Media Agency of the Year 2019, Dubai Lynx; Most Eff ective 
Media Agency Offi  ce 2018, Best Place to Work 2012-2019, Great Place to Work Institute

L E A D E R S H I P  PA N E L

Saleh Agha
GM of OMD UAE

Saleh Ghazal
MD of OMD UAE

Tarek Jaff ar
GM of OMD Egypt

Hani Dajani
GM of OMD Jeddah

Maroun Hassoun
Regional GM of OMD Lower Gulf

Jihad El Rassi
GM of OMD Riyadh

General Manager
Annalect MENA

Dr. Hoda Daou
General Manager

Orchestrate MENA

Roli Okoro
Chief Digital Officer

OMG MENA

Christos Solomi
General Manager

OMG Transact MENA

Stefanie Cunningham

DIGITAL LEADERSHIP TEAM

Trakken is a specialist consulting agency offering solutions
in the field of digital analytics, data management,
conversion optimization and digital implementation with a
strong background in e-commerce, media, finance, travel,
telecommunications and consumer goods as well as being
a Certified Google Marketing Platform Partner.

info@trkkn.com | trakkenwebservices.com | +97144500450

Founded:
Headquartered:

2008
Germany

Services: KPI-Workshops, Technical Implementation, Tool
Controlling and continuous Optimization of Digital
Buying Processes

Audience understanding sits at the heart of OMG Transact.
But when it comes to eCommerce, it’s about more than just
media placement, it’s an end to end ‘process’. OMG Transact
is the consultative offering that supports our clients through
this process to deliver sales growth.

omgtransact.com | +97144500450

Founded:
Headquartered:

2020
UK

Services: Strategic Advisory, Amazon management, D2C
and eRetail Implementation, Scalability and
Efficiency

Founded:
Headquartered:

2022
UAE

Orchestrate is OMG MENA's digital center of excellence,
providing digital thought leadership for the group, powered
by experts across paid search, social, programmatic and
SEO. Our mission is to orchestrate, execute and lead the
most successful advertising strategies for our clients using
our expert team of digital scientists and market leading
technology.

Services: Strategic Consulting for Paid Social, Search,
Programmatic and SEO, Budget Optimization,
Audience Insights, Data Analytics

MENA@omnicommediagroup.com | +97144500450

Omnicom created Annalect with the sole purpose of reimagining
the potential at the crossroads of data and technology.
Annalect provides brands with an environment and teams that
democratize data insights and make it easy to apply them to
media and creative executions.

annalect.uae@annalect.com | annalect.com | +97144500450

Services: Media & Creative Planning and Activation, Audience
Development, Reporting and Attribution, Campaign
Optimization

Founded:
Headquartered:

2010
USA

Specialized Services
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Founded: 2019 
Head of company: Stuart Mackay 
Number of staff : 25
www.reprisemena.com
+971 4 445 4180
mena@reprisedigital.com

As the digital marketing transformation agency of IPG Mediabrands, we are obsessed 
with Customer Flow, the continuous movement of your customers along their path to 
conversion. Our purpose is to help brands build and accelerate their Customer Flow, 
and we off er deep expertise in the digital crafts required to move customers along this 
journey. We do this by unifying our digital crafts which include marketing data science, 
martech, organic search, e-commerce, precision content and creative technology to 
provide you with an integrated digital marketing transformation strategy. Our expert 
team of specialists deliver integrated initiatives that help the world’s leading brands 
connect to the people who drive their business forward. 

TECH PARTNERS: Google, Tealium, Sitecore, Meiro, Oracle, Segment, Adjust, 
Firebase, Lotame 

SERVICES: Martech; analytics and dashboarding; marketing data sciences; organic 
search; e-commerce; precision content; creative technology and digital marketing 
transformation consultancy 

KEY CLIENTS: Mashreq Bank, RAKBANK, FAB, Al Shaya, Gargash, STC, Supreme 
Commi� ee, Etisalat, L’Oreal 

AWARDS: MENA Search 2019

General Manager, Reprise 
Digital MENA

STUART 
MACKAY

INDUSTRY SNAPSHOT

WHAT WERE THE BIGGEST SHIFTS YOU SAW IN 
DIGITAL IN 2021?
During 2021 we witnessed a real uptake in our 
clients wanting to leverage their web and app 
measurement technologies to gain a deeper 
understanding of how their consumers were 
behaving during web and mobile sessions. This 
type of analysis is critical for brands to understand 
behaviour and the friction points that their 
consumers face when trying to navigate various 
consumer journeys. This analysis is one of the 
prerequisites for data-driven marketing; various 
technologies and strategies are giving brands 
access to an incredible amount of consumer 
insights that can be used to drive a brands business 
and marketing strategies. 

WHAT WILL THE MOST NOTABLE CHANGES 
BE IN 2022?
The most noticeable change in 2022 will be the 
need for brands and advertisers to have a fi rst-party 
data strategy. With the recent introduction of new 
data privacy measures being introduced across 
mobile channels (IDFA) and the disappearance of 
the third-party cookie we will start to see a 
reduction in targetable audiences. I predict that we 
will also start to see an uptake in the procurement 

be to focus on getting these basics in place, along 
with the technology that will allow a brand to 
unlock their fi rst-party data and start to off er more 
personalised experiences. These alone will go a 
long way to unlocking the biggest of opportunities.  

WHAT DIGITAL NEW YEAR’S RESOLUTION 
SHOULD PEOPLE MAKE THIS YEAR?
Ensuring that your brand has a data visualization 
solution that can automate the dashboarding for 
things like media reporting, web and app analytics 
data, lead gen reporting and competitive 
monitoring, that way you are able to make almost 
real-time strategic digital marketing decisions.

L E A D E R S H I P  PA N E L

Alan Azar
Marketing Technology 

& Analytics Director

Stuart Mackay
General Manager

Riddhi Dasgupta
Data Science & Business 

Inteligence Director

of technologies such as customer data platforms, 
these are critical for brands who want to activate 
their fi rst-party data and off er their consumers a 
more consistent customer experience across 
various channels and consumer devices. 

WHERE ARE THE BIGGEST CHALLENGES 
THIS YEAR, AND HOW SHOULD CLIENTS 
OVERCOME THEM?
Increasing customer expectation: due the 
continued rise and dependence on mobile devices 
and much broader accessibility to the internet 
consumers have 24/7 access to the information and 
interactions they want, whenever they went. This 
means that they have very high expectations when 
it comes to brand interactions. They expect 
innovative, personalised shopping experiences, 
and currently only a few brands in the region are 
able to even come close to meeting these 
expectations. In order to achieve this, brands need 
to think holistically and remove themselves from 
working in silos to form an integrated technology 
and marketing architecture that is supported by the 
technology, solutions and organisational design 
required to deliver this ideal brand experience.  

WHAT SHOULD CLIENTS DO TO MAKE THE 
MOST OF THE BIGGEST OPPORTUNITIES?
There has to be something said about brilliant 
basics, there is often little appreciation for the 
ecosystem that needs to exist to be able to deliver a 
worthy customer experience every time. 
Consumers should have a great and consistent 
experience every time they interact with a brand. 
That might be from fi nding a brand organically, to 
then being able to fi nd what you’re looking for 
through a digital channel, right through to then 
purchasing a product or service. My advice would 
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MRM/McCann
Founded: 2009 
Regional managing director: Jad Hindy 
jad.hindy@mrm-mccann.ae 
mrm-mccann.ae 
+971 4 445 4362
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, customer experience management, UI/
UX , digital development; creative & digital design strategy and implementation; 
CRM (Salesforce, MS Dynamics) deployment and management

Merkle
Founded: 1988 (Globally); 2012 (UAE) 
VP & managing director MENA: Rudy Banholzer 
www.merkleinc.com 
projects@merkleinc.com 
+971 4 421 8099
Merkle is a leading data-driven, technology-enabled performance marketing 
agency. We help brands transform their marketing into people-based 
marketing that works; we create, target, and measure the highly customised 
customer experiences that not only drive immediate results in the form of 
today’s response and conversion, but also build on tomorrow’s increased loyalty 
and customer value.

SERVICES: Customer strategy, digital media, customer experience & 
engagement, loyalty, data, analytics, marketing technology

KEY CLIENTS: Agility, Al Tayer, Bateel, Bayara, Daman, Dolby, EGA, MG, NBF, 
Kellogg’s, Pioneer, UNICEF, Zeiss

Mothership Tech
Founded: 2018 
Headquartered: Dublin, Ireland 
stuart@chatbuilder.com
Mothership exists to solve digital business problems with simple software 
solutions. Our hero product ChatBuilder.com provides brands with digital 
outreach spanning Health, Legal, Banking & Energy Sectors currently. It 
specifically helps the utility industry with OCR meter reading scans on mobile 
(Utility Module) as well as simplifies the Know Your Customer onboarding 
process (KYC Module).

Media Mileage
Founded: 2012 
Head of Company: Usman Qayyum 
Headquartered: Dubai 
www.mediamileage.com 
usmanq@mediamileage.com 
+971 4 4558431
Media Mileage is a full-service mobile marketing firm in Dubai. We are a team 
of experienced mobile strategists who share a passion for creating mobile user 
experiences. Our award-winning SMS campaign management solutions have 
strengthened consumer engagement for many of the world’s leading brands.

SERVICES: SMS marketing; mobile video marketing; mobile application 
marketing; mobile couponing; Bluetooth marketing

Mojo
Founded: 2005 
Head of company: Serge Viranian 
serge@mojo-me.com
A brand communications agency that gets digital. A digital agency that gets 
design. A design agency that gets social. A social agency that gets content. A 
content agency that gets advertising. An advertising agency that gets PR. In 
short, a brand communications agency that just gets it.

SERVICES: Digital strategy & consulting; social media and influencers; content 
creation and production; brand & performance advertising; digital design and 
development

Medialinks 
Founded: 2021 
Head of company: Zeeshan Sajid Amin 
+971 4 422 6975 
hello@themedialinks.com
Medialinks is a tribe of creative nerds who enjoy working together to create 
extraordinary digital experiences.  We are not a typical digital agency which 
offers everything; we specialise in: ecommerce platforms & web development; 
paid ads; mobile performance campaigns; influencers 

KEY CLIENTS: PRAN Foods, Cool & Cool, Emirates Wet Wipes (RMB Group), 
365 Adventures, Commercial Bank of Dubai

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

My Networking
Founded: 2010 
Head of company: Rana Hatem Slim 
ranaslim@mynetworkingagency.com
We support brands in their digital transformation approach and the 
deployment of a relevant and tailor-made digital strategy. We help you 
understand this fast-moving world, how to step in efficiently to reach and 
connect with the people out there, taking advantages of the opportunities 
emerging every day. It’s all about networking! 

KEY CLIENTS: Bio-Oil, Medical Fattal, Sisley, Sodetel, La Ferme St Jacques, 
international NGOs

SERVICES: Consultancy & strategy; digital marketing solutions; content 
creation; social media management; activations
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Performics
Founded: 2012 
Heads of company: Raja Trad, executive chairman, Publicis 
Groupe MEA; Khaled Abounader, chief product officer,  
Publicis Media 
www.performics.com
As the original performance marketing agency, Performics is the premier 
revenue growth driver for many of the world’s most admired brands. Across 
57 countries, Performics leverages data, technology and talent to create and 
convert consumer demand wherever it is expressed – search, social, display, 
commerce and offline channels. Performics is built for the relentless pursuit 
of results. Performics is a Publicis Media company and the performance 
marketing engine of Publicis Groupe.

SERVICES: Performance media, performance content, planning & insights, 
analytics and technology, e-commerce

Netizency
Founded: 2013 
Heads of company: Fadi Khater (founder, managing partner), 
Michael Maksoudian (managing partner) 
hello@netizency.com
Netizency is a digital communications agency specialised in social media content 
creation, community management and media buying. We’re focused on B2B and 
B2C, closely connected to all digital platforms, and work with some of the leading 
regional and global brands.

SERVICES: Social strategy; content creation; social media management; digital 
media; listening and analytics; online map listing.

KEY CLIENTS: TikTok For Business METAP, Expo 2020 School Programme, 
Lenovo, Liv. Bank, Qatar National Bank

Nexa
Founded: 2005 
CEO: Amit Vyas 
support@digitalnexa.com
A multi-award-winning agency with offices in Dubai, Manchester and New 
York, Nexa provides growth-focused strategies for businesses centred around 
marketing, sales and service. Nexa works with some of the best-known 
companies in the automotive, education, travel and hospitality sectors. Nexa 
is the only Diamond Partner of HubSpot in the GCC region and is a Google 
Premier Partner.

SERVICES: Digital and inbound marketing, CRM & sales strategy, account-based 
marketing & lead generation, social media marketing and content creation

NAAS Digital
Founded: 2015 
Head of company: Saad Muhammed 
www.naasdigital.com 
hello@naasdigital.com
A true digital partner for your brand or organisation, generate leads for your 
business, enhance your current digital assets, or create awareness online with 
our digital team. An in-house team of experts in Dubai builds websites, mobile 
applications, e-commerce projects, web applications and any digital product 
that will bring true digital transformation to your business.

KEY CLIENTS: Transguard Group, Alef Group, Garmin, Abdul Latif Jameel,  
RAK SME

SERVICES: Digital asset development; UX/UI; performance marketing; digital 
branding; social media

L E A D E R S H I P  PA N E L

Maria Poulton
Managing Director, UAE

Joe Nicolas
CEO, MENAT

Ziad Soukkarie
General Manager, KSA

Rasha Karim
Managing Director, Egypt

Hanan Tabsh
Managing Director,  

Lower Gulf

Founded: 2001 
Ownership: Middle East 
Communications Network (MCN) /
Interpublic Group (IPG) 
Headquartered: Dubai 
Number of staff: 442 
+971 4 445 4545 
www.umww.com/locations/dubai/

UM is part of Mediabrands, the #1 
media agency group in the region as 
per RECMA. At UM we are committed to 
Futureproofing our clients’ businesses 
and their growth for the now and the 
next. We leverage the transformational 
power of rich business analytics and 
real-time intelligence to maximise growth 
and activate the full consumer end-to-
end experience across content and 
connections. Our consultative approach 
and agile model drive better business 

outcomes for brands. UM operates in  
more than 100 countries across the globe 
(11 in MENAT), where industry-leading 
data and analytics power our innovative 
approach to planning, investment and 
custom content creation.  

SERVICES: Consulting; content marketing; 
data; digital marketing; holistic analytics; 
influencer management; media buying; 
media planning; mobile marketing; 
performance marketing; programmatic; 
research; search; social; technology 
solutions

KEY CLIENTS: stc, Emirates, BEKO, 
Dyson, Reckitt, Al Shaya Group, FAB, Ford, 
L’Oréal Middle East, Johnson & Johnson, 
McDonald›s, RAK Bank, Spotify, Sony, 
Talabat, Vimto, VOX, American Garden, 
Honeywell, JA Resorts, Mattel, Supreme 
Committee for Delivery & Legacy, Orange, 
Byblos Bank, Qatar Foundation, Getir, İşbank

AWARDS: # 1 Media Agency in the MENA 
region and 2nd  highest score globally as 
per RECMA.

Effie MENA 2021 (3 Gold, 3 Silver and 3 
Bronze),  MENA Search Awards 2020 ( 2 
Gold), MENA Digital Awards ( 3 Gold), 12 
MMA Smarties in 2019 including Agency of 
the Year,  YouTube Lantern Award in 2019
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Push MENA
Founded: 2007 
Head of company: Anisha Patel 
hello@pushgroup.ae
 Push has won more Google Premier Partner awards than any other agency 
in EMEA. We were founded in 2007 and work with companies looking to 
grow quickly. Our speciality is the speedy execution of the latest marketing 
techniques. We are also a Preferred Partner for Facebook and a Select Partner 
for Microsoft.

SERVICES: Paid search, paid social, programmatic, analytics, lead generation, 
shopping

Precise Communications
Founded : 2005 
Heads of company: Ashik Hasim and Gopal Aswani 
info@tobeprecise.com
Precise Communications is a holistic digital communications agency offering 
solutions developed in-house. Our end goal is simple: bring brands, businesses 
and consumers together through a holistic and precise approach. Precise 
Communications is also the leading provider of messaging solutions offering AI, 
SMS, Email, WhatsApp and more.

SERVICES:  Messaging services (SMS, email and WhatsApp); digital media and 
performance marketing; website and app development; branding and creatives; 
events and PR

KEY CLIENTS: Dubai Municipality, Emarat, Al Ghandi, Estee Lauder, Bobbi Brown, 
Dubai Frame, Dubai Safari, Joyalukkas, Adnoc

Praxis Advertising
Founded: 1999 
Headquartered: Dubai 
Head of Company: Amitabh Swarup 
www.praxisadvertising.com 
sahil@praxisadvertising.com 
+971 4 328 4843
In the fleeting world of digital ecosystem, we create thumb-stopping content. 
From snackable to shoppable, our content strategy covers every aspect of the 
customer journey – awareness, engagement, intent to purchase. In a nutshell, 
from mind, to heart to cart. 

KEY CLIENTS: IIM Ahmedabad Executive Education, GEMS Education, Tokio 
Marine Insurance, Best Insurance, Pirelli 

SPECIALISMS: Lead generation, social media management, website UI & 
development, SEO, content strategy & design

PivotRoots 
Founded: 2016 
Headquartered: Mumbai, India 
Head of company: Yogesh Khanchandani, co-founder & chief 
business strategy officer  
yogesh@pivotroots.com
A transformational agency, powered by data and tech, fuelled by creativity. 
Building on data insights and analytics, we strive to simplify the digital 
landscape with design thinking and tech innovation. We bring ideas to life for 
brands by looking beyond the ‘what is’ and explore the ‘what ifs’.

KEY CLIENTS: Kaya Skin Clinic, Zomato, Eilago, Century Financial,  
AMEX, Emeritus

SERVICES: Strategy & consulting; digital media planning & buying; UI/IX; 
search engine optimisation; data & analytics

Founded: 2004   
Headquartered: Dubai (MENA) and London (Global)  
Number of Staff: 92 
www.wavemakerglobal.com  
+971 4 450 7300  
dubai@wmglobal.com

Wavemaker is a top-five global media network. Our roster of products and services 
has been built with a single aim: to positively provoke growth for clients and our people 
through our new operation system consisting of three speeds of growth. As part of 
GroupM and WPP, we are continually developing our offer to deliver growth in a fast-
changing consumer world. Many of our most progressive capabilities are core to 
clients, including e-commerce, content and precision marketing. Our leading global 
consultancy has experts to solve any communications challenge, from go-to-market 
e-commerce strategy to digital transformation.

TECH PARTNERS: Tealium, LemonPi, Google, Facebook, Twitter, Snapchat, YouGov, 
Sizmek,TikTok

KEY CLIENTS: Huawei, Honor, AXA, Netflix, Perfetti Van Melle, American Garden, 
Chevron, Colgate, DIB, Ford, Friesland Campina, GE, Netflix, Tiffany & Co, RTA, 
MDLBEAST, FOOZ

L E A D E R S H I P  PA N E L

Marc Ghosn
MD, MENA

Ravi Rao
CEO, MENA

Marie Abiad
Head of Strategy, MENA

Vikrant Shetty
Head of Content, MENA

Nadine Es-Sinawi
Head of Growth, MENA
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Saatchi & Saatchi ME
Founded: 1992 
Heads of company: Raja Trad, executive chairman, Publicis 
Groupe; MEA; Maher Achi, chief operating officer ME 
www.saatchi.com
Saatchi & Saatchi has grown from a start-up advertising agency in London in 
1970 to a global creative communications company headquartered in New York 
with 130 offices in 70 countries and more than 6,500 employees. Saatchi & 
Saatchi is part of the Publicis Groupe, the world’s third largest communications 
group. We are a full-service, integrated communications network and we work 
with six of the top 10 and more than half of the top 50 global advertisers. We 
believe passionately in the power of ideas to differentiate and motivate. And to 
change the world for the better. We have an unshakeable spirit and unbeatable 
attitude from day one at Saatchi & Saatchi that nothing is impossible.

SERVICES: Integrated solutions encompassing advertising, strategic 
planning, digital strategy, direct CRM, social media, brand and corporate 
communications, consumer activation, packaging design, brand design, audio/
visual production

RAPP Middle East
Founded: 2014 
Head of company: Colin Talbot, associate managing director 
Colin.talbot@rapp.com
RAPP Middle East is where creativity and empathy meet data and tech to drive 
value for both brands and consumers. In today’s world we know people’s needs 
and wants evolve almost daily. We believe big ideas can thrive in complex, data-
driven ecosystems and still touch people’s hearts and minds.

KEY CLIENTS: MetLife, Upfield, Kellogg’s, MG Motor, BMW, Emirates Group

SERVICES: Brand, digital and social strategy; social media content creation; 
creative; CRM; integrated digital communications.

Reach MENA
Founded: 2010 
Head of company: Mazen Hallaway, CEO and founder 
reachmena.com 
info@reachmena.com
Reach MENA specialises in providing a premium brand advertising portfolio for 
local and international clients. We offer digital advertis ing and premium display 
solutions covering popular lifestyle verticals, smart TV advertising, native 
advertising and data-driven travel advertising.

SERVICES: Travel Audience by Amadeus; Emirati Audience; LG Smart TV

Radix Media
Founded: 2017 
Headquartered: Dubai 
CEO: Mohan Nambiar 
www.radixmediamena.com 
+971 4 560 6100
Introducing a new era of communications planning. Built as a consultancy 
practice with a leadership team consisting of the best there is in the industry 
across media planning, data and insights, strategy, digital and creative 
content. Providing expert knowledge and experience across industries, we 
put consumers at the heart of our planning and are focused on client business 
growth. We are spirited, ambitious and agile. We are Radix.

RBBi (Red Blue Blur Ideas)
Founded: 2011 
Heads of company: Amol Kadam & Devesh Mistry (co-
founders) 
info@rbbideas.com
RBBi (Red Blue Blur Ideas) is the only UX-led digital solutions provider in the 
region to combine an in-house usability lab together with research, design, 
SEO and digital analytics specialisations. Partner with us for research, testing, 
design, SEO or analytics and work with some the best international and local 
talent here in the region.

KEY CLIENTS: RTA, Tecom, Al Futtaim Automotive, TRA, DHA, MAF, Dubai 
Municipality, Jazeera Airways, ADNIC

SERVICES: UX/UI; usability testing; research; SEO; analytics

Publicis ME
Founded: 1973
Today’s brands compete with new technologies, empowered consumers, 
shifting public attitudes, brand new contenders and much more. Creating 
leading strategies and powerful ideas that allow our clients’ brands to become 
unique, irreplaceable, in control and ahead is our purpose. At Publicis, we 
all share a common ambition: help our clients and their brands to be and 
to remain the leaders they want to be, to “Lead The Change”. Publicis ME, an 
integral part of Publicis Worldwide, has a network of 330 offices in more than 
110 countries.

SERVICES: Integrated solutions encompassing advertising, strategic 
planning, digital strategy, direct CRM, social media, brand and corporate 
communications, consumer activation, packaging design, brand design, audio/
visual production

Raw
Founded: 2014 
Headquartered: Dubai 
www.raw.agency 
+971 4 334 1140 
hello@raw.agency
RAW comprises a team of digital natives who take ordinary briefs and deliver 
extraordinary outcomes by bringing innovative flair to every project. We cover 
all aspects of the fast-paced digital world to offer comprehensive and strategic 
solutions and utilise them within a plethora of platforms ranging from social to 
mobile, and everything in between.

SERVICES: Social media marketing; social media monitoring; website design 
and development; e-commerce brand establishment and activation; digital 
media buying; programmatic campaigns

KEY CLIENTS: Arabian Automobiles Company, Dubai South, Dubai Land 
Department, Dubai Judicial Institute, Wasl Group
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Founded: 2018 merger 
Head of company: Nassib Boueri, CEO MENA 
Number of staff: 750+  
www.wundermanthompson.com/ 
dubai@wundermanthompson.com 
+97144507200

Wunderman Thompson is a growth partner – part agency, part consultancy, part 
technology company. We inspire growth by applying inspiration everywhere across 
the consumer journey. Our inspiration is borne of bringing creativity, data and 
technology together.

SERVICES: Commerce; communications; consulting; CRM; CX; data; health; 
production; technology; apps 

KEY CLIENTS: Microsoft, STC, Dubai Tourism, Jotun, Shell, Unilever, Nestle, GSK, Burger 
King, Renault, Coca Cola, Vodafone, Johnson & Johnson, Almarai, Zain, PIF, FAB, BAT, 
HMD Nokia

AWARDS: Dubai Lynx: 3 Grand Prix, 6 Gold, 6 Silver,11 Bronze; Effie MENA: 3 Gold, 6 
Silver, 4 Bronze; Cannes Lions: 2 Silver lions; Clio Awards: 1 Silver, 2 Bronze; One Show: 
1 Merit; WARC Awards for Effectiveness: 1 Gold, 1 Bronze; WARC MENA: 1 Grand Prix, 
1 Gold, 3 Silver, 1 Bronze; Caples Awards: 1 Gold, 4 Silver, 3 Bronze; Ad Stars: 1 Gold, 1 
Silver, 2 Bronze; Cresta Awards: 4 Gold, 4 Silver, 4 Bronze; Epica Awards: 2 Silver

L E A D E R S H I P  PA N E L

Chafic Haddad
Chief Creative Officer MENA

Nassib Boueri
Chief Executive Officer, MENA

Imad Ghnatios
Chief Financial Officer, MENA

Spark FRH
Founded: 2020 
Head of Company: Nathalie Farah 
hello@sparkfrh.com 
www.sparkfrh.com
We combine storytelling with the latest digital marketing research to create 
content that’s infused with creativity and insight. We keep up with the market’s 
fast-changing best practices as part of our drive to empower clients with 
unique content that’s crafted with knowledge and purpose-driven research  
and strategies.

SERVICES: Consultation; content marketing; social media; strategy; research

Serviceplan Group Middle East
Founded: 2009 
Head of company: Ramy Hmadeh 
www.serviceplan.ae/en 
+971 4 562 2800 
middle-east@serviceplan.com
The Serviceplan Group is dedicated to the entrepreneurial success of its 
clients and is a market leader in the development and realisation of integrated 
communication concepts. With our Houses of Communication in every 
important economic region around the world, we are the only independent 
agency group to provide all communication services from a single source for 
the creation of truly integrated concepts: the optimal basis for a best brand.

SERVICES: Creative communication; media and data; digitalisation and 
technology; branded entertainment; design

KEY CLIENTS: BMW Middle East, MINI Middle East, Rolls Royce Middle East, 
Bridgestone Middle East

Socialize
Founded: 2010 
Head of Company: Akanksha Goel 
www.socializeagency.com 
+971 4 368 9277
We are the region›s largest socially led creative agency with an integrated offering 
across creative, media and tech. We help forward-thinking brands connect culture 
to commerce. Socialize became part of the We Are Social Group in 2018, giving us 
the largest geographical footprint of any socially -led agency in the game.

SERVICES: Social editorial creation & management; strategy; research & 
insights; performance digital media buying & optimization; video production; 
sound creation & production; influencer & content creator collaborations; 
creative technology & website development; Tik Tok advertising

KEY CLIENTS: adidas, Sony, Switz Arabia, Expo 2020, Riot Games,  
Azadea, Mediclinic

Science & Sunshine
Founded: 2016 
CEO: Nadine Ghossoub 
hello@sciencesunshine.com 
sciencesunshine.com
Science & Sunshine is a story-driven, fearlessly creative advertising agency 
that smells wonderful. We believe passionately in the power of brands, and that 
all good selling is good story-telling. Our philosophy is ‘always never be boring’, 
and we try to inject that into our creative product every day.

SERVICES: Integrated advertising, social and digital strategy and analytics, 
content planning, content creation

KEY CLIENTS: Netflix MENA, Peugeot Middle East, Virgin Mobile UAE
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Tactical 
Founded: 2013 
Head of company: Mike Khouri, managing director 
hello@wearetactical.com
Tactical is a social-first creative agency that delivers bold mobile experiences, 
driving global brands to the intersection of innovation and culture. We’re here 
to build a legacy and be the changemaker of how agencies operate. We offer a 
full-service approach, closing the loop between strategy, content, distribution 
and intelligence.

KEY CLIENTS: Spotify, Amazon, Etihad Airways, Jumeriah

SERVICES: Strategy, content, distribution, intelligence

Starfish Agency
Founded: 2017 
Head of company: Amer Massimi,  
www.starfish.agency 
+971 4 457 8678 
Info@starfish.agency
Starfish is a leading micro-influencers agency in the GCC region that runs 
creative influencer marketing campaigns for the region’s biggest brands. 
Starfish operates an app with over 10,000 influencers from the region. We 
launch influencers campaigns at scale, given our solid relationships with most 
of the influencers around GCC countries. Our influencers database has the 
attributes client look for: relevance, reach & trust.

SERVICES: Influencer marketing; influencer strategy; content creation; 
influencer analytics; reporting

KEY CLIENTS: Samsung, Ralph Lauren, Molten Brown, Maxfashion, 
Wunderman Thompson

Starfish Agency
Founded: 2017 
Head of company: Amer Massimi,  
www.starfish.agency 
+971 4 457 8678 
Info@starfish.agency
Starfish is a leading micro-influencers agency in the GCC region that runs 
creative influencer marketing campaigns for the region’s biggest brands. 
Starfish operates an app with over 10,000 influencers from the region. We 
launch influencers campaigns at scale, given our solid relationships with most 
of the influencers around GCC countries. Our influencers database has the 
attributes client look for: relevance, reach & trust.

SERVICES: Influencer marketing; influencer strategy; content creation; 
influencer analytics; reporting

KEY CLIENTS: Samsung, Ralph Lauren, Molten Brown, Maxfashion, 
Wunderman Thompson

Team Red Dot
Founded: 2010 
Head of Company: Raksha Khimji 
info@teamreddot.com 
teamreddot.com
A full-service advertising agency specialising in ad tech solutions, we guarantee 
campaign amplification through real-time reporting and detailed analysis to 
maximise reach while optimising budgets. Our regional insights and diverse 
client portfolio have helped us build an extensive web of media expertise. 

SPECIALISMS: Data analysis and consumer research; AI-driven ad tech; 
mobile marketing; SEM, SEO and app store optimisation; performance 
marketing

KEY CLIENTS: Etihad Airways, Jashanmal Group, Marmum Dairy, CFI, Abu 
Dhabi Coop, Tata Group, Bavaria, Anantara Hotels & Resorts, Avani Hotels, 
Middlesex University, Al Barari, Savills, Emami Group, Redington Gulf, IFFCO, 
IHG Group Saudi Arabia, Caesar’s Bluewaters Island, Fairmont Riyadh, W 
Residences, Four Seasons Hotels and Resorts, Creative Zone, Sharjah Media 
City (Shams), The Pet Shop, Tilda Rice, Barry Callebaut

Starcom 
Head of company: Racha Makarem, CEO Middle East 
yasemin.guzel@starcomww.com
Starcom is an international media agency and network established in 1999. We 
are honest about what real people want and what clients need to be successful. 
Guided by our proprietary HX approach, we design brand experiences that 
create value for people and inspire them to take action.

SERVICES OFFERED: Search; social; mobile; human and cultural insights; 
business analytics

TBWA\RAAD
Founded: 2000 
Group CEO: Reda Raad 
romy.abdelnour@tbwaraad.com 
ghassan.kassabji@tbwaraad.com
We are “The Disruption Company”. Named one of the most awarded agencies 
in the world by The Big Won Report, and amongst the bravest on the planet by 
Contagious Pioneers, we create disruptive ideas that locate and involve brands 
in culture, giving them a larger share of the future.

SERVICES: Integrated marketing communications; strategic brand 
management; advertising; digital, social and mobile; public relations

Spark Foundry
Founded: 2000
Spark Foundry is one of five global media agency brands within Publicis Media, a 
key division of Publicis Groupe. Spark Foundry’s bold vision harnesses the spirit of 
a startup combined with the soul of a powerhouse that melds an entrepreneurial, 
innovative business approach with the full resources, capabilities and marketplace 
clout of Publicis Media. With 3,500 employees across the world, the agency 
leverages the best industry talent to service clients such as LVMH, Emirates NBD, 
DCT, Mondelez, YAS Marina Circuit, MAF, Almarai and Marriott.

SERVICES: Media consultancy, planning and buying, branded content, 
e-commerce, data and analytics
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L E A D E R S H I P  PA N E L

Martino O’Brien
Brand Experiential Director

Fadi Nakhle
Managing Director

Vĳ ay Simon
Chief Innovation Offi  cer

Maria Akmaji
CSD - Head of Digital

Talal Akl
Creative Director - Digital

Founded: 2013
Number of staff : 55
Offi  ces: Dubai, Beirut, Cairo
www.youexperience.net
Phone: +9714 425 5944
WantResults@youexperience.net

Chief Innovation Officer, 
YouExperience

VIJAY 
SIMON

INDUSTRY SNAPSHOT

WHAT WERE THE BIGGEST SHIFTS YOU SAW IN 
DIGITAL IN 2021?
Generation Glass we call them. These are the guys 
who grew up discovering their world through a 
sheet of glass – tablet, desktop, mobile. They’re 
inseparable from the technology that connects 
them to their world; so, when a virus a thousand 
times smaller than the width of human hair fl ung 
their world into chaos, it brought out the beast in 
them. Gen Z, who were already acclimatized to 
hyper-personalisation – and who now were 
spending even more hours on their phones – 
demanded something more from the algo: “read my 
mind”. This demand goes beyond just frictionless 
e-commerce transactions on digital. With Gen Z 
well aware that companies have their data, they 
now expect brands to off er them proactive, 
anticipatory, bespoke experiences throughout their 
digital journey. A year ago, they would waltz 
through any digital experience hoping you had 
what they wanted. Post-panny, they now expect 
brands to read their minds and deliver exactly what 
they want.

communities. Positive brand actions shift not just 
brand perceptions but consumers’ buying decisions 
in favour of the brand. And negative brand action 
can lead to one in four consumers walking away 
from the brand. Conscience is the new black. 
Brands that have one have a big advantage.

WHERE ARE THE BIGGEST CHALLENGES 
THIS YEAR, AND HOW SHOULD CLIENTS 
OVERCOME THEM?
The challenge for any business is to be able to 
anticipate consumer needs – and they’re changing 
fast – and then rapidly translate them into action. 
It’s data turned into brand actions. Ultimately, a 
brand exists to help people; to meet a need; to solve 
a tension; to give them experiences they love. With 
people spending nearly fi ve hours a day on their 
phones, they’re leaving a trail of digital crumbs that 
brands can piece together to create moment-
specifi c off erings and experiences that can build 
lasting emotional connections. Yes, data matters, 
but action is king.

WHAT DIGITAL NEW YEAR’S RESOLUTION 
SHOULD PEOPLE MAKE THIS YEAR?
The more hours you spend online, the better brands 
can anticipate your needs and take actions that 
delight you. But here’s the thing: in 2010, people 
spent an average of 24 minutes a day on their 
phones. By 2021, it skyrocketed to 4 hours and 23 
minutes. That’s four hours lost from coff ee with 
friends, visiting parents, fun with kids. So, while 
brands are eager to build relationships with us, let 
it never come at the cost of us building 
relationships with each other. Less screen time, 
that would be a great 2022 resolution.

YouExperience is an independent brand communications agency with a fearless 
spirit and a curious lens that’s constantly training its focus on the cultural zeitgeist, 
emerging technologies, Gen Z and post-millennials. Our audience-fi rst approach 
combined with piercing strategic insights and data-informed creativity enables us to 
forge meaningful relationships between brands and people.

SERVICES: Transformational brand strategies; data analytics; cross-media integrated 
campaigns; digital storytelling; branded activations; shopper marketing; social media 
management; MR (mixed reality) gaming; e-commerce optimisation; and more

KEY CLIENTS: Head & Shoulders, Gille� e, Venus, Ariel, Tide, Downy, Oral-B, Kraft, 
Cadbury Dairy Milk, Flake, Toblerone, Barni, Relx, Al Osra Sugar, Afi a Oil, Estaz

AWARDS: We’ve got our fair share of awards. But what we really value over metals are 
our longstanding client relationships and employee retention; they are defi nitive signs 
of our transformative brand-building, brave thinking and successful collaborations that 
lead to continuous growth.

WHAT WILL THE MOST NOTABLE CHANGES 
BE IN 2022?
The pandemic changed our emotional makeup. 
As much as Gen Z are demanding that brands be 
able to read their minds, they’re putting these 
brands through a sieve of accountability, examining 
their behaviour during the crisis. Did they exploit 
people’s fear to sell more stuff ? Did they support 
their communities? When business took a hit, did 
they throw their employees under the bus? And 
then, there’s climate change that’s becoming a 
dealbreaker. A Deloitte survey of global consumers 
shows that nearly eight in 10 people remembered 
instances of brands positively responding to 
Covid-19 to help their customers, workforces, and 
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Yellow Branding Consultancy
Founded: 2017 
Head of company: Mamta Varerkar 
hello@welcometoyellow.com
Yellow is a brand management consultancy based in Dubai Design District, 
which creates, revitalises and manages brands to drive growth and business 
change. Yellow is a boutique agency that has successfully launched new, 
innovative brands such as Cafu, and has worked with legacy brands including 
Barakat and Pan Emirates to revitalise them.   

SERVICES: Brand strategy and identity development; communication strategy; 
advertising campaigns; digital creative campaigns; social media services 

KEY CLIENTS: Cafu, Pan Emirates, Beema, Mitsubishi Motors Middle East and 
Africa, Luma

Vamp
Founded: 2017 
Heads of company: Karl Mapstone, head of Middle East;  
Gill Findlay, CEO 
karl@vamp.me 
hello@vamp.me
Vamp is a platform that connects brands with digital creators. Whether for 
influencer marketing or content creation, its tech streamlines the collaboration 
process. With its global, invite-only community of creators, Vamp is able to bring 
its clients including Adobe, Huawei and TikTok highly effective campaigns.

SERVICES: Influencer marketing (original content shared with engaged 
audiences); bespoke mobile content (available raw, or in optimised ad formats); 
ads and paid media (targeted amplification of influencer content)

Wetpaint Creative Digital Solutions
Founded: 2007 
Offices: Dubai (HQ), Beirut, Jeddah and Riyadh.  
Chairman: Roger Sahyoun 
General Manager: Joy Sahyoun 
info@wetpaint-media.com 
www.wetpaint-mena.com 
+971 4 453 7711
Wetpaint provides digital solutions ranging from web development to 
social networking, mobile applications, planning and strategising, content 
management, crisis management and social media policies among others. 
Breaking the typical, Wetpaint’s umbrella of thorough professionals ensures 
that through their industry knowledge, creative intellect and efficient utilisation 
of technology, successful digital strategies and campaigns are conceived that 
match the needs of the constantly evolving and diverse digital scene.

SERVICES: Digital marketing; social media marketing; web/app design and 
development; content creation; digital video production

KEY CLIENTS: Bosch, Siemens, GAWAMEN, Hasbro, Hershey’s, IFFCO, 
Langnese, SAMACO, Yamaha Motors, Hansaplast, Houri Hearing

Ubrik Media
Founded: 2009 
Head of company: Monash Unny 
Headquartered: Dubai 
Monash.unny@ubrik.com; Sarfaraz@ubrik.com
We are a digital marketing agency in Dubai. We help businesses improve their 
marketing and sales through leveraging media, social media, web design and 
content marketing. That being said, we have expertise in digital media planning 
and buying, social media management, content marketing and inbound 
marketing for large B2B companies in the region, and we have been doing it for 
almost a decade.

SERVICES: Demand generation, digital media, content and inbound marketing, 
sales and marketing automation, marketing strategy and website development

VMLY&R Commerce MENA 

Founded: 2021 (formerly Geometry MENA) 
Headquartered: Dubai 
Head of company: Nick Walsh, CEO 
nick.walsh@vmlyrcommerce.com
VMLY&R COMMERCE sits at the centre of WPP’s commerce and experiential 
pillars, offering brands future-fit solutions that lead to conversion. We focus 
on the inseparable relationship that binds CX/UX with shopper XP to deliver 
tangible solutions at the moments that matter.

KEY CLIENTS: Coca-Cola, Coca-Cola Arena, British American Tobacco, Twitter, 
Colgate, The Galleria Al Maryah Island Abu Dhabi, Roads & Transport Authority, 
Department of Culture and Tourism Abu Dhabi, BP Castrol, Global AI Summit, 
Dubai Taxi Corporation

The Tribe 
Founded: 2006  
Head of company: Robert Mitchell, CEO 
business@thetribe.com
We are a digital transformation tribe. A branding tribe. A creative tribe. We are 
a tribe that wants to make great work, to craft fantastic experiences that make 
people talk, laugh and come back for more. Combining strategic and creative 
thinking with tech know-how. We innovate. We deliver. We solve.

KEY CLIENTS: Abu Dhabi Global Market, ACWA Power, ADNOC, Al Masaood, 
Cultural Foundation, Dubai Tourism, Environment Agency – Abu Dhabi, Qasr Al 
Hosn, Royal Commission for Makkah and the Holy Sites, Savills, St. Regis, Tcell, 
Visa International      

SERVICES: UX strategy, UI design, mobile, search, social 

Watermelon Communications
Founded: 2001 
Head of Company: Madhu Kuttat 
info@watermelonme.com
At Watermelon, our digital experts with proven track records offer services 
to clients and develop overall digital brand and marketing strategies that are 
in sync with their communication objectives. Internet marketing, designed to 
meet needs of today’s consumers, provides measurable results for companies. 
In April 2018, Watermelon joined with 3AW, a global network of independent 
full-service communication agencies.

KEY CLIENTS: Ambassador School, Logicom, Royal Brunei Airlines,  
Transfast, Weetabix

SERVICES: Digital strategy and marketing; mobile network advertising;  
social media advertising; programmatic advertising; SEO, SEM and Google 
Display Networks
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Admitad 

Founded: 2009  
Headquartered: Germany 
a.rudyuk@admitad.com
Developing affiliate partnerships between e-commerce merchants and online 
publishers on cost per action basis. Providing monetisation solutions for online 
business. Helping people earn money online anytime, anywhere.

SERVICES: Bringing affiliate marketing in the MENA region and globally to 
a new level with the most transparent and tech advanced affiliate network, 
admitad.com

KEY CLIENTS: Aliexpress, Nike, Booking.com, Shein, SharafDG, Flydubai, Amazon

MENA PARTNERS: STC, Liv bank, AirArabia, Skywards, etc.

Adform
Founded: 2002 
Headquarted: Copenhagen 
hassan.modan@adform.com
Adform is the only global, independent and fully integrated advertising platform 
built for modern marketing. Its unique enterprise technology – Adform FLOW 
– harnesses superior user experience and a scalable, modular and open 
architecture to enable seamless management of the whole campaign lifecycle. 
It provides clients with enhanced control and transparency across their 
advertising operations, including ownership of all data from their campaigns.

SERVICES: DSP, Ad Server, DMP, DCO Pro, SSP 

KEY CLIENTS: Vodafone, Ikea, BMW, Coty, H&M

Adludio
Founded: 2012 
Headquartered: London 
+971 4 425 3300
Adludio is a global, independent creative tech trading desk that specialises in 
de-livering excellent ROI on mobile by marrying brilliant creative, optimised 
with real-time data and media decisioning. Uniquely, Adludio has more than 
five years of creative data intelligence, giving them deep insights into how 
consumers engage with ads. They use that accumulated data and knowledge, 
in tandem with their proprietary tech and algorithms to design, build and 
then deliver a premium, crea-tive first, ad experience. Adludio campaigns are 
delivered on a CPE (cost per en-gagement) model.

SERVICES: Rich media sensory mobile advertising; data-driven marketing; 
brand impact optimisation.

MENA PARTNER: The TechVantage

AdColony
Founded 2008 
Headquartered Los Angeles, Istanbul and Singapore 
www.adcolony.com 
+971 4 405 4100 
warrick.billingham@adcolony.com
AdColony is the premier in-app marketplace for brands and agencies to 
reach consumers on the most intimate screen in their lives with 100 per cent 
measurable, transparent and brand-safe inventory and industry-leading 
viewability.

SERVICES: Thanks to our award-winning Aurora HD Video, Aurora HD 
Playables, and Instant-Play HD Video technologies, coupled with support for 
IAB standards for video and display, AdColony offers the most flexible and most 
effective campaign options in the industry

GUIDE
AD TECH 
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Criteo
Founded: 2005 
Headquartered: Paris, France 
www.criteo.com 
+971 4 556 9000 
s.saad@criteo.com
Criteo is the advertising platform for the open internet, an ecosystem that 
favours neutrality, transparency and inclusiveness. 2,700 Criteo team members 
partner with more than 19,000 customers and thousands of publishers around 
the globe to deliver effective advertising across all channels, by applying 
advanced machine learning to unparalleled data sets.

KEY CLIENTS: Booking.com, Sephora, Microsoft, Flyin.com, Sun & Sand Sports, 
Jumia, Namshi, Starsplay

AstraLab
Founded: 2018 
Headquartered: Germany 
+971 4 425 3300
AstraLab is an in-image contextual advertising solution powered by AI to 
analyse and process more than 5,000 attributes in real time to determine 
if brands associ-ate with the editorial text and images in a meaningful and 
relevant environment before serving the ad. We deliver our expertise and 
technology to more than 200 advertisers across sic markets (Germany, Russia, 
Estonia, Poland, UK, Middle East).

SERVICES: Contextual advertising solution 

MENA PARTNER: The TechVantage

Crimtan 
Founded: 2009 
Head of company: Paul Goad, CEO 
Head of MENA region: Phillipe Khouri  
phil.khouri@crimtan.com
Crimtan are the global experts in total lifecycle marketing for programmatic. 
Launched in 2009, the company’s mission is to be a trusted partner who 
delivers the most relevant, consented programmatic advertising, that drives 
exceptional incremental ROI across every stage of the customer lifecycle. 
Crimtan has offices across the world, including London, Chicago, Dubai, 
Singapore, Sydney and Tokyo.

SERVICES: Programmatic advertising; consent management; sequential 
messaging; creative studio; data management

Artefact
Founded: 1998 
Heads of company: Guillaume de Roquemaurel & Vincent 
Luciani (Global), Rahul Arya (MENA) 
hello-mena@artefact.com
Artefact is a next-generation data services provider, specialised in data 
consulting and data-driven digital marketing, dedicated to transforming data 
into business impact and tangible results across the entire value chain of 
organisations.

KEY CLIENTS: Nakheel, Dubai Tourism, Samsung, Dubai World Trade Center, 
DAMAC, Ooredoo

SERVICES: Data Consulting, Digital Marketing Activation, Data Marketing 
Strategy, Adtech/Martech Consulting

Founded: 2017 
Headquartered: London 
Global Offices: Dubai, San 
Francisco, Boston, London, 
Munich, Madrid, Singapore, Hong 
Kong, Manila, Sydney 
Number of staff: 200 
www.ad-lib.io 
mea@ad-lib.io

Ad-Lib is a creative management platform 
for brands to store, deploy and optimise 
all digital creative, enabling every ad to be 
useful and relevant to the consumer. Our 
creative automation technology (which 
includes AI for image resizing and video 
editing) enables brands to scale creative 
globally while making significant time and 
cost-savings. As marketing partners of 
both Google and Facebook, we help clients 
to maximise these key relationships while 
delivering cross-channel creative across 
display, video and social.

TECH PARTNERS: Google, Facebook, 
Instagram, Youtube, Smartly.io 

CERTIFICATIONS: Google Marketing 
Platform Partner, Facebook (Meta) 
Business Partner

SERVICES: Creative personalisation at 
scale; AI; auto trafficking; creative  
AI automation; creative automation; 
creative design strategy; creative 
insights; creative reporting; creative 
scaling; cross-channel reporting; 
data-driven creative; DCO (dynamic 
creative optimisation); dynamic creative 
production; programmatic creative

KEY CLIENTS: Johnson & Johnson, 
HSBC, Etihad Airways, Etisalat, Dubai 
Tourism, Reckitt Benckiser, Nestle, 
American Express, Dyson, Estee Lauder, 
Shell, L’Oréal, Sony, Samsung

AWARDS: 2021 Programmatic Power 
Players list by AdExchanger; Most 
Valuable Tech Product of the year by 
Campaign Asia-Pacific; Start-up Of 
the Year by Campaign Tech; The Drum 
Awards Digital Advertising; YouTube 
Awards Shortlisted: Best Retail Campaign 
& Best Creative on YouTube

L E A D E R S H I P  PA N E L

Oliver Marlow-Thomas
Founder

Adit Abhyankar
CEO

Janira Hernandez
Head of MEA

CAM299_P87-95_Ad Tech.indd   88CAM299_P87-95_Ad Tech.indd   88 1/31/22   5:50 PM1/31/22   5:50 PM



AD  TECH January 31, 2022 89

Facelift
Headquartered: Hamburg, with offices in Paris, London, Dubai 
www.facelift-bbt.com/en 
+971 4 551 5746 
et@facelift-bbt.com
Facelift Cloud is an all-in-one social media marketing and management suite.
Official Instagram and Facebook marketing partner, WhatsApp business 
solutions provider. Works to enhance social customer experience. 

SERVICES: SaaS social media marketing and management suite, tech 
solutions for enhancing Instagram stories and AMPs, social listening and 
monitoring, UGC-management, influencer marketing, employee advocacy

KEY CLIENTS:  Avaya, Chalhoub, Etisalat, KIKO, Lulu Hypermarkets, Magrabi, 
SkyNews, QA

Futuretech 

Founded: 2015 
Headquartered: Dubai 
+971 4 455 3067 
info@thisisfuture.com
PARTNERS: Loopme, Adimo, Reuters, Future X, NEXD, Future Influence  

SERVICES: Business intelligence; content marketing; creative technology; 
digital ad solutions; digital content distribution; media automation services; 
mobile marketing; online video advertising; programmatic media; technology 

KEY CLIENTS: OMG, MCN, Havas, Denstu Aegis, Mastercard, MTN

DynAdmic
Founded: 2012 
Headquartered: France 
celine@dynadmic.com 
www.dynadmic.com 
+971 54 532 0330
DynAdmic, a leading platform for precision reach, is a digital media marketplace that allows brands to reach over 1 billion people every month globally. 
Our unique proprietary technology uses audio recognition and AI semantic analysis helping media agencies and direct advertisers target their 
qualified and relevant audience based on their real time interest.

PARTNERS: MOAT, IAS, Youtube, Nielsen, Comscore,  DV360, Campaign manager

SERVICES: Video ads; off-social story ads; contextual targeting (first-party data); keyword precision targeting; targeting in 28 different languages 
available (including Arabic, Hindi, Hebrew and Russian) in 100+ countries; brand safety; fraud protection; share of voice studies

KEY CLIENTS: Unilever, McDonald’s, Mercedes, Etisalat,  Chanel, LG, Philips, Emirates, saudi telecom, Atlantis, Sofitel, Dubai Property, Volkswagen, 
Sanofi, Visa, Huawei, Sony, Samsung

Founded: 2013 
Number of staff: 300+ 
Offices: UAE, KSA, Egypt, Tunisia, Jordan, Lebanon and India 
www.arabyads.com 
+971 50 659 5787 
info@arabyads.com 

ArabyAds is a global technology company that empowers e-commerce marketing.  
It offers multiple digital advertising platforms across different touchpoints of a brand’s 
journey in a customer lifecycle ranging from customer acquisition to retention and 
monetisation. Headquartered in Dubai, ArabyAds was founded in 2013 to leverage 
innovation and deliver measurable results to its advertisers with data-led, transparency-
first and omnichannel marketing. Entrepreneur Middle East recognised ArabyAds as 
the best e-commerce marketing platform 2021.

TECH PARTNERS: Oracle, Huawei Ads

SERVICES: New user acquisition and conversion, user retention, user monetisation, 
social commerce, influencer marketing, OEM-based app marketing, programmatic 
marketing

KEY CLIENTS: Max Fashion, Bath & Body Works, Vogacloset , Abdul Samad Al Qurashi, 
Bloomingdale’s , Mamas & Papas , Gap , H&M , American Eagle , The Body Shop , 
6thStreet , Modanisa , Mumzworld , Riva Fashion

L E A D E R S H I P  PA N E L

Mahmoud Fathy
Chief Executive Officer & Co-Founder

Mohammad Khartabil
CBDO & Co-Founder

Gulrez Alam
Chief Investment & Strategy Officer
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Iconiction
Founded: 2014 
CEO: Sebastien Marteau 
+971 55 239 1608 
Sebastien.marteau@iconiction.com
Iconiction has secured various strategic partnerships (du, Careem, Huawei) to 
bring unique advertising platforms to MENA (SMS marketing, wi-fi advertising, 
app downloads, sampling). Active in shopper marketing and mobile advertising, 
we can also target international traveller audiences (such as the Chinese) and 
launch mobile coupons (Apple Wallet/Google Pay).

SERVICES: Chinese mobile advertising; taxi screen advertising (Careem, RTA 
Dubai Airport) and sample distribution (Careem); du advertising platforms 
(SMS marketing and wi-fi UAE), wi-fi advertising (4- and 5-star luxury hotels 
globally); Huawei and Samsung app downloads

Inskin Media
Founded: 2009 
Headquartered: London 
info@inskinmedia.com 
+44 203 301 9099 
www.inskinmedia.com
SERVICES: Rich media; display; programmatic; data; premium environments

Huawei Ads
Founded: 2018 (Huawei ads); 1987 (Huawei) 
Headquartered: Dubai (regional), Shenzhen (global) 
https://ads.huawei.com/ 
adsmea@huawei.com
Huawei Ads is one of the largest advertising marketplaces in the world, with a 
reach of more than 700 million globally. With a data footprint that combines 
both branded Huawei demand as well as external advertisers, marketers have 
exclusive access to a global user base of Huawei device users, who are currently 
not being serviced through similar technologies. It has presence in more than 
170 countries, with 96,000 R&D employees globally, and 700 million users.

SERVICES: Programmatic ad exchange; supply-side platform; demand-side 
platform; data management platform; exclusive audiences; rich media format; 
unique app supply; native ads

L E A D E R S H I P  PA N E L

Sally Makarem
UAE Managing Director

Ziad Khammar
Chief Operating Officer

Daniel Young
Yield, Inventory and 

Programmatic Director

Imad Sarrouf
Head of Ad Technology

George Zakkour
Regional Head of Trading 

and Partnerships

Founded: 2010 
www.dms-cg.com 
+971 4 454 5454 

Digital Media Services (DMS), a Choueiri Group brand, specialises in powering 
innovative communications strategies – helping brands reach their consumers across 
the MENA region and beyond. We exclusively represent more than 30 leading Arabic 
and international websites reaching more than 100 million unique browsers, namely 
Anghami, Dailymotion, Kooora, Viu, Sabq and Mawdoo3. Complementing our unique 
portfolio, our investments in first-party data, adtech and programmatic solutions 
have established us as leaders in video and performance solutions via DMS Video and 
InMotion. Our team is committed to helping you tap the full potential of your brand’s 
story via our market-leading branded content services through DMS Content  
and DMS Studio.

SERVICES: Programmatic solutions, creative media support, research, custom-made 
audiences, measurement, branded content, native content distribution, outcome-
based solutions 

Hawkeye – Interactive Video 
Technology Platform by IAS Media
Founded: 2019 
Head of company: Ali Asgar Mir 
ashfaque@hawkeyetube.com 
+971 4 4475760
HAWKEYE is the first real-time interactive video technology platform in the 
MENA region that helps brands generate higher levels of engagement than the 
regular video banners. HawkEye’s interactive features allow content creators to 
produce compelling videos that can be made more relevant and informative.

SERVICES: Interactive video conversions and platform providers for pre-
roll, mid-roll, interactive mobile ads, interactive video banners, real-time 
insightsdashboard, adtech, real-time quiz for activations
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IQ Data
Founded: 2016 
Headquartered: Dubai 
www.iqdata.ai
IQ Data provides location data-driven products and services for clients in the 
retail, education, automotive, ad tech and OOH sectors. IQ Data’s core product 
GeoPlace processes large datasets mapped across venues and points of 
interest to derive competitive industry intelligence, deeper understanding  
of customers for audience targeting and predictive analytics for critical 
business decisions.

PRODUCTS: IQ GeoPlace (geo-location analytics and audience segmentation 
DMP); IQ Halo (geo-spatial data creation and validation technology); IQ 
Audiences(custom geo-behavioral audience segments); IQ Wi-Fi (wi-fi analytics)

mFilterIt
Founded: 2015 
Headquartered: India 
debsena@mfilterit.com
mFilterIt is a fast-growing global digital assurance, diligence and safety enabler. 
It helps the ecosystem to optimise engagement with customers and other 
stakeholders by eliminating fraudulent transactions like fake installs, bogus 
engagements, etc.  The solutions also help brands in monitoring brand in  
real-time and protecting it from any kind of digital abuse and comply with 
regulatory codes.

KEY CLIENTS: Unilever, ESPN, Noon, OYO, Max, Cred, Starzplay, Virgin

SERVICES: App fraud protection, web fraud protection, brand safety, brand 
infringement, e-commerce assurance

mCanvas
Founded: 2015 
Headquartered: India 
+971 4 425 3300
mCanvas is a storytelling platform that helps brands emotionally connect 
with their audiences on mobile screens. Our innovate custom-built executions 
deliver user interaction and engagement creating memorable brand impact by 
etching phone sensors and device features into the brand narrative. mCanvas 
is creating ‘wow’ moments every day by reinventing formats, building tools and 
providing a marketplace to run these experiences at scale.

SERVICES: Sensory rich media; storytelling; award-winning ad platform

MENA PARTNER: The TechVantage

LexisNexis
Founded: 1970 
Headquartered: The Netherlands 
www.lexisnexis.ae 
+971 4 560 1200 
adam.hall@lexisnexis.com
As part of LexisNexis Legal & Professional, we are the leading global provider 
of regulatory and business information and analytics that help professional 
customers make better decisions, increase productivity and serve clients 
better. Our leading products and services are used throughout the world and in 
virtually every industry and area of business.

SERVICES: Media monitoring and analytics; due diligence and compliance; 
research databases; news media archives; social media monitoring and analytics

L E A D E R S H I P  PA N E L

Tanisha Sakhawat
Group Head, MENAT

Shant Arabsessian
Senior Account Manager, MENAT

Nick Reid
SVP & Managing Director EMEA

Johara Abdelmoumen
Business Director, MENAT

Wassim Mneimneh
Business Director, MENAT

Founded: 2008 
Head of company: Mark Zagorski, CEO 
Number of staff: 800+ global employees 
https://doubleverify.com 
+971 55 711 5144 (Wassim Mneimneh) 
+971 54 777 2141 (Johara Abdelmoumen) 
Johara.Abdelmoumen@doubleverify.com 
Wassim.Mneimneh@doubleverify.com

DoubleVerify is a leading software platform for digital media measurement and 
analytics. Our mission is to make the digital advertising ecosystem stronger, safer and 
more secure, thereby preserving the fair value exchange between buyers and sellers 
of digital media. Hundreds of Fortune 500 advertisers employ our unbiased data and 
analytics to drive campaign quality and effectiveness, and to maximise return on their 
digital advertising investments – globally.

TECH PARTNERS: DV360, The Trade Desk, Amazon, MediaMath, AdForm, AppNexus, 
Sizmek, Instagram, Facebook, YouTube, Snapchat, TikTok, Twitter, Innovid, SpotX, 
InMobi, Teads, Eyeview, GroundTruth

SERVICES: Authenticates media quality and powers performance for the world’s 
largest media companies, brands, platforms and publishers. Offers comprehensive 
coverage across pre and post-bid, verification and performance, desktop display and 
video, mobile web and mobile app display and video, social and CTV.

KEY CLIENTS: DoubleVerify partners with all agency holding companies, and a 
number of leading independent local agencies. We also partner with some of the 
world’s top FTSE 500 global brands.
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L E A D E R S H I P  PA N E L

Founded: 2009 (globally); 2016 in MEA 
Headquartered: Paris 
en.gamned.com 
+971 4 442 7307  
ym@gamned.com 
contact@gamned.com

Gamned! MEA was launched in Dubai in 2016 and is a subsidiary of Gamned! Group, 
founded in 2009. Gamned! is a programmatic digital advertising company, part of TF1 
Group (the number one European media group). A managed trading-desk pioneer in 
real-time bidding advertising, Gamned! addresses all media challenges from branding 
to acquisition and retail media activations. Gamned! combines human expertise and 
cutting-edge technology to offer multichannel programmatic campaigns (desktop, 
mobile, social, native, video, audio, DOOH) to advertisers and agencies, allowing them 
to target their audiences through agnostic multi-DSP buying and real-time messages 
customisation (DCO). Its multi-awarded tools bring key insights to optimise advertisers’ 
digital marketing strategies. Gamned! has already successfully optimised more than 
8,000 programmatic campaigns across 100 countries in 38 languages and delivers 
every month about 5 billion customised ads. The company, has more than 160 experts 
working in nine offices worldwide (Belgium, Brazil, France, Malaysia, The Netherlands, 
Switzerland and UAE).

SERVICES: Programmatic advertising campaigns with managed trading-desk services; 
dynamic creative optimisation; reports and consolidated dashboards; digital media 
consultancy 

KEY CLIENTS: Al Gandhi Group, Al Tayer Group, Apparel Group, Aswaaq, Axa Gulf, Bank 
Audi, Bloomingdales, CIB, Creme21, DSquare2, Edgewell, Emirates, Etisalat, Eurotech, 
Expo2020, Ford, Gap, Givenchy, Guerlain, Khiel’s, Landmark Group, Legoland, Lincoln, 
Medcare, Palazzo Versace, Park Hyatt, Qatar Foundation, Riot Games, Sharjah Tourism, 
Taqa – Abu Dhabi Power, Tilda

Olivier Goulon
Global Group CEO  

and co-Founder

Yves-Michel Gabay
Managing Director 

Middle East & Africa

PiWheel 
Founded: 2019 
Head of Company: Mazen Hallaway, CEO and founder 
info@piwheel.com 
www.piwheel.com
PiWheel is an eCommerce intelligence and consultancy company based in 
Dubai. Our technology activates data, automates execution, and optimises 
e-commerce marketing performance for brands in UAE, Saudi, India and 
Australia. Our consultancy grants brands access to the highest level of 
e-commerce expertise to scale and convert more shoppers with improved 
content, advertising and operation.

SERVICES: Strategy; content; operations

Project Agora
Founded: 2014 
Headquartered: Dubai 
projectagora.com 
mea@projectagora.com
Project Agora powers local publishers to increase the value of their visitors, so 
that they can invest in content and services for their local communities. Using data 
science, programmatic technology and unique native ad formats, Project Agora 
increases publisher pageviews and revenue by successfully matching billions of 
advertising impressions with thousands of local and international advertisers.

SERVICES: (For publishers) automated monetisation; yield optimisation; header 
bidding; outstream video; content discovery. (For advertisers) brand safety and 
premium context; results-based media buying options; high-performing native 
advertising (content & video) formats 

MENA PARTNERS: Al-Khaleejiah, Argaam, Brandformance, Donia Al Watan, 
Gemini, Gulf News, Red Media, Regie Alfa Sal, Sarmady, Skynews Arabia

MMP
Founded:  2016 
Headquartered:  Dubai 
www.mmpww.com 
info@mmpww.com 
+971 4 514 8554
MMP World Wide (MMPWW) is the leading premium global programmatic 
marketplace. Powered by state-of-the-art technologies and in partnership 
with DMPs, MMPWW offers a trading ecosystem with targeted inventory, 
insights, and analytics. Employing a combination of in-house tech expertise 
with valuable strategic industry alliances, MMPWW equips its clients with the 
tools and knowledge to better monetise their digital advertising inventory and 
improve campaign performance. The company also educates its stakeholders 
on building a safer media ecosystem through the use of ad-tech solutions. With 
its headquarters based in Dubai, MMPWW has extended its global operations 
to service and access more than 40 countries, with a growing network of more 
than 500 publishers and 55 buyers.

Mediatronic
Founded: 2016 
Headquartered: Beirut 
www.mediatronic.net 
+961 1 813 414 
+966 11 279 0700 
info@mediatronic.net
Founded in 2016, Mediatronic is a technology-driven ad network, built around 
three key pillars: reach, technology and ROI. We’re focused on delivering 
performance surpassing market averages, whilst being the most equipped ad 
tech company for fraud detection, viewability and brand safety.

SERVICES: Mobile advertising, video advertising, display advertising, 
performance mar-keting, programmatic solutions
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Sense-R
Founded: 2016 
Headquartered: Dubai 
sense-r.com 
info@sense-r.com 
+971 4 277 8522
The leading VR and AR organisation in the UAE. We provide ready-to-activate 
and custom-built virtual and augmented reality solutions for product launches, 
conferences and exhibitions, entertainment, CSR, job training and health and safety.

SERVICES: Virtual reality; augmented reality; mixed reality; 360-degree video; 
web applications

Simplifai Labs
Founded: 2018 
Headquartered: Dubai 
simplifailabs.com 
+971 50 456 8261; +971 52 910 7317 
contact@simplifailabs.com
A marketing technology company that places ads alongside the most relevant 
and brand-safe environment, protecting brand reputation without storing 
online cookie data. Our deep learning technology captures in real-time 
websites’ content sentiment and the emotions that triggers in visitors, prior to 
placing the ad. This has demonstrated 25 per cent improvement in return on ad 
spends.

SERVICES: Brand safety; high viewability; contextual relevance; cookie-less 
targeting

KEY CLIENTS: Maxus, Omnicom Group, Publicis Media, Radix Media, 
Wavemaker, DU, EMAX, Emirates NDBD, Himalaya, Mashreq Bank, Marmum, 
NBO, Noor Bank, RTA, Volkswagen, Zomato

Tailwind EMEA
Founded: 2014 
Headquartered: Dubai 
 www.tailwindemea.net 
+ 971 427 983 94 
welisten@tailwindemea.net
An advertising and marketing technologies solutions Integrator that enables 
publishers, advertisers and advertising agencies to cut through the complexity 
of their digital business and drive it fast-forward. The preferred partner of 
Sizmek, by Amazon, Xandr by AT&T and GlobalWebIndex in Central Eastern and 
South Eastern Europe & Middle East and North Africa region.

SERVICES: Ad server, ad management, dynamic creative optimization, ad 
verification, DMP, DSP, SSP, yield analytics, audience profiling & segmentation, 
media planning & buying

MENA PARTNERS: Mindshare, Dentsu, Phd, Fusion5, MediaTech, JLR, VW, 
Colgate Palmolive,  Chanel, Richemont, Argaam, Okaz, 4Sale

SHAREit Group
Founded: 2015 
Headquartered: Singapore 
mediasales@ushareit.com 
www.ushareit.com 
+971 56 246 9520
SHAREit is one of the world’s largest online and offline advertising platforms 
that provides users with content streaming, gaming and file sharing service. 
SHAREit has 1.8 billion users worldwide and more than 70 million monthly 
active users in MENA. In 2020, SHAREit was recognised as the fastest growing 
media publisher globally by AppsFlyer.

SERVICES: Performance solutions, impact/awareness solutions in display and 
video advertising formats, retargeting and re-engagement solutions.

L E A D E R S H I P  PA N E L

Christopher  
Gregory-Pasha
Sales Director, MEA

Stewart Smith
Managing Director, MEA

Sverre Christiansen
Senior Sales Manager, MEA

Dawn Woodhouse
Senior Manager  

of Accounts, MEA

Founded: 2007 
Head of company: Mark Rabe, CEO 
Number of staff: 350 
www.sojern.com 
+971 4 585 0741 
meainfo@sojern.com

Sojern is a leading digital marketing platform built for travel marketers. Powered by 
artificial intelligence and traveller intent data, Sojern provides multi-channel marketing 
solutions to drive direct demand. 10,000 hotels, attractions, tourism boards, and 
travel marketers rely on Sojern annually to engage and convert travellers. Sojern is 
headquartered in San Francisco, with teams based in Dubai, Dublin, London, Omaha, 
Paris, San Francisco and Singapore.

TECH PARTNERS: Facebook, Google, Bing, The Hotel Network

SERVICES: Smart online advertising for hotels, attractions, tourism, destinations; digital 
marketing; travel marketing solutions; programmatic; multi-channel; social media; 
search engine marketing; metasearch

KEY CLIENTS: Accor, Abu Dhabi Tourism, Minor Hotels, IHG, Marriott, Jumeirah 

AWARDS: Hotel Tech Report finalist in Metasearch and Ad Tech Category 2022 – also 
awarded a Certificate of Excellence, signifying vendors who build products and services 
customers love; Campaign’s Faces to Watch, Brand Edition 2021 – Muhammad Arslan, 
Business Development Representative, Sojern; Best in Singapore 2021 Award – part of 
the 22 Best SEM Agencies in Singapore; Travel & Hospitality Awards Winner for 2020 – 
Travel & Hospitality Awards
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Mahmoud Talaat
Founder and CEO

Mahamoud Abdel-Fattah
Co-founder and CTO

Amir Harby
Chief Business Development Officer

L E A D E R S H I P  PA N E LFounded:2016 
Headquartered: Cairo 
info@speakol.com 
www.speakol.com 
+971 50 297 7325 (UAE) 
+20 37 60 2876 (Egypt) 
+966 11 513 0200 (KSA)

An integrated digital marketing solution provider with the largest Arabic display network 
and the first content discovery and recommendation platform in MENA. Our technology 
enables publishers to boost users’ engagement and monetise their online presence, 
and allows advertisers to target potential customers and promote their brands. Speakol 
strives to encourage knowledge, share recommended content through our discovery 
platform and create personalised experiences for all our readers. Speakol aims to 
enable brands, advertisers and vendors to promote their products and services on the 
most premium publishers in the MENA region to audiences who are most receptive to 
their messages. Speakol empowers publishers to monetise, drive traffic and increase 
their readership through aggregating recommended articles and providing multiple 
personalised ads formats.

MENA PARTNERS: Connect Ads, Khaleejtimes, CNN Arabic, Sabq, Argaam, Media.net, 
Mubasher,MSN, Youm7, Gemeni Media

KEY CLIENTS: We serve more than 13,500 world-class publishers and advertisers, are 
trusted by more than 1,500 publishers and used by more than 12,000 of the  
GCC and MENA region’s leading brands and advertisers.

SERVICES: Native advertising; media; online marketing; internet marketing; display 
advertising; digital advertising

TTV Programmatic Premium  
Supply Network
Founded: 2019 
Headquartered: Dubai 
+971 4 425 3300
The TTV Programmatic Premium Supply Network brings the world’s leading 
pre-mium publishers to the MENA region, making them accessible through 
PG deals. This enables cost-effective and targeted programmatic inventory, 
layered with some of the world’s most powerful data management platforms to 
deliver con-sistent successful campaigns.

SERVICES: Programmatic supply; programmatic guaranteed inventory 

KEY PARTNERS: WSJ, The Economist, Insider, Bloomberg, The Times, F1, 
Skyscan-ner, Ixigo, Daily Mail, Buzz Feed, The Hindu, Indian Express, SCMP

MENA PARTNER: The Techvantage

Turbine Media
Founded: 2017 
Headquartered: Dubai 
www.turbine.media 
+971 4 454 1159 
kassem@turbine.media
Turbine is a new breed of media platform based on social creativity and instant 
marketing. It connects brands with creative social media fans and influencers 
who share their moments and stories about advertisers’ campaigns. Turbine 
aims to build a meaningful relationship between brands and people; it utilises the 
suggested shared content reflecting the real spontaneous moments of social 
creators’ posts that enhance their authenticity among their friends and fans.

SERVICES: Influencer marketing, data driven influencer platform, social paid 
partnerships

Teads
Holding company: Altice 
Headquartered: New York (global), Dubai (regional) 
www.teads.com 
sales-mena@teads.com 
+971 44 34 42 34
Teads, The Global Media Platform, is the single access point for advertisers to 
connect to the world’s best publishers and reaches an audience of more than 
1.5 billion people every month. Teads’ made-for-mobile ad experiences deliver 
the best combination of mass reach and brand safety in the market. Teads’ end-
to-end platform provides a sustainable advertising ecosystem that respectfully 
connects brands to consumers.

SERVICES: Viewable Video Suite, Viewable Display, Teads Studio, Teads 
Prediction AI, Teads Audiences, Teads Ad Manager, Teads Contextual Targeting

TECH PARTNERS: Moat, IAS, Grapeshot, Double Verify, Realeyes, TTD, DBM / 
DV360, Appnexus, Amazon A9, Oracle, Nielsen

Talkwalker
Founded: 2009 
Headquartered: Luxembourg 
contact@talkwalker.com
Talkwalker is a listening and analytics company that empowers more than 2,000 
brands and agencies to optimise the impact of their communication efforts. 
We provide companies with an easy-to-use platform to protect, measure, and 
promote their brand worldwide, across all communication channels.

SERVICES: Social content ratings, video recognition, customer data, PR & 
communications, digital marketing

KEY CLIENTS: Adidas, Spotify, Oglivy, Wunderman, Yves Rocher.
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Ve Global
Founded: 2009 
Headquartered: Dublin 
+971 4 425 3300
Ve’s data driven technology products help businesses of all sizes and sectors 
attract and convert the right audience, with the right message at the right 
time. Ve’s unique approach combining programmatic advertising with 
conversion optimisation solutions allows advertisers to seamlessly connect and 
personalise the advertising, onsite and remarketing experience for customers.

SERVICES: Performance; conversions; programmatic advertising; remarketing 

MENA PARTNER: The TechVantage

WeChat
Founded: 2011 
Headquartered: Shenzhen, China 
+971 4 425 3300 
www.wechat.com
WeChat is a Chinese multi-purpose messaging, social media and mobile 
payment app developed by Tencent. First released in 2011, it became the world’s 
largest standalone mobile app in 2018, with more than 1 billion monthly active 
users. WeChat has been described as China’s ‘app for everything’ and a ‘super 
app’ because of its wide range of functions.

SERVICES: Official account development; social media marketing; content 
marketing; WeChat advertisement; Mini Programs ecosystem; Tencent Cloud

MENA PARTNER: The Techvantage

L E A D E R S H I P  PA N E L

Founded: 2016 
Headquartered: Dubai 
taha@totalmediaventures.com 
www.totalmediaventures.com 
+971 4 439 6608

Total Media Ventures is an data-tech-driven 
technology hub offering multiple digital 
solutions to advertisers in the MENA region

Value Lead : A performance platform 
focused on converting consumer intent into 
action and driving business performance.

Value Data: A video platform offering 
multiple video formats, viewable and 
premium environment offering CPCV and 
CPV buying models

Smartifai is a tech platform specialising in 
contextual and visual intelligence applying 
machine learning expertise to extract value 
from digital content .

SERVICES: performance solutions to 
advertisers on CPL , CPA , CPI and CPV 

models, which extend to per qualified 
results; partnership with world class 
call centre speaking 16 languages; 
rich media solutions created by our in-
house creative studio offering extremely 
granular targeting capabilities including 
geofencing, look-alike and trend, to 
reach the right audience; TV sync, which 
allows advertisers to leverage our TV 
sync technology to synchronize TV and 
digital advertisement to reach the user 
simultaneously on different levels with 
ad messages and to increase users’ 
engagement

KEY CLIENTS: Publicis, OMD , Carat, 
Mindshare , Xaxis, Mediacom, Initiative, 
Magna Global, BPG MAX, Radix Media, 
Nissan, General Motors, VW, Ford, ADCB, 
ENBD, FAB, Citibank, Etisalat, Dubai 
Properties, Deyaar, Mercedes, Maserati, 
Pepsi, HP

PARTNERS: Hybrid.ai, Adjust, Appflyer, 
Brightroll, TURN, Mediamath, Bidswitch

Herman D’Souza
Co-Founder

Taha Kazmi
Co-Founder

Halyna Salame
Agency Partnerships

Unruly
Founded: 2006 
Headquartered: London 
+971 4 425 3300 
https://unruly.co/
Unruly uses emotional data to deliver brand-safe awesome advertising to 1.2 
billion people. We win minds and steal hearts through the power of a data-
driven video marketplace. Our superpower is the emotional data solution, 
UnrulyEQ, with a decade’s proprietary data and tech, machine learning and 
people-powered intelligence. 

SERVICES: Premium media, emotional data, brand safety, interactive video ads, 
unmissable video ads, vertical video, in-stream

MENA PARTNER: The TechVantage

VDX.tv 
Founded: 2001 (Formerly Exponential Interactive) 
Head of company: Dilip DaSilva, chairman and CEO 
hello@vdx.tv  
sales.middleeast@vdx.tv
VDX.tv is a global advertising technology company that is transforming the way 
brands connect with relevant audiences in today’s converging video landscape. 
We create video-driven experiences that integrate a brand’s TV and digital 
messages and empower marketers to captivate viewers, compel action, and 
convert awareness into response.

SERVICES: Video advertising, OTT advertising, connected TV advertising, CPV, 
campaign management
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MATTER OF FACT
News, views & trends from across the spectrum

DIGITALLY CONSISTENT 
AND STEADFAST

At the outset of every new year, communication strategists and analysts lay out what they had learned the year prior to 
base their projections on the trends that will influence and affect markets. However, given the global challenges brought 
forth by the pandemic over the past two years, the digital sphere has evolved in leaps and bounds, leaving li�le space for 
contemplation and compelling practitioners to bolster the tools and strategies they are currently utilising instead of 
developing new ones.

That is why most of the trends marketers will be looking forward to benefiting from in 2022 thus far involve platforms 
and processes that are already in widespread use: TikTok will become even more relevant, brands need to continue 
diversifying their presences across social media, influencer marketing will continue to grow, and mobile audiences will 
remain the primary target.

However, if I were to throw my two cents to the wind, I would keep a watchful eye over the unravelling effect of NFTs on 
the sector and how brands will seek to capitalise on them to gain another avenue of influence; but that is another story 
for another time. 

GAME CHANGER

In less than a year, NFTs transitioned from 
obscurity to pop culture, driven by the 
rapidly increasing digital drive that 
encouraged brands to explore new 
possibilities to engage with their audiences. 
Only time will tell the impact NFTs will have 
on the market: reinvent the wheel or just 

maintain a dedicated base.

BREAKING THE NET

Careem recently launched its Senior Citizen 
Internship programme to introduce senior 
citizens to work at the company. This is a 
progressive campaign that is receiving lots 
of positive press, with some calling for it to 
become a standard process worldwide. If 
you have the drive to work, you should be 
granted the platform to do so and, in the 
process, inspire those around you with your 

experience.

#NOT
Never forget to dot your I’s

In an increasingly digital world, billboards 
are still surprisingly relatively expensive; for 
that reason, internal teams are usually 
meticulous when designing and approving 
them. One can only wonder how many eyes 
scanned this Windsor Regional Hospital ad 
without noticing the glaring typo. Silver 
lining? The CEO flipped the script and used 
the typo to fuel another of their campaigns. 

Managing Director of Cicero & Bernay
Communication Consultancy

TARIQ AL-SHARABI

Global social media users in 
2021

3.7 billion
Active monthly
TikTok users

1 billion

+Video views are mobile
75%+

Daily viewers on Facebook 
Stories

500 million+
Source: adleaks,adepresso

Interning like a proNFT FYI
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  TECH TIPS

UAE brands heavily rely on their qualifi ed advertising agencies 
for all their marketing needs, leaving their marketing managers in a position where they 
consider ‘the agency’ as Aladdin’s genie, who can do wonders in no time.

Agencies are used to getting last-minute briefs. The urgent requests to start the campaign 
‘immediately’ are not surprising. The pitch brief with the stringent deadline is not uncommon. And, 
on top of that, expecting a creative fl ow of ideas is something that has always been a top priority.

Every now and then, we get a call from the client sounding apologetic, who calmly tries to 
explain the brief, only divulging at the end that the campaign is a little urgent (obviously, in a tone 
of empathy, they try to trap you by saying: we know that you’re the best and only you can do it).

Ask any advertising professional what the key is to making a brand a successful one, and you’ll 
most likely get an answer that echoes the mantra of David Ogilvy, founder of Ogilvy & Mather: “If 
it doesn’t sell, it isn’t creative.”

I completely agree with David. It’s creativity that champions any marketing campaign, but 
the unremitting demands of the brands to deliver creativity at the last minute thwart the core 
objective: leaving a lasting impact on the audience.

Be it a high-budget commercial or a social media campaign, the agencies are expected to 
achieve long-term goals in a short time. The marketers must be warned of the dangers of creative 

eff ectiveness posed by short-termism. We shouldn’t be 
ignorant of the fact that campaigns delivered in a short time 
will inevitably underperform in the long run, but the question 
remains the same: what propels this urgency?

Laid-back management is one of the biggest challenges 
confronting advertising agencies. Late approvals from the 
management contribute to trickling down the pressure on 
the agency, which in turn squeezes its creative team to meet 
unrealistic deadlines. Creative professionals often acquiesce 
to last-minute demands that seem to come out of nowhere.

It is ideal for the brand’s communications team to throw 
the unrealistically tight deadlines on the agency and expect 
magical results. Being unable to meet their high expectations 
in quick time would result in stern phrases like: “This is 
something that you’re paid for.”

There is a lack of serious involvement from the top guys 
from the beginning. A robust solution to this problem is to be 
pragmatic and establish checkpoints that involve decision-

makers early in the process before decisions become last-minute.
The voracious appetite of brands to expect more content in less time has generated oodles of 

pressure on the agencies. This is perfectly illustrated by PepsiCo CMO Brad Jakeman, who said at 
the 2017 Cannes Lions Festival: “Instead of fi ve pieces of content a year, a brand like Pepsi needs 
about 5,000 pieces of content a year. Instead of taking six months to develop an ad, we have six 
hours or six days.”

With time, we’re witnessing a constant proliferation of content required by the brands. This 
exploding tsunami of content simply cannot be effi  ciently produced by humans in a restricted 
time frame.

As brands discover the benefi ts of dynamically changing campaigns, the demand for countless 
alterations outstrips not just what can be provided by external agencies, but indeed what can 
realistically be achieved by humans as well.

Hung out on a limb, agencies are attempting to manoeuvre themselves closer to the trunk of 
a brand despite the pressure to deliver last-minute. The post-Covid situation has crippled the 
agencies even further as the brands are pressing agencies to alter their costs to intertwine both 
sides’ success or failure.

Developing a campaign for maximum ROI and optimising it for eff ective performance is not an 
instant process. Or, to put it another way, last-minute campaigns can prove to be an unnecessary 
waste of budget.

It’s high time for brands to start incorporating creative capabilities into their typically technical 
organisations, which will help them realise that an agency needs time to become creative and 
deliver according to the expected standards.

A VIEW FROM

Waseem Yakdi
LAST-MINUTE, AREN’T 
YOU DONE YET?

We shouldn’t be 
ignorant of the fact 
that campaigns 
delivered in a 
short time will 
inevitably 
underperform in 
the long run.

Google has scrapped its 
Federation Learning of 
Cohorts (FloC) scheme to 
replace third-party cookies, 

and has announced the launch of Topics, a new 
Privacy Sandbox proposal for interest-based 
advertising. Topics was developed from the 
community’s feedback from the earlier FLoC 
trials, replacing the FLoC proposal, said the 
search giant in a blog post.

With Topics, the browser determines 
a handful of topics, such as ‘Fitness’, that 
represent the user’s top interests for that week 
based on their browsing history. Topics are kept 
for only three weeks and old topics are deleted. 
Topics are selected entirely on the device, 
without involving any external servers, including 
Google servers. When visiting a participating 
site, Topics picks just three topics, one topic 
from each of the past three weeks, to share 
with the site and its advertising partners. Topics 
enables browsers to give the user meaningful 
transparency and control over data, and 
Chrome is building user controls that let the 
user see the topics, remove those they dislike 
or disable the feature completely.

Topics are thoughtfully curated to exclude 
sensitive categories, such as gender or race. 
Because Topics is powered by the browser, it 
provides a more recognisable way to see and 
control how data is shared, compared with 
tracking mechanisms like third-party cookies. 
By providing websites with the topics of 
interest, online businesses have an option that 
doesn’t involve covert tracking 
techniques, like browser 
fingerprinting, in order to 
continue serving relevant ads.

Google 
introduces 
Topics API for 
Privacy Sandbox

  TECH TIPS  

By Waseem Yakdi, CEO, 
Zia Creative Network
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Happy new year, and welcome to 2022. This is our annual Predictions 
issue where we ask people to stir the tealeaves of the industry and 
tell us what they might expect to see in the next 12 months. It used 

to be fun to look back and see how everyone got on last year, but since the 
wildcard that was 2020, I’ve stopped holding anyone to their predictions. 
Let’s take these as guidance not gospel.

Ali Rez, writing about The Year Ahead for Creativity, likens events such as 
Covid-19 to a bird flying in front of a well-struck cricket ball. And in Jennifer 
Fischer’s piece on The Year Ahead for Advertising, she examines the very 
nature of predictions (and tomatoes – believe me, it’s an interesting read).

While we might not agree on what is to come, we can at least look at where 
we are now, and at some of the things that could possibly shape the regional 
industry in the coming year.

The world is pretty volatile right now. There are stirrings of war in 
Ukraine, and the Yemen conflict has reached the shores of the UAE. Stock 
markets are in flux, climate change is real and despite this being the second 
year of saying goodbye to Covid-19, the pandemic still not ready to leave the 
party. In another year some of the things that are weighing heavy on us will 
have turned out to be nothing, while things we never considered might have 
changed our lives completely.

As well as editing this issue of the magazine, I’ve spent the days since I 
returned from my annual leave visiting agencies and catching up with some 
of the industry’s big players about what worries them and what they are 
looking forward to.

Some of the themes that have come up again and again in the articles in 
this issue and in off-the-record discussions include the changes that are 
coming to tech. NFTs raised their heads last year, although we are yet to see 
marketers using them to their full potential. And while the introduction of 
the metaverse to mainstream marketers saw Facebook change its name to 

Meta in 2021, most of us are still unclear 
about how the concept will become 
manifest.

More tangible focuses seem to be on 
a possible bounce back for traditional 
media hit by the pandemic, including 
out-of-home and television (both with 
much stronger digital components 
than in the past), and the potentially 
exponential growth of new channels 
such as podcasts and gaming. 

Agencies and clients are busying 
themselves preparing for Ramadan, 
and although the winding down of 
Dubai Expo 2020 in March is likely to 
slow the pace of recovery somewhat, 
the Qatar World Cup towards the end of 
the year could be another shot in the arm for the region. With Qatar hosting 
football and the continued growth of Saudi Arabia’s non-oil economy, GCC 
marketing’s traditional focus on the UAE is becoming dispersed. This will not 
ease the talent crunch that we have long faced, but it will also mean that there 
is more incentive for young GCC nationals to look to the media, marketing, 
advertising and communications industries as lucrative career options. Of 
course, those who can include data in their skillsets will be snapped up fast.

Having thrown out a little of what I’ve read and heard, I’m going to hide 
behind the proviso I made at the beginning, and that Rez and Fischer lay down 
as well: predictions are a mug’s game. We will all get a lot of things wrong. 
But it’s the guessing, comparing forecasts, arguing and trying to predict the 
unpredictable that will best prepare us for whatever the future does bring.

Predicting the unpredictable

AUSTYN ALLISON
Editor

austyn.allison@motivate.ae
@maustyn

Dave Trott is the author 
of Creative Mischief, 
Predatory Thinking  
and One Plus One  
Equals Three

One man’s fish is another man’s poisson
Japan, like other countries, 

has been forced to adjust to 
the cashless economy. Due to the 
pandemic, it happened faster than 
anyone expected. 

People are paying for everything 
using plastic – consequently, 
people don’t need cash. If people 
don’t need cash, people don’t need 
24-hour cash machines. So banks 
across Japan have been closing 
their ATM sites.

Being Japanese, these aren’t 
just the hole-in-the-wall ATMs 
we’re used to. They are glass 
cubicles, each about the size of an 
average room, capable of taking 
one customer as they make a 
withdrawal.

So now the ATMs stand empty, too 
small for retail shops to take over.

But one man’s problem is another 
man’s opportunity.

Fujieda Jun is founder and 
chief executive of Baobab Bread 
Company, making speciality bread: 
fluffy, soft, sliced loaves. The 
Japanese love this delicate bread, 
and Jun wanted to launch his 
brand. He looked all over Osaka for 
a place to open a small store – to get 
people to sample it – but, obviously, 
it was difficult during a pandemic.

No-one builds tiny stores, and he 
didn’t want a large, expensive store 
that would need a major refit. He 
needed a little store, already built, 

clean and safe, in a high-traffic area.
That’s a big ask, but that’s when 

he discovered the ATM sites larger 
stores didn’t want. These were 
perfect for his pop-up speciality 
bread store, called Tokasho.

The banks, of course, built these 
ATMs exactly where most people 
would pass by; they were clean and 
safe, and small.

What would be a disadvantage 
to anyone else was perfect for him 
– the ATMs could only hold one 
customer at a time which, during a 
pandemic, made them ideal. People 
would queue outside, which, in 
itself, was an advertisement.

Tokasho immediately took 
over the ATM at Osaka’s Azamino 
station, from Mega Bank. Osaka is 
one of the busiest commuter cities 
in Japan, and women would stop 
in for bread while they picked up 
their children from school or their 
husband from the station.

Seeing how successful Jun’s 
pop-up shop was, others followed 
suit – udon noodle bars, coffee bars, 
anyone whose business was strictly 
takeaway, anyone who didn’t want 
a huge store with high rents but 
needed a safe and clean location in 
a high-traffic area.

And because the ATMs were 
standing empty, the banks were 
happy to rent them cheaply.

What had been a problem, 

looked at another way, became an 
opportunity.

Turning problems into 
opportunities used to be what the 
best advertising did.

Adam Morgan and Mark Barden 
address this subject in their 
book A Beautiful Constraint. In 
the introduction they discuss Mick 
Jagger’s unique style on stage, the 
tight flamboyance of his moves 
that have become universally 
recognisable.There was even a 
song Moves Like Jagger by Maroon 
5 and Christina Aguilera that went 
to number one in the US and sold 7 
million copies worldwide.

So how did Jagger develop such a 
unique style?

Keith Richards says it came 
from the tiny venues they played 
at when they started off. Between 
the group’s equipment and the 
audience, there was hardly any 
room to move on the tiny stage. 
So Jagger had to condense all his 
flamboyance into a small, tight space, 
which became his unique style.

As Benjamin Levine, who wrote 
the song said: “There’s something 
about the way Jagger moves that 
is uniquely his own and hard to 
imitate, but also accessible and 
silly and fun, not taking itself too 
seriously.” And it came from turning 
a problem into an opportunity, what 
we used to call creativity.

A VIEW FROM

 DAVE 
TROTT
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 Adidas… ‘I love Adidas’ commitment to sustainability.’ (JV)  Century Financial… ‘There’s relatability and realness there.’ (NK)

 Oreo… ‘It takes a lot of skill to make cake wrecks look this good.’ (JV)  Neom… ‘Not punchy enough; not as new as Neom’s vision.’ (NK)

 Friends of Cancer Patients… ‘Props to the copywriter who turned ‘YMCA’ into a campaign title.’ (JV)
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OREO (1)
Oh, sweet taste of imperfection. This campaign is a perfect 
example of creative empathy. Saatchi&Saatchi joined a 
wider conversation, happening across a myriad of verticals, 
about the values of real advertising. To have FMCG 
champion messages like ‘show up as your true-self’, ‘post 
that cake fail’, ‘learning is human’, and ‘take yourself less 
seriously’ through a brand like Oreo? Yas! Witty horror and 
sweet imperfections – I’m drooling. However, the comms 
could have stretched beyond the Halloween moment, 
allowing the brand to own the realness territory and 
through it connect with its audience.

NEOM (2)
Aspirational is too mainstream. Aspirational speech has 
fi nally inspired creative fatigue. Yes, this oxymoron’s 
there for a reason. Neom is reimagining the future; there’s 
no argument in the claim. But McCann London’s hero 
fi lm slightly muffl  ed their thunder. The visual cues are 
grappling, the transitions dynamic and smart; however, the 
copy reads predictably aspirational; not punchy enough; 
not as new as Neom’s vision. 

ADIDAS (3)
Mindful creative. Defi nitely an important message for a 
brand like Adidas to stand behind. Seeing brands rise to 
such pressing conversations cultivates further trust. Havas 
Middle East did a wonderful job bringing former French 
Football player Zidane into their dynamic fi lm. Defi nitely 
fuels message visibility. While the insight is great and the 
idea is great, the execution fell a little fl at. The copy could 
have been more poignant; playing with rhythm and rhymes 
to complement the runners’ tempo and the upbeat track 
would have brought it home.

CENTURY FINANCIAL (4)
Relatable messaging. The big message, as well as its nooks 
and crannies, is true. The UAE is a welcoming haven to us 
all. There’s relatability and realness there. However, the 
over-manicured treatment and the rigid copy created a 
slight disconnect. The shots could have been more intimate 
to relay the warmth and generosity we are engulfed with as 
expats. Visual stories similar to the father and his children 
nesting under an indoor tent could have come a long way. 

FRIENDS OF CANCER PATIENTS (5)
#YMCASelfCheck is a light spin to a serious conversation. 
The thought process and the research levels in the 
campaign are remarkable; bringing the ‘70s American disco 
to the breast cancer self-check and wedding them into one 
creative - brilliant. Because, let’s face it, songs and dances 
are much more memorable than cold written literature.

NADINE 
KAHALEH
Senior english copywriter
TikTok

JASON 
VELASQUEZ 
BURAYAG
Associate creative director
M&C Saatchi

Craft and executionareis what I chose to focus on when I 
was asked to give my two cents on the following pieces of 
work. After all, an idea can live or die by its execution. How 
well something is executed makes the diff erence between 
getting an emotional reaction (whether good or bad) or 
being ignored. And I think we can all agree that apathy is 
the worst thing that can happen to a piece of work you put 
out there. So how do these campaigns fare?

OREO (1)
It takes a lot of skill to make cake wrecks look this good. 
This campaign could have been ugly but the way the cake 
design and the photography come together (and, yes, I 
am assuming they put a lot of thought into how each cake 
looks) actually makes it fun.

NEOM (2)
For something that aims to be future-looking and change-
inspiring, this is about as traditional as advertising gets – a 
big budget, high production value, beautifully shot, edited 
and post-produced ad made for the big screen. And that’s 
not a bad thing. Every creative agency and production 
house want one of these in their reels and creds. It’s as good 
as a corporate brand positioning fi lm can get and deserves 
props for fi lm craft.

ADIDAS (3)
I’ve always loved Adidas’ commitment to sustainability 
and the environment. They’ve done some great work 
tackling the issue of ocean plastic with Parley and their 
fl oating tennis court. It’s nice to see them take on desert 
trash as well. The Desert Run is a great idea and I’d love to 
see it take off . But the fi lm felt like it could have been 
bigger and bolder, especially when you’ve got such big 
names involved.

CENTURY FINANCIAL (4)
I like the sentiment but there’s not much to say about the 
execution. Skipped.

FRIENDS OF CANCER PATIENTS (5)
Catchy tune? Check. Dance challenge? Check. Spreading 
awareness about breast cancer and teaching people 
how to self-examining themselves in a fun way that’s 
medically sound? Check. It’s a great use of the medium 
too. Props to the copywriter who turned ‘YMCA’ into 
a campaign title.

Private View

Neom
Title: Made to Change

Director of brand marketing: 
Robert Kellner

Executive director of marketing: 
Anthony Ward

Agency: McCann London
Creatives directors: Brad Reill, 

Alex van Rensburg
Agency producer: Dennis Olsso, 

Craft WW
Production company: Joy Films

Adidas
Title: Race for the Deserts

Agency: Havas Middle East

Century Financial
Title: #WhatsUAEForYou

Century Marketing Team: Sharad V 
K, Marketing Director, Asmita Das 

Kar, Digital Marketing Manager
Agency: Twisted Creative LLC

Oreo
Title: #TreatFails

Agency: Saatchi&Saatchi, Dubai
Regional ECD: Sebastien Boutebel

ECD:  Gautam Wadher
Creative director/copywriter: 

Alok Mohan
Senior art director: Eduardo Cesar

Friends of Cancer Patients
Title: #YMCASelfCheck

Agency: Havas Middle East
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The Spin
As a rule, The Spin sees gender 
reveals as vulgar and attention-
seeking, and perfectly aligned with 
influencer culture. But then we 
found one we can really get behind. 
Green Planet in Dubai is home to 
what is believed to be the first baby 
sloth to be born in the region, and at 
the end of January they planned to 
find out if it was a boy or a girl. 

promoted from head of supply 
and Country Manager KSA to  
GM of 
MMPExperiences, 
and Karim 
Chaanine from 
director of strategy 
and planning to 
GM of 
MMPPerformance. Further 
appointment announcements 
will be made in due course.

TBWA\RAAD announces the 
appointment of RAFAEL LAVOR 
as its new head of strategy.  
Lavor will be responsible for 
leading the agency’s planning 

team and its 
strategy 
discipline in the 
region, across all 
clients and 
brands. This 
appointment 
signals continued 

investment in strategy and 
planning across the company 
and the collective as a whole.

healthcare, FMCG, fashion, 
banking, F&B, government sectors 
that include brands like Citibank, 
Centrepoint and Al Ain Farms, His 
eye for the craft has won the global 
and regional spotlight in Cannes, 
New York Festivals, Dubai Lynx, 
and other marquee award shows.

MMP World Wide announced 
exciting new changes to its 
business operations and 
management structure. Effective 

immediately, 
NADER BITAR has 
been promoted 
from deputy 
general manager 
to managing 
director and will 

lead the company through its 
next phase of growth, creating a 
next-generation programmatic 
offering using state-of-the-art 
technologies to empower and 
scale the advertising equation 
forward. In line with the new 
internal business changes,  
WALID RAMADAN has also been 

Appointments
VMLY&R 
announced the 
appointment of 
MIGUEL BEMFICA 
as the chief 
creative officer for 
VMLY&R MENA. 

Building on the incredible 
creative legacy of the agency in 
the region, VMLY&R was Cannes 
Lions’ 2020 Middle East & Africa 
Agency of the Decade, Bemfica 
will drive creative excellence for 
client partners and develop the 
agency’s creative talent. He will 
report to VMLY&R Europe CCO, 
Jaime Mandelbaum.

Alo agency has been 
strengthening its hub with 
handpicked hires across different 
domains. The latest to join this 
tribe is PRAKASH 
ELUMALAI as 
head of creative. 
He brings to the 
table more than 17 
years of proven 
experience in 

TishTash 
announces SHAYE 
UECKERMANN has 
been promoted to 
account director, 
and Cleo Ames has 
joined as junior 
account executive. Ueckermann 
joined TishTash in 2014 for a 
number of years, before a career 
break and returning to the agency 
in 2021. As junior account 
executive, CLEO AMES works with 

clients including 
Neal’s Yard, 
D’Larta, The Body 
Shop, Bath and 
Body Works and 
Rossano Ferretti.

Agency Influencer has appointed 
SALAH BAKRI as head of client 
services, MENA. Salah joins 
Influencer.com 
with extensive 
experience, 
having worked at 
FP7 McCann, H+K 
and TBWA.

In good sloth tradition, the reveal 
wasn’t rushed. The baby was born in 
October, but has been clamped to its 
mum for the past few months, 
making it a little hard to see the bits 
of sloth that tell us if it prefers pink 
or blue. We are pleased to hear that 
Sloth Jr is a girl, who has been 
named Lime. Congratulations.

The Spin is a sucker for a spuri-
ously celebration of food. So 
imagine our delight when we got a 
three-for-one press release from 
Dubai’s Bread Street Kitchen 
announcing not only Shrove Tues-
day (aka Pancake Day, perhaps the 
OG of food days, on March 1 this 
year) but also Yorkshire Pudding 
Day (February 6) and Cornish Pasty 
Week (February 23-28). 

We can only imagine the squab-
bling that must go on between 
English counties when one gets a 

day and one gets a week for its local 
carb. Such bready factionalism was 
in contrast to the inclusive release 
we received from Excel Communi-
cations directing us to some of the 
best chicken curries to try around 
town (“from Asia to the Caribbean”) 
on National Curried Chicken day 
(January 12). Our diary is almost as 
full as our stomachs. 
Over the festive season, we checked 

our email while on leave and found 
an auto-reply (“this is an automated 
reply to acknowledge your email…”) 
from the press office of UAE-based 
airline flydubai. We didn’t remem-
ber sending them any emails so we 
were confused. But then we saw the 
heading: “Automatic reply: Season’s 
Greetings from flydubai # 
10303547”. It looks like the nice 
press people had sent us a Christ-
mas email, to which our out-of-office 
had automatically replied. Then  
flydubai’s email had automatically 
replied to the automatic reply… 
Somewhere in cyberspace our Out-
looks are now locked in an eternal 
clinch of politeness, wishing each 
other Happy New Year for eternity.
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CELEBRATE  
MENA’S CREATIVITY
The Dubai Lynx Awards enable those who push 
the possibilities of creativity to compete locally 

and be recognized globally. Winning at Lynx 
shows the world what you’re made of.

The Awards show will take place live at The 
Dubai Opera House on 16 March and the black 
tie awards dinner is a night of celebration and 

networking for the whole industry.

Early Bird prices for Awards seats last until  
9 February, so buy your passes now to receive a 

25% discount off the full price.  
 

Visit www.dubailynx.com for more information.
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