
 

Matt Thornton: 

All right. We're going to go ahead and get started here. This is the 11:20 fireside chat with Criteo. Good 
morning, everybody I'm Matt Thornton, I lead the digital entertainment and marketing research practice 
here at Truist, including coverage of Criteo and on today's call from Criteo we have Megan Clarken, Chief 
Executive Officer. One quick housekeeping note to anyone that has a question for Megan you can email 
it to me matthew.thornton@truist.com. Again, matthew.thornton@truist.com. But I'm happy to ask the 
question on your behalf. Before we get started here, I've got to read a quick disclaimer. This call is 
arranged by Truist Securities Research for use by institutional investors and issuer clients as defined by 
FINRA. If you're not an institutional investor or issuer, please disconnect at this time. For our required 
disclosures please see our website truistsecurities.com or our equity research library. And so with that 
out of the way, Megan, thanks for being here and let's get into some questions. 

Megan Clarken: 

Right. Let's go. 

Matt Thornton: 

I had pinged a bunch of investors in, in Criteo to see where people wanted to focus and retail media was 
the unanimous number one, why don't we start there. Maybe we'll start high level who are some blue 
chip retailer clients that are using the retail media platform and how do these relationships tend to 
work? Do these tend to be exclusive relationships, why don't we start there. 

Megan Clarken: 

Yeah. Thanks for starting me up... Matt, just before I talk to you and I talked about this before, this is the 
nature of Zoom and about 10 minutes ago construction started right next to my window. So if it gets 
noisy, that's what it is. I apologize up front. It was quiet for a while and it's just kicked off again now 
you'll probably hear it but let's see how we go. 

Megan Clarken: 

The clients that we have for retail media are blue chip clients. So if I call out a couple, they are Target, 
Best Buy, they're Macy's, they're Costco, they're ASDA, they're Fnac-Darty… so they're at that level. The 
relationships that we have with them are exclusive. So we enjoy, longstanding very deep and at a high 
level relationships with them as well. And what I really like about the relationships or the retail media 
product, and I am glad you started off with that is our ability to end clients to fit that mold both at the 
blue chip and also long tail as well. Most recently, we've seen retailers out of the large home 
improvement categories and also of grocery. 

 

 



So we keep building that client base and we do talk about that in our earnings, the size of that client 
base, the breadth and depth of their client base and the exclusivity that we have with those clients. 

Matt Thornton: 

Gotcha. Gotcha. And I guess if I can think about how you see this market evolving, how do you think 
about the sizing of the TAM split in terms of: there's the Amazon ecosystem, there's probably a couple 
retailers like a Walmart that probably go vertical, maybe build it themselves type of thing… And then 
there's the rest of the TAM, which again, Criteo would clearly go after. How you think about the split 
there and in that context, who do you view as your true competition in retail media? 

Megan Clarken: 

So let's start with the TAM, the TAM that we've talked about is about a $25 billion opportunity there, 
and that doesn't reflect the movement of the trade spend into this area. And that's moving fast across 
to this area, so we haven't taken that into consideration yet. But the way that I think about where we sit 
in this opportunity is if you have a look at the gross merchandise volume across the world, and the e-
commerce spend across the world, it's growing incredibly quickly and even more through the pandemic, 
we see changes happening there. The latest data that I've seen says that by 2023, that e-commerce 
spend will be in about $7 trillion, that needs a retail environment to shepherd buys and sells across that 
environment. If you look at who's playing within that pie, a big percentage of it, nearly 40% of it is 
coming out of the big Chinese e-tailers. Amazon takes up about 10% of it, Walmart and the sort of 
longer tail if you like take up a chunk. But there is about 47% of that pie, which actually is wide open. 
And we see that space being the open internet space where retail or e-commerce is going on, that isn't 
controlled by those other pieces. And that's the size of the prize that we're hitting after that piece there. 
And we think that we're in a perfect frontline position to go get it compared to anybody else, given the 
assets that we have. 

Matt Thornton: 

Gotcha. And again, who would you view as your competitors to go after that addressable TAM, and how 
do you view your current market position? I don't if there's any way to frame that? 

Megan Clarken: 

Well, I'll talk about the competitors then I want to talk about the assets that we have because this is 
pretty new to us. Firstly, the strategy is something that we launched in quarter three of last year and 
even the retail media products are relatively new for us. So putting all of these pieces together and 
going after it is part of our transformation now going forward. The competitors that we see are folks like 
PromoteIQ out of Microsoft, Quotient to some degree, Citrus, Mabaya and then Google do a little bit of 
this, but they're not competing entirely with us. They do native formats if you like to IAB standards, so 
again, it's exciting because we come across these players when we're pitching... We in most cases are 
winning those pitches and just getting better and better and better at it. And we haven't yet used the 
breadth and depth of the assets that we have to really turn it on. And so, while it's a space that's got 
some players in there, we see it as wide open. The way that we like to talk about ourselves going 
forward is to be the Amazon advertising of the open internet. And that's what we've got our eye on, 
that's the prize. 

Matt Thornton: 



Gotcha. And when you think about this TAM over the next several years, is there opportunity to 
consolidate that TAM to some degree? I'll use a parallel - you've seen Magnite, obviously, within CTV, 
make several acquisitions. I'm curious if there's a parallel here in retail media. 

Megan Clarken: 

Yeah, look, I think so. I think as we've mapped out what needs to be true internally in terms of 
technology talent, things that are better for us to buy or partner versus build, then we do see 
opportunity. And we do have a pretty active funnel in terms of looking for consolidation in places where 
basically it accelerates what it is that we're trying to do or bring in some talent. We're clearly very 
careful about that. The marketplace is pretty hyper expensive right now in terms of doing any 
acquisition. And we just want to make sure that we laser focus on the right things. We're delivering the 
right results for our shareholders and that we're making the right choices to get to the place we want to 
get to. But there is opportunity for us and others out there around consolidation, I think. 

Matt Thornton: 

Gotcha. Gotcha. And if we take a step back and just think about the economic model of retail media, we 
thought of it as more of an SSP type business, you're getting more economics from the SSP side of 
things. We've viewed this as really not having data privacy concerns because you're really matching first 
party data between buyer and seller, and we've viewed this as more of a self-serve business. The first 
question is, did I get that all right, is that an accurate depiction of the business. And secondly, should we 
think of this as a take rate business or can this be more of a SaaS fee type business? (silence). Megan I'm 
not sure if you're on mute. I'm not hearing you. 

Megan Clarken: 

Sorry. Again, my friends next door are forcing my hand here. I apologize. 

Matt Thornton: 

No worries. Go on. 

Megan Clarken: 

What I was saying is, yes, the first part of that was right, we're retailer centric, of course, and we have 
DSP capabilities for brands. In terms of our pricing on the retail media side it is volume-based pricing. 
But as I said before, we have exclusivity with brands and we do charge managed service fees on top of 
that volume based pricing for fees that we incur ourselves. I think the important, excuse me, the 
important thing here is that over time we want to make sure that we have long-term commitments from 
clients, that we can build those relationships with clients and build out our stack according to those 
relationships. And move to more of a managed service model and a long-term contract model, as this 
thing fleshes out past the services that we provide today and becomes a full set of capabilities for… 
again, I go back to Amazon advertising for the open internet. And clearly this is about getting sticky 
inside of clients, getting long-term agreements inside of clients, giving managed services and also self-
service, and then trying to work those pricing models out around what is also a volume-based pricing 
model, which we use today. 

Matt Thornton: 



Gotcha. Maybe before we leave retail media and talk a little bit about the core, what else haven't we hit 
on that, I know you talked about why they hit all the data assets, but what else should investors really 
be thinking about when we talk retail media? 

Megan Clarken: 

Look, I think the opportunity, I think retail media is growing incredibly fast. So 50% for 2021, we are 
leaning heavily into it. It's becoming one of the centerpieces of our commerce media platform strategy 
both because of what it does but also the clients that it attracts. If you think about the way that we build 
it out to better utilize its own shopper graph data, the identity data. And use the fact that we have 
relationships with one and a half thousand brands and 5,000 publishers, then you start to see the effect 
of those assets coming together to further build out the retail media business. The other thing I would 
say is that it's not reliant on any kind of third-party data, any kind of cookie data. It's truly a one-to-one 
consented relationship with consumers through its clients. And that makes it incredibly powerful. The 
capabilities are... The processing power, the amount of spend that's generated through the processing 
of Criteo today gives us all of the foundation just to put retail media on steroids. But having said that 
we're going to go... We've got a plan in place. We're going to go steady and careful and make sure that 
we build this out through our transition in a thoughtful way. 

Matt Thornton: 

Gotcha. Gotcha. Speaking of transition, maybe we'll transition over to the core retargeting business. I 
want to come back to some of the other new solutions as well, but I want to make sure that we give 
ample time for the core business here, or the retargeting business. Maybe just for starters, obviously we 
had the announcement last week from Google different interpretations, rattled things in the market a 
little bit. I know you guys have put a couple of things out publicly. I'm just curious, what you thought 
was truly incremental and what the investor takeaway should be as it relates to Criteo. 

Megan Clarken: 

Yeah. That's a really good question. So we were looking for something that was incremental, but it was 
no new news. It was just the same as they've always said. And so it got a lot of swirl, but there was no 
new news, which is good because we had been preparing for what they've been saying anyway. I think a 
couple of things to say about this one, one is that it's good because it meets our plan, we've been 
working on this now for 18 months. We've been getting a lot of flack for this for 18 months and 
prompted us a long time ago to get ready for it, so we'll be ready for it. The one thing that we took away 
from it, which I think is a very good sign for Criteo is that they said that they will not create their own PII-
based identifier. And that on the back of that they'll stop doing one-to-one targeting themselves off 
their own platform, which means that that is a opportunity for a retargeting company to jump in there 
and take Google's business in that area. That's ours to lose and I'm very encouraged by that. That was 
kind of no news for us, but to have it put out there so plainly was a really good place for us to just lean 
into and make sure we take full advantage of that. But everything else in there Matt was just what 
they've always said. 

Matt Thornton: 

Gotcha. Gotcha. If we take a step back and think bigger picture and you guys have talked a lot about 
this, post IDFA, post third-party cookie world, you guys will continue to target users either addressable 
where you can and where it's not addressable, it would be supplemented by contextual and cohort-
based, targeting using Google solutions. Maybe starting with the first one, addressable, one question we 



get from investors, what are you guys doing or what can you control to drive that as high as possible 
items of addressable, out of the three kind of potential ways to target, any color there for investors? 

Megan Clarken: 

Yeah. So firstly our first party data set is… most will know, it's 2.5 billion users inside of that first party 
data set. So it's a pretty good starting point to try to get to the right person at the right time on the right 
device and be able to use that to hook them together, to know that it's the same person here as was 
here, which has been the beauty of the third-party cookie capability. So we feel great around the fact 
that we have first party data. We also feel good about what we're doing with the likes of The Trade Desk 
and LiveRamp, to some extent, Nielsen around the Universal ID. And this is around finding industry 
alternatives to third-party cookies, which creates this ability for us to get a first party access if you like to 
a consumer that they've consented to, through a consent screen, a single-sign-on if you like. Those two 
things together are powerful for us and help drive past the third-party cookie issues that might come. 
And they're unique to us in terms of the first party data set that we have. We love this notion of 
contextual, and I'll tell you why I love this is because it's really something that's set in the background in 
terms of being... I sort of know you, Matt, but I need to build up a picture of you and make sure that the 
ad that serves you gets better and better and better and it's one that you like, and it's our responsibility 
to serve you an ad that you like. And if you're really, really, really good at that and in our case use 
artificial intelligence, the machine learning capability just to make that better and better and better, 
then you can actually turn that into a performance based capability whereby we get paid when we nail 
the ad that gets to you and you love it. And that starts to build an internet experience that a publisher 
can see themselves being completely unique to anybody else and charge for it. So the contextual route 
is pretty exciting to us as well. And then we've got other capabilities internally that we just pile on top of 
each other to ultimately get past the challenge of both Google and IDFA, and anybody who's trying to or 
will end up taking any kind of identifier away from the operating system or browser. 

Matt Thornton: 

Sure. Well, a question we often get is how are you guys thinking about what an ultimate mix might look 
like addressable versus contextual versus the Google tools. And then maybe on a contextual, I think you 
guys are launching a beta solution in 1Q if I'm not mistaken, any color, in terms of how investors should 
be thinking about that solution? 

Megan Clarken: 

In terms of what market is, we'll navigate toward,s it's a little too early to tell, for us between the cohort 
capability, the contextual capability that I talked about before and the use of the first party data, again, 
to get to the right person the right time. They're being shaped right now for the marketplace, and right 
now everybody's using a third-party cookies. So we don't know until that goes away as to which one is 
going to be a standard going forward. But I think they all fit the purposes. I think ultimately if you stand 
back, it's not about us, it's what the marketers want, the marketers want to make money. So if a first 
party data set is strong enough and it's getting them again as cheaply as possible to the right people at 
the right time, they'll go there for some of their marketing spend. If they want to make sure that there's 
quality and contextual references, then they'll go there. And if they want to go a little broader and just 
make sure that they get to audiences like new mums or, gardeners, then they're happy to use cohorts or 
any audience-based marketing from there. So I think there's room for all of these things as we move 
forward. And what our hope is is that A they're privacy friendly and the consumer feels like they're in 
control or is in control. And then secondly, is that they supply the outcomes for the marketers which is 
that they make money without causing issues or bad experiences for the consumer. 



Matt Thornton: 

Gotcha. And I know Google has talked a little bit about efficacy around their flock solution. Do you guys 
have any sense yet as to what efficacy? Maybe not to quantify it but any sense of what that efficacy 
looks like, or what's your level of enthusiasm around the solution? 

Megan Clarken: 

Well, they claim about 95% is what I think. We haven't seen it. We're skeptical about it being that good. 
And so if it's that good then great, but it's more important for us to be ready because if it's not that good 
then we have to have something better. So for us it's to be ready, to be ready on time. But to continue 
to work with them because we work very closely with Google to help them understand what needs to 
be true for that to be relevant and helpful to the industry. But we haven't been able to test it yet. 

Matt Thornton: 

Gotcha. Gotcha. And before we move away from data privacy, last question, when do you assume your 
cookies are phased out in Chrome? I think the high-level commentary is 2022, maybe mid 22. What are 
you guys assuming? And what are you guys assuming for changes to the Android mobile idea akin to 
obviously what we saw with the IDFA and iOS? 

Megan Clarken: 

So we have no reason to believe that mid 2022 is not the date. In other words, Google will do what 
they... Well, we're going to come from a position that Google will do what they say they're going to do. 
And they always have and we've worked with them closely through this, and there's been no changes 
along the way. So that's the date certainly that we were working to, mid '22. On the Android front we 
haven't seen any, or heard any noise from them about going down this route. However, it wouldn't 
surprise us if they'd go there at some point in time, but certainly there's been no noise about that today. 

Matt Thornton: 

Gotcha. Gotcha. Now you guys have talked a bit about maybe opening up your network to third-party 
demand, and so it's a question we've gotten from investors. Can you talk a little bit about that 
opportunity and our sense is that you'll kind of eat into where economics would typically go to maybe 
SSPs, maybe talk a little bit about that opportunity and do we have that thinking, correct. 

Megan Clarken: 

Yeah. No, you do. You've got it right. The objective here for us is to drive more demand through the 
Criteo Direct Bidder, and through the integrations we can get through that direct bidder. What that 
helps us do is get better access to publishers by having deeper integration with them and therefore 
spending more, spending more with them. When we do that then they prioritize Criteo and we grow 
with the publishers, we grow with the ecosystem because we're giving them something, they're giving 
us something back. The question of does this feed into the SSPs area? Yes, it does. In a nutshell, yes it 
does. But this is important to us, we need to play in that space as well to keep the relationships hot and 
so that's where we're going. 

Matt Thornton: 

Gotcha. Gotcha. You guys have also talked a little bit about opening up publishers, staying with the 
publisher team. You guys are talking about opening up the publisher reach to include Connected TV. I'm 



just curious, any developments that you could talk about there, any partnerships maybe just refresh us 
on where you are there. 

Megan Clarken: 

We're focused on e-commerce for a start so that is a starting point, I think gives you healthy context. 
And so CTV for us while it's important and growing, we see it as a channel. So every way where there's 
an e-commerce relationship in terms of advertising and also promoting product is more important to us. 
The CTV environment is very nascent, AVOD it's very small compared to SVOD. The spend on CTV is not 
there yet compared to traditional TV even, the way that it's bought is still through IOs, or handshaking 
deals made on upfronts and it's very akin to linear TV, it's not an addressable environment yet. In terms 
of the addressable spend I was looking at this earlier actually. I can tell you that for 2021 the 
addressable spend is about $6.73 billion, which from an overall market perspective is tiny. So that's not 
to say we're not there. And I should say we're doing work there at the moment with a couple of 
different partners, but we'll be pretty calculated about where we push our priorities and when there's 
healthy marketplace there, and it's about the right time, then you'll see us leaning in harder into CTV. 
But again, as an important channel as opposed to anything out of the wild and being new and sexy. 

Matt Thornton: 

And then maybe just one last question before we leave the retargeting side of the business. Bigger 
picture when you look out, I don't know what the right number is but let's go out five years, let's just... 
What are the chances that retargeting revenue is actually higher than where it is today? I think the view 
out there amongst investors is this is a declining business that you're just trying to manage. I'll leave it at 
that, I'd love to hear your thoughts. 

Megan Clarken: 

Yeah. That's another great question. I'm a believer in retargeting, I'm a believer in direct response, I'm a 
believer in the bottom of the funnel. And it's about doing it well, and it's about listening to what 
marketers needs. And marketers, we saw about 900 new clients last quarter, most of them were 
retargeting clients because it works. And if they can make sure that they have the right message to the 
right person at the right time, and they can hit them enough times, making sure that they manage a 
frequency cap, it works. If you can get to that right person, and we have the data to get there post third-
party cookies going away, then we think that we're in a prime position to outpace anybody else. I talked 
before about Google having to move away from that side of their business because of what they're 
doing. I think there's a big opportunity for us there. I think that I've come on board to not just slow the 
decline of the retargeting business, but get it flat and start growing it again. And that's exactly what me 
and the team will do at Criteo when we see the opportunities we believe in the internet, internet is a 
one-to-one relationship with the consumer, it's a great way to advertise. If you've got the data, then 
that's a really important business to be is in retargeting. 

Matt Thornton: 

Yeah. Gotcha. Gotcha. Well, why don't we just transition over here to... We talked about retail media, 
we didn't talk about some of the other new solutions, particularly audience targeting and omnichannel. 
I'll start with audience targeting and both questions are very similar, but the question we get from 
investors is, number one, what is it? What is Criteo's competitive position? How do we think about the 
growth and how sensitive is it to changes in data privacy? I'll start there. 



Megan Clarken: 

So in terms of this is omnichannel, you're talking, asking me about, omnichannel? 

Matt Thornton: 

Or audience targeting, same questions apply. 

Megan Clarken: 

They do. Let me start with omnichannel just to explain it. So omnichannel does two main things. One is 
it does store conversion and what store conversion is is that it drives outcomes by onboarding offline 
buyers and targeting them online. And so offline buyers to online. We know that they've shopped in a 
retail store, we can identify them online and we target from there.  The second thing it does, we call it 
store consideration and what it does is it drives visits, mainly using the data that we get from the clients 
themselves or our shopper graph based on their geolocation data. So the way that this does this is it 
uses the offline data from the client, with the shopper graph data that we have around what that client 
might, sorry, what that a consumer may have bought before or what we know they're in the market for, 
what they spend, what is the SKU number of the products that they bought before and we bring these 
two things together. It's growing incredibly fast, this one, and we think it'll continue to grow stronger, 
the high double digits next year, very high double digits next year, this one's important because... When 
I talk to marketers, one of the things they say is they don't know where to put their marketing spend. 
They know what happens in terms of foot traffic in their store, but how should they convert that and 
follow that to a consumers activity online, who can help them join those dots and this set of solutions 
helps them to do that. And I'm not sure how many players out there actually do that, but it's incubated 
in terms of our treating it as a new solution. And we're going to drive it as fast as we can. So that one is 
omnichannel. If I go to audience-based, audience targeting - this one here is a fast growth for us as well. 
It is about creating audiences for targeting based on the shopper data that we have, the massive 
shopper data that we have. So there's a few different flavors to this, one is commerce based audiences 
based on what people are buying. Another one is in similar audiences or let me look for this... It's like 
lookalike matching, I'm going to find five of you based on what I know about you. And the other one is 
clearly on behaviors or demographics so new mums or gardeners. The quality of data there for us is next 
to none. And this is clearly actually a really important area that if everything went south in terms of one-
to-one marketing, then getting to the right audiences from a... I've got to make sure I get to as many 
grocery buyers as possible. That's a really good next place to go. So we have three solutions in this area, 
for both omnichannel and for audience-based buying and retail media as we talked about before, they 
don't rely on third-party data either, their first party data solutions. And of course we love that because 
it just makes sure that we de-risk the business and because of the data set that it creates, not just users, 
but it builds a moat around the business as well. So two very strong performers. 

Matt Thornton: 

Gotcha. Gotcha. And we've covered obviously a lot of ground here, you guys have got an investor day 
coming up I think in the second quarter, did I get that right? 

Megan Clarken: 

Yes. Yes. 

Matt Thornton: 

I'm sure it will continue- 



Megan Clarken: 

That's not far away. 

Matt Thornton: 

I know. 

Megan Clarken: 

Amazing. 

Matt Thornton: 

In my brain, it felt like it was much further out and then when I started to say it out loud. But what else 
haven't we hit on today that you think is really relevant and pertinent for investors listening to the 
Criteo story? 

Megan Clarken: 

Look, it's a story of a transformation. I don't want to sound too sweet here but coming on a year ago this 
was a mammoth task was to turn this business around, the business was retargeting only, it was in 
decline, we knew what we had to do. And if you think about in a year of pandemic, the company has 
come an awful long way in its transformation. We talked at the tail end of last year about the strategy, 
the product and company strategy going forward, that we pulled together through quarter three and 
now you see the execution of that coming to life. We love this notion of setting our sights to be the 
Amazon advertising of the open internet and Amazon come out and say, "Gosh, these guys are 
formidable in this space." We'll feel very good about ourselves. And all of the things, the assets and the 
products that I've talked about form or start to form this solution set, which is what we're all incredibly 
on bringing to life and grabbing every opportunity that we can. 

Matt Thornton: 

And maybe just one, we're coming up on 40 minutes here, but maybe one parting question. The 
company, the financials, the stock have come a long way in the last six to 12 months, let's call it. Talk 
about maybe culture, the ability to hire top talent, whether it's in Paris, US, elsewhere. Talk about how 
that's evolving to your liking, not fast enough to your liking, any call there about the organization would 
be helpful as well. 

Megan Clarken: 

Yeah, well look, we're very careful about who we bring on boards. Through last year what I had to do 
was restructure the company and bring in mostly a new C-suite, not all, but mostly. And we brought on 
what I think are world-class players into those roles. If I look at our Glassdoor scores or those things that 
are measuring the health of the people in the organization, they're incredibly high, as are our 
engagement scores. What happens is, when you have a company that's starting to shrink then people 
start to jump at a time when we've got a story nailed, we know exactly where we're going and the 
evidence is in what's happened to our stock price. And people want to be part of a winning team, they 
can see their place in it and it just drives momentum. When people can see what good looks like and 
what great looks like they want to be part of that, they want to learn from those people, they want to 
make some money so they come on board. And so that's what we're seeing now, we're saying that this 



is a place where people want to work and we want the best in the world to work at Criteo and we want 
to do a terrific job and clearly we're on our way. 

Matt Thornton: 

Good. Well, I think that's all we had here. We're coming up on 40 minutes, but Megan I wanted to thank 
you for taking the time and spending your morning here with us. I know you've got more meetings 
throughout the day, so best of luck with those. And with that everyone else, thanks for joining us here 
for the fireside chat with Criteo, it does conclude the chat and with that everyone can disconnect and 
enjoy the rest of their day. 

Megan Clarken: 

Thanks, Matt. Take care. Thanks. 

 


