


IN A TIME OF
GLOBAL
DISRUPTION,
WE ARE ALL

BUT ARE THEY
TRILWINDS

INFLATIONHITS 40-YEAR HIGH 0F 9%

Supply Chain Chaos, Surging Costs Set
to Plague Europe’s Profits
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Lack of staff raising prices and
hurting businesses, survey says

" cost of conflict
$14.3 trillion

g5 & trillion Global inflation rates have risen since 2020
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Note: Countries measure inflation differently, so rates may not be directly
comparable
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At arapid speed

The RBI's cumulative hikes of 130bps in the effective policy rate in
past three months is the fastest and highest among Asian peers.
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CHANGE FORGES US TO
TO MARKETING VALUE

AND TO REASSESS
WHERE WE




OUR MEANINGFUL BRANDS
SPEGIAL REPORT INTO
CLIENT/AGENGY RELATIONSHIPS
GAVE US CLEAR DIREGTION

We carried out qualitative and quantitative
research with 200+ people across
North America and Europe




OUR MBi
RESEARCH
TELLS US

YOU WANT
SOMETHING
DIFFERENT

Source: Havas | MB Special Report (YouGov) | June 2022

42%

believe the only way to
improve the output is to put
the business up for pitch

40%

believe their agencies

don’t make an effort
to understand
their business

90%

believe there is a
disconnect between what
we need and what
our agencies provide

96%

believe their
agencies
over promise and
under-deliver

46%

believe their agencies
still only provide
traditional solutions
to their problems
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Innovation culture fuelling
business resilience in India: Study

Indion companies are aiming at increasing their revenue from digital products
ond services to 50 per cent in the next three years from 36 per cent at present
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THERE IS AN
INGREASING
DEMAND FOR
DELIVERING
MEASURABLE
CHANGE

Q15_RC. You say that each of the following areas are very
important for your role currently.

Which would you say is MOST important? Select one only.

Managing company culture and talent

Committing to new MarTech operations

Driving brand guardianship/stewardship

Driving business and sales performance

Innovative and future-focused solutions,
data and technology




AGENCIES NEED TO THINK DIFFERENTLY

46'%

of C-suite believe agencies
still only provide traditional
solutions to our problems



h
vo“ Toln “s Best talen_t
CLEARLY WHAT o
YOU WANT
AGENCIES TO DO

IMPORTANT

Understands our business
Understands our customers
Reveal value for money
Efficient model

Helps me learn new skills
Helps me prepare for change

Innovate for the right reasons
Try new approaches

Special Report Procurement (YouGov) |May 2022



FOGUS ON WHERE THERE IS THE BIGGEST
OPPORTUNITYTO BUILD UP AND OUT

What we do Where we impact How we measure

TALENT ETHICS DATA

& SCOPE & SUSTAINABILITY & TECH



What we do
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CHANGING OUR APPROACH TO TALENT

o9
e S50
[
FROM JUST MEASUREMENT: TO ADDING VALUE:
FTEs Star talent retention

Scope of work Adaptive services for clients’ future needs
Org structure Bespoke brand solutions
Village op model



EVERY GLIENT IS LOOKING FOR NEVY WODELS

Channel complexity
Lack of (long term) scope visibility
Need for agile talent

Maximising budget/
MROI improvement




OPERATING MODEL

FTEs
Scope of work
Org structure

A POWERFUL CONEINATION

COMMERGCIAL MODEL

Star talent retention

Adaptive services for clients’ future
needs

Bespoke brand solutions
GLIENT SPECIFIC

INNOVATIVE

AGILE
ADAPTIVE

Village op model



FROM FIXED AND RIGID SGOPE BASED T0

HYBRID CORE AND AGILE OUTPUT BASED MODELS

Less like this More like this

%

:
“’EE.}’ S t/:\t

Shifting effort from internal management
and delivering the right solution on time




FLENED GLOBALLY TO DRIVE
MORE EFFECTIVE RESULTS

= Decentralised Centralised Global Hubs Centralised

= Regional lead Led by global hub Strong global axis between Led by global hub in China,
_____ based on brands in the US US/UK/Singapore supported by London
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Where we impact




WE NEED
T0 MAKE
ESG++

THE

GROWTH
STRATEGY

of C-suite believe
ESG will create more
resilient businesses

19%

£ £ | think it’s important to
underscore how seismic this
IS: sustainability and ESG-
led businesses are literally 39
the future
Sam Hornsby, CEO TRIPTK




8% 90

of consumers would switch from of consumers see sustainability
a brand they’re loyal to if there’s as something they want to do,
a sustainable alternative not just need to do

GCONSUMER DEMAND IS ALREADY THERE

6% 0%

of C-suite leaders believe there is a shift taking of C-suite leaders say customer
place in their industry, away from serving demands for ESG action is
shareholders and customers to considering a now at a critical stage
broader group of ESG stakeholders




60%

say they lack the capacity needed to of businesses have ESG plans,
deliver the direction ESG principles require but only...

WE NEED TO TURN ESG INTO COMMERGIAL STRATEGY

69% 12%

express the need for education of C-suite leaders expect to stick
across the board and C-suite with today’s plan




AGENGIES HAVE TO WV ATCH VALUES
T0 GHOICES

s ®
MAMLAAMLA
FROM JUST MEASUREMENT: TO ADDING VALUE:
Sustainability as a cost Sustainable growth

Siloed ESG activity Systemic ESG solutions






BE RADICAL
AGENTS
OF CHANGE

The ethics of The ethics of
compliance achievement

INSTITUTE f

ecoact ]"/ﬁ‘ Scopes

compary

Ovwombe AD NET ZER
hmd agroup




SIMPLE PRINCIPLES GUIDE

DETAILED BRAND FRAMEWORKS

Audit Understand New approaches
advertising opportunities where needed
supply chain for change



Implementing our inclusive advertising framework
to support LGBTQ+ and Minority Creators

Implementing the AdNetZero action
plan, measuring emissions and impact

Putting applied ethical principles at
the heart of our business

Source: Havas | MB Special Report (YouGov) | June 2022

>10% increase

In campaignreach

11% reduction

in carbon emissions from
digital ads supply chain

100 staff

globally are Certified Ethical
Advertising Executives




AND DELIVER MEASURABLE
BRAND GROWTH

DIVERSITY & INGLUSION:  SOGIAL INVESTMENT: SUSTRINABILITY:

ADIDAS LIQUID BILLBOARD SANOFI COMEBAQ COURTS CARREFOUR ACT FOR FOOD

Le BIO pour tout
le monde

Carrefour
A&

SUPPORT /
THE CRUSE DONRTE — 't' ——

70% sell-out in 4 weeks, +11.5% sales Y.O.Y 90% believe brands with
+175% of target ' e

responsible food production




Where we impact

DATA & TECH

UNDERSTANDING THE WHOLE CUSTOMER
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MEASURING MARKETING AND
BUSINESS VALUE IS
INCREASINGLY CHALLENGING



SIMPLE PRINGIPLES GUIDE
DETAILED BRAND FRAMEWORKS

We define the key We set targets
what marketing periormance and industry




Consider PCW

MonM Site Visitors
Target Diff .
YonY
Product Type £
Car Insurance

nM
Comparison | -10.9

Home Insurance
Site Visitor Customer Status

53K 48K

inActive  Quoter Prospect

Quote Completion Rate

51.5%

Primary KPI
MonM
Comparison

Feb 2019 - Feb 2019
Mar

Consider PCW broken down by Lifestage
JRE. S D e

Lifestage @ Family Living @ Mature Independents @ Retired  Young Dependent  Young Ind

From a Universe (Consider PCW) of 611,328 potential customer:

the marketing funnel. (3.03%)

2,384
| -1.7%

Current Month
Funnel

Breakdown

Prior Month

Funnel b
Breakdown ) P
Return Rate (Ind

48.4

| -9.3%

Redemption Rate

ERR

| -21%

Return Rate (ReBuy)

50.7%

| +15%

Return Rate (Total)

MonM
Largest Volume Increase: - 10.9% (SiteVisitors Stage)
Largest KPI Increase: +2.3% (SiteVisitors Stage)

RN
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B maErsk

B coporas comms

=1 social Paid

+ .
=1 Programmatic

[ Marketing Cloud

ust. Research

Sales Cloud

Transactions

Maersk Measurement Model

Brand Region Segment

Funnel Stage

Awareness of Brand
Awareness of Service
Considering
Engaging

Booking

Transacting: New
Transacting: Early Life
Transacting: In Life

Transacting: Lapsed

Vertical Product Display Type

d Static

1,516,530

107,981
52,351

DELIVERING A MEASUREMENT FRAMEWORK

Trending

Funnel Substage - known
users

SubFunnel

Count of
istomerSCV

Total Designing Proposal 216
Only

Total Quoting Only ns
Total Negotiating Only 109
Total Closed Lost 149
Total Closed Won 50,466

Started But Incomplete 49,905
Quote

Complate Quote 7258
Total 107,381




INTERPRETED BY A TEAM OF
PERFORMANCE EXPERTS

&2 @)
FROM JUST REPORTING: TO ADDING VALUE:
Acquisition Life-time value
Reach and broadcast Incrementality
Share of market % High value customers
Data costs R.O.I.

Tech systems Tech application



DELIVERING THROUGH OUR UNIQUE
APPROAGH
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LET'S DISGUSS



