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RETAILERS

BRANDS

AGENCIES

We're tapping into the $40B retail advertising industry. Unlike 

search engine platforms, we know whether the customer made a 

purchase, so we can measure the return far more effectively. The 

results are exceeding our expectations, we have strong demand 

from our suppliers, who are shifting some of their marketing dollars 

to Lowe’s.”

“Roundel is more than a digital advertising platform or another 

revenue source on the P&L. The goal is for our guests to have a 

tailored, relevant experience, while helping our vendors reach the 

guests who are most likely to be interested in their products. 

Roundel makes us better merchants, more consistently serving our 

guests with the products they want.”

“Our brand partners are excited about the opportunity to 

leverage the power of our exclusive first-party data to transform 

the ways they connect with beauty enthusiasts. (…) We remain 

excited about the opportunity to unlock a new income stream 

and drive sales as we enable our brand partners to engage 

consumers more effectively.”
“We see retailer media as an opportunity to accelerate market 

growth.” 

“These media opportunities are very valuable, and we see that the 

whole industry is spending more and more in retail media. It's a 

fantastic way for us to build a competitive advantage.”

“We're also seeing greater convergence between retail, media 

and content, retailers becoming media channels and media 

channels becoming retailers.”

We expect retail media advertising to increase roughly 60% 

by 2027. This exceeds the growth rate expected for all digital 

advertising, meaning that retail media will take an 

increasing share of digital ad revenue over the next 5 years.”

“For brands looking to enter retail media and get more 

involved, it unequivocally creates a deeper relationship 

with the retailer. Not only are they able to target more 

audiences from the retailer, it can break down purchase 

behaviors down to specific categories, brands, or even 

individual SKUs or products.” 

“Going forward, we plan to continue to invest in and 

expand our capabilities to solidify our position as best-

in-class provider of retail media and e-commerce 

services, as well as in other high-growth areas.”

MARKETPLACES

“We launched sponsored items in the last quarter, which enabled 

CPG advertisers to feature priority products within the Uber Eats 

app. This is a partnership we have with Criteo, and CPG spent 

billions of dollars in advertising, again highly targeted advertising 

for the specific products that they want to promote, to a specific 

audience – that continues to grow.”

“Showing performance based on meaningful business 

outcomes versus simple impressions delivered is really what 

this partnership is all about; and it exemplifies what retail 

media will be bringing to the marketplace in the longer term.”

“E-commerce sales worldwide are set to increase by 

50%, reaching about $7 trillion dollars by 2025. The 

acquisition of Flywheel significantly broadens our 

reach and influence in the rapidly expanding digital 

commerce and retail media sectors, two of the 

fastest-growing parts of the industry.” 
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Continued business momentum; focus on productivity and cost efficiencies; assuming third-

party cookie deprecation on Chrome in H2 2024

Targeting mid-single-digit growth 
at constant currency

$243M to $247M, or +10% to +12% YoY 
growth at constant currency

29% to 30% of Contribution ex-TAC $50M to $54M
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Committed to maximizing share buyback 
to drive shareholder value…

…with share buyback program governed 

by French law

• Only allowed to own treasury shares up to 10% of 
share capital at any given time

• Use of repurchased shares restricted to 1) granting 
shares to employees or 2) using shares as currency 
for M&A (i.e. the sole purpose of cancelling shares is 
not a lawful purpose under French law)

• Unused repurchased shares have to be cancelled 1) 
after one year for employee-reserved shares and 2) 

after two years for M&A-reserved shares

• Only allowed to cancel a maximum of 10% of share 
capital every 24 months

• Increased share buyback authorization by $150M in 
Feb. 2024

• Plan to further accelerate our buyback in 
Q1’24

• $125M shares repurchased in 2023

• Spent 114% of FCF to repurchase shares in 2023

• ~2.1M shares cancelled in 2023
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2022 Winner 

in AdExchanger

Programmatic Power 

Players

2021 Winner in Diversity  

France Digitale Talent 

Awards 

2021 Winner for the 

Criteo Retail Media 

Platform

2021 Winner for the

Best First-Party Data Strategy
2021 Winner of the 

International Innovation 

Awards (IIA) 

2021 Winner of the Diversity 

Champion Corporate 

Award

2021 Winner of the 

International Inclusion 

Award

Awarded one of the Top 50 

inspiring Workplaces in 

North America in 2022

Criteo ranked #4 on 2022 

LinkedIn Top Companies 

list for Marketing and 

Advertising in the U.S. 

2022 Winner for our global 

DE&I commitment and our 

CSR & ESG engagement 

and communication report

Criteo named 2022 

Best Company 

Culture by 

Comparably

Criteo became a 

member of 2023 

Bloomberg Gender-

Equality Index

Criteo named one of the 

Top hottest AdTech 

companies of 2022 and 

2023

Criteo was named as one of 

the 12 providers that matter 

most in ”The Forrester 

WaveTM: Omnichannel 

Demand-Side Platforms, Q3 

2023”

Forrester stated that “Criteo’s 

strength is its use of AI”

Criteo recognized as a 

Representative Vendor in the 

May 2023 Gartner® Market 

Guide for Ad Tech Platforms. 1

Criteo was named as a Major 

Player in the “IDC 

MarketScape: Worldwide 
Demand-Side Platforms 2023”2
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