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PROVIDING ADVANTAGE TO 75 OF THE TOP 100
ADVERTISERS
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DELIVERING ADVANTAGE THROUGH SCALE

120.0

100.0

80.0

60.0

Billings in Billions

40.0

20.0

0.0

GLOBAL BILLINGS BY HOLDING COMPANY

)
-— ./
‘./ . -
— .--""".""'-/ .
df/ﬁ'—"—. o °
° -,..—i". ° L ] ® f. /. ®
° 5 °
° - = e e ———— ./. . :
_...-—--'.-——".""'-—-. b4 @ - o
: ® e ® e ¢ e
I — o—
° ° o— ° ° o—0" ® *

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014

SOURCE: RECMA 2014, $ Billions

=o=GroupM
®=Publicis
=®=0Omnicom
®—Dentsu Aegis
*-|PG Mediabrands

=8=Havas

group



DELIVERING ADVANTAGE THROUGH SUCCESS

MARKET SHARE* SHARE OF QUALITATIVE INDUSTRY PITCH WINS
RECMA SCORE

SOURCE: RECMA 2014 group

* Based on Percentage of Global Networks



GLOBAL INTEGRATED SPECIALTY SERVICES
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ESTIMATED INCREASE IN 2015 MEDIA PITCH BILLINGS VS ESTIMATED LOSSES
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TOP FIVE MEDIA WINS AND LOSSES BY HOLDING COMPANY

HOLDING COMPANY

WINS

LOSSES
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GSK, $927M

General Mills, $877M

Tesco, $192M

Lloyd’s Banking Group, $120M
Huawei, $120M

SC Johnson, $400M
Citibank, $332M

Johnson & Johnson, $300M
Unilever, $111M

Bacardi, $100M

= T ffﬁ
—mine= PUBLICIS

Kraft Heinz, 637M
COTY, $435M
Citibank, $332M
VISA, $220M
NBA, $139M

General Mills, $877M
Coca-Cola, $432M
Mondelez, $200M
GSK, $134M
Bacardi, $60M

Interpublic Group

Johnson & Johnson, $1.5B
Coca-Cola, $432M
Safeway, $130M

CVS Pharmacy, $93M
LATAM Airlines, $20M

Hyundai Kia, $718M
Kraft Heinz, $318M
Tesco, $192M

Subway, $30M
American Airlines, $27M

OmnicomGroup

SC Johnson, $400M
GSK, $404M
Bacardi, $160M
Unilever, $111M
Ferrero, $90M

Johnson & Johnson, $1.2B
COTY, $300M

VISA, $220M

Safeway, $130M

Huawei, $120M

Comments: Publicis retained their portion of Kraft Heinz and gained $318M from IPG, Havas Media lost $135M of COTY, PHD kept GSK in the US and Canada; Mindshare and MediaCom

kept it in South Africa and India and won in several new markets increasing GroupM share; and Starcom lost the Novartis portion.
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DELIVERING CLIENT ADVANTAGE

Intelligence to find & create valuable audiences
Data & Tech to reach & engage them

Effectiveness & efficiency throughout
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THE POWER OF ONE-VOICE TRADING @/\/
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ANALYTICS

STRATEGY

DATA & TECH PLATFORMS
NEGOTIATION
EXECUTION

VENDORS
CONTENT PRODUCERS

TRADING

Media Platforms + Tech Vendors
+ Content Developers
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GROUPM ADVANTAGE

Apply all the data to all the inventory all the time
- Both anticipatory and real-time

Fast and accurate integration of our systems and data with the data of our clients

Create knowledge asymmetry externally & knowledge symmetry internally to power our
integrated offering

GroupM is in the media investment management business
- We have a view into every media channel, marketplace and client category

Uniquely placed relative to Adobe, Oracle, IBM, etc.
- They can partner with us in creating growth opportunities for our clients
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DATA TECH EXECUTION

Developed our own data and tech stack

Anonymized PIlI spine to create persistent profiles

Less depth than walled garden players, but much broader view

Greatest value comes from conjoining data elements, not from individual data elements
- Not just analytics and insights, but focused on activation
- Single end-to-end solution provides high reaction speed
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DEMANDING INTEGRITY IN THE MARKET
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WPP Digital Chief Says No to Fraud: “We
Only Want Human Activity”

Q&A With Meerkat's Subscribe
OITNB Star Moment? - 10 Adweek
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4 TECHNOLOGY ADVERTISING § BRANDING
GroupM Takes Lead on Mobile Privacy
Guidelines Voluntary system would mask
phone IDs, allow users to opt out

It's Here: Measurement For
Tougher Viewability Standards

MRC Accredits Moat, Others To Track More Stringent Standards Required by
Group M, Unilever

When Groupt snd Uniieve
groupm i
293 want digtalad vewabil
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hel demands was hatno one was ccredited by the
nation's media-measureme
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Media Rating Council CEO George Ivie sald the group
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EXCLUSIVELY OPERATING AT
SCALE FOR OVER 12 YEARS

GLOBAL
NETWORK BILLINGS ($BN)

Omnicom OMG $55.3
Dentsu Aegis Media $46.1
Starcom Mediavest $43.2
Interpublic Mediabrands $37.1
Zenith Optimedia $36.2
Havas Media $19.6
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