M&G SAATCHIGROUP

TER WH
AR

M&C Saatchi Plc
Annual Report and Accounts 2023



M&C Saatchi Plc Annual Report 2023

TABLE OF
CONTENTS

STRATEGIC REPORT

Highlights .

Electronic document navigation:
Entries on the table of contents link to
the relevant page. The page number
at the bottom right of each page links
back to the table of contents.

Table of Contents

At a Glance

Investment Case

10

Executive Chair’s Statement

How we are Shaping the Business for the Future

How we can Make it Easier to Grow

.20

22

.24

Global Efficiency Programme

Our Business Model ...

26

Financial Review ...

.48

Principal Risks and Uncertainties

.57

Engagement With Stakeholders ...

.62

Section 172 Statement ..

.. 64

Environmental, Social and Governance (ESG) ...

CORPORATE GOVERNANCE REPORT

Executive Chair’s Introduction

.66

.94

96

Board of Directors ...

99

Governance Review ...

104

Report of the Audit & Risk Committee

Report of the Nomination Committee ...

..107
N3

Directors’ Remuneration Report ...

Annual Remuneration Report ...

.. 16
2126

Directors’ Report ..

132

Statement of Directors’ Responsibilities ...

FINANCIAL STATEMENTS

2139

140









M&C Saatchi Plc Annual Report 2023

HIGHLIGHTS

FINANCIAL HIGHLIGHTS

Strategic Report

Net revenue of

£2528m

(2022: £2711m) -7%, -2% like-for-like *

Headline** profit before tax of

£28./m

(2022: £31.8m) -10%, -1% like-for-like *

Headline** EBITDA of

£471.5m

(2022: £45.2m) -8%.

Statutory profit before tax of

£0./m

(2022: £5.4m).

Headline** operating profit of

£.32.4m

(2022: £35.4m) -8%.

Headline** basic earnings per share of

15.2p

(2022: 14.8p) +3%.

Headline** operating profit margin of

12.8%

(2022:13.1%) -0.3 pts, +0.2 pts like-for-like.*

Statutory basic earnings per share of

(2.9p)

(2022: 0.1p).

Statutory operating profit of

£/7.3m

(2022: £10.5m).

Net cash of

£8.3m

(2022: £30.0m).

*  Like-for-like applies constant foreign exchange rates and removes entities discontinued during 2023.

** Headline results reflect the underlying profitability of the business units, by excluding a number of items that are not part of routine business income and expenses.
Note 1 of the financial statements reconciles Statutory results to Headline results.
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RECOGNITION

M&C Saatchi Fluency — Start-up
Agency of the Year (Campaign
Awards).

M&C Saatchi Sport & Entertainment
- Agency of the Year (Sports Industry
Awards, and UK Sponsorship
Awards).

M&C Saatchi Performance -
Performance Marketing Agency

of the Year (Marketing Interactive
Agency Awards), Marketing/
Advertising Agency of the Year (The
American Business Awards). APAC
Agency of the Year and South East
Asia Agency of the Year (Campaign).

M&C Saatchi Australia Group — Ad
Campaign of the Year (Mumbrella
Awards), Best Animation Short (LA
Film Awards).

M&C Saatchi UAE Grand Prix — Film
(Lynx Awards).

New business — Received new
global assignments from the
World Health Organization (WHO),
Porsche, adidas, Nike, Revlon and
McDonald’s.

ME&C Saatchi Talk - Best Global
Content (PR Week Awards).

Razor PR - Best Reputation Work
(PRvoke Media - Sabre Awards).

M&C Saatchi Australia Group —
NGO/Charity The Plastic Forecast,
Minderoo Foundation (Campaign Ad
Net Zero Awards).

Strategic Report
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AT A GLANCE

WHO WE ARE

M&C Saatchi is a worldwide brand powered by the
most talented people in the industry. We have powerful
and distinctive offerings, with businesses and regions
laddering up to making the whole greater than the
sum of the parts. We are a company and culture of
trail blazers, not path followers. We are as famous for
our creativity as we are for our boldness; af the heart
of everything we do is the desire to drive reappraisal,
consideration and demand for our clients’ brands

and businesses.

OUR VISION

Our vision is to deliver meaningful change through

creative thinking, being indispensable to our clients,
in market leading positions with scalable platforms
and processes.

OUR PURPOSE

Our purpose is fo become the leading creative
solutions partner to our global client base.

We want to make it easier for our clients fo grow by
accessing the full breadth of our skills and capabilities
to maximise the reach and potential of their brands.
Our offer builds on our creative heritage but is driven
by our boldness and our willingness to think — and
be - different.

This purpose will be driven by three key themes which
are covered in this report:

. Transformation — a simpler, leaner, more agile
business.

. Aligning with our clients - simplifying how
we face our clients and making it easier for
our global specialisms, our key differentiator,
to reach the market.

Strategic Report

. Capital allocation - liberating our capital to
re-invest in longer-term growth opportunities
and support shareholder returns.

WHAT DIFFERENTIATES US

For our clients, it is about us daring to be different,
to be bold and creative in our approach to solving
their growth challenges. Our global and regional
reach, when combined with our deep, specialist,
multi-disciplinary capabilities creates a powerful and
highly differentiated proposition. In an increasingly
complex and digitally interconnected world, we
seek fo cut through and create simple, yet powerful
impacts for our clients’ brands, to help our clients
understand the journey they could be on, what that
journey looks like and to partner them through the
journey itself.

For our people, it is about being an integral part of
an organisation that is seeking fo make a difference.
We have always been proud of our environment

and culture which has always valued creativity,
entrepreneurialism and a desire to make a difference
to our clients, our colleagues and the world in

which we operate. Our people are the lifeblood of
our organisation and creating a positive, inclusive,
dynamic and rewarding working life is critical to

our ongoing success.

For our shareholders, it is about our ability to
deliver and accelerate returns, whether through
growth, or efficiency, or investment or dividends.
Our transformation programme is already delivering
tangible refturns, with more to come, and our new
operating model and go-to-market strategy will
bring us closer to our clients with a simpler, leaner
organisation that is more closely aligned to our
clients’ needs.

1995
Launched M&C 2010
Saatchi. Won 2008 Acquired Inside
British Airways and 1997 Sport & Mobile, now
Qantas accounts. Named 1999 2003 2005 Entertainment M&C Saatchi
Opened in Sydney, “Fastest “New Labour, Opened in Expanded Europe footprint: won Agency of Performance.
Singapore, Hong growing starf- New Danger” China and Paris and Berlin. Appointed the Year for the Opened in
Kong and New York.  up in history”. work. Malaysia. to London 2012 Olympic bid. first fime. South Africa.
I I I I | | I

I I I I I I I

1996 1998 2000 2004 2006 2007 2009

Launched Won UK Appointed on Launched Sport Openedin  Acquired Launched

M&C Saatchi Agency of UK Government & Entertainment. Madrid. Clear. brand design

Sponsorship. the Year. Roster. The Company company Re.

listed on AIM.



M&C Saatchi Plc Annual Report 2023 Strategic Report

OUR EVOLUTION

WE ARE A PEOPLE BUSINESS M&C Saatchi has evolved, and is still evolving far beyond

its famous advertising heritage. Our Group now operates
across a globally diverse, regional network, delivering
creative, strategic and data-led services across five global
specialisms. Our global interdisciplinary team blends cutting-
edge data expertise with diverse thinking and exceptional
creativity. Entrepreneurialism is in M&C Saatchi’s DNA. And

We are a creative solutions organisation
with 2,706 colleagues.

We operate out of 23 countries, with every business in its network is driven to make change.
large offices in London, New York, Sydney, We offer global clients solutions and capabilities across the
Singapore, Milan, Berlin and Dubai. following specialisms:

«  Advertising - scaled and personalised content
Our Group annual employee to create and fulfil demand.
engagement survey was completed by

. Consulting — growth consulting in high margin
76% of employees (an increase from 69%

and emerging sectors.

in 2022). N .

n ) . Issues - communication for defence, diplomacy
and development.

In the UK, our gender split for leadership . Passions & PR - connecting brands to customers

positions (Senior Leadership Team and through passions, communications and personalities.

Executive Leadership Team combined)

. Media - connecting brands with digitally connected
is 45% female.

consumers.

OUR HISTORY
The five largest industries that we work

across are governmenf{ refq”l financial M&C Saatchi was formed inJOnUGry 1995 byJeremy SlnC|OII’,

services (over 15% of our revenue mix),
FMCG and media/telecoms (over 10%
of our revenue mix).

In 2023, we won 119 awards globally.

In 2023, we had 216 new business wins.

Bill Muirhead, David Kershaw and the brothers, Maurice and
Charles Saatchi. The Group was started as an advertising
agency from a modest office above a London real estate
agent, it set about realising its ambition to change the world.

International since day one, M&C Saatchi grew businesses
with the best people all over the world. Each business was
an independent entity with its own operating name - run
by entrepreneurial leaders with an ownership stake in
their business.

2019
Record awards year: 2021
Performance and South Launched data consultancy
Africa won “Agency Fluency. Milan named “Agency 2023
2015 of the Year”. Australia of the Decade” at Digital Zillah Byng-Thorne
2013 Launched Human won “Most Innovative Awards. Performance named announced as
201 Acquired Digital proprietary Company in Australia”. “Agency of the Decade”. Razor Non-Executive Chair
Started M&C Merlin, now data tech. Won Sport & Enfertainment named “Best New PR Agency and subsequently
Saatchi World M&C Saatchi Best Agency in won “Sponsorship Globally”. Became Principal Executive Chair of
Services. Talent Group. South Africa. Agency of the Year”. Patron of Saatchi Gallery. the Company.
| | | | | |
I I I I I I
2012 2014 2016 2018 2020 2022
Opened Acquired Opened Sport & Moray Maclennan Two hostile takeover bids
in New SS+Kin in the Entertainment won announced as Chief successfully defended.
Delhi and New York. UAE. Agency of the Year Executive Officer of
Mumbai. for the 6th time. the Company and

new Board appointed.
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INVESTMENT CASE

M&C Saatchiis on a Our ambition is reinforced by our proven capabilities:
journey driven by our «  Our heritage - founded on creativity and a
o willingness to challenge convention.
ambition to accelerate - ,
) . . Diversity of thought — we can uniquely meet
client business growth our clients’ needs through diversity of thought.

. . Embracing uncommon thinking and disruptive
Through creo’rlng beau’rlfully viewpoints across the Group to generate fresh,

simple solutions. for an impactful ideas. Clients work with us because our
. . ! offer builds on our creative heritage that is also
increasingly complex world. driven by our boldness, and our willingness fo

think, and be, different.

. Specialisms — while our roofs lie in our advertising
business, which represents 42% of our net revenue,
we have evolved to encompass a broader mix of
skills and capabilities across a global footprint,
with 58% of net revenue and 80% of pre-central
cost profitability generated by other faster growth
and higher margin specialisms.

. Agility, flexibility and efficiency - we have made
substantial progress towards our transformation
goals of greater agility, flexibility and efficiency.

Our strategy is centred around the following strands:

. Transformation - a simpler, leaner, more
agile business.

. Indispensable - indispensable work for
our clients, easy to work with, broad in
capability, deep local knowledge; we are
an indispensable partner.

. Capital allocation - liberating our capital to
re-invest in longer-term growth opportunities
and support shareholder returns.
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We will deliver returns by:

«  Growth - our new regional first, global specialism
delivery operating model will bring our specialist
skills closer to the clients who need these
capabilities the most.

. Profitability — we are transforming our business,
removing complexity and cost, which will drive
structural improvements to our operating
margin and our flexibility to respond to changing
client needs.

. Free cash flow - we are a business capable of
generating material free cash flow and we are
removing the barriers that have held this back
in the past.

. Sustainable and progressive dividend policy
- we are a capital light business and expect
to continue to return cash to shareholders via
dividends; we do not think share buy backs
would be appropriate at this stage in our cycle.

We will enhance returns by:

. Re-investing in long-term growth — where
appropriate, we will seek to re-invest from our
improved cash flow and margin into areas that
offer the clearest long-term and sustainable
growth opportunities.

. Active portfolio management - we have already
exited a number of loss-making, non-core
businesses and will confinue to actively manage
our portfolio to ensure that our capital is best
allocated to drive growth and returns.

. Selective M&A - our approach to inorganic
growth will be different from the past and
will focus on where the client needs, or gaps
in our offer, are clearly identified.

. Optimising our capital structure - we will
further reduce shareholder dilution by
continuing to settle outstanding put option
liabilities in cash and we will operate within
a leverage cap of not more than 1.5x net debt
to EBITDA on a through-the-cycle basis.

Strategic Report

Substantial progress towards our transformation:

Agility and flexibility - our goal is to be a
simpler, leaner, more client aligned organisation
that is a best fit for the rapidly evolving global
marketplace we are active in. We have
implemented a new operating model this year
and moved to a more integrated agency model.
This enables us to have the agility and flexibility
to respond to our clients.

Cost savings - another goal of the transformation
is to ensure material and structural cost savings
to underpin our expectations around the future
margin progression. We have delivered £3.9m of
fully annualised cost savings in 2023, ahead of
our initial farget, and remain on track to deliver
an additional £6.1m of annualised savings by the
end of 2024, totalling £10m.

Material reduction in put options - ongoing
cash flow will benefit from the material reduction
in outstanding put options, following significant
exercises in 2023.

Our capital allocation approach:

Cash-generative business model - we remain
focused on cash generation and believe our
business is capable of converting at least 80% of
its operating profits into operating cash, although
each future year will undoubtedly see some
degree of variability, through the cycle.

Capital allocation - while aiming to maintain
an optimal capital structure for supporting our
growth ambitions, we will use this extra cash flow
to deliver value for shareholders through:

- Investment in the business organically or
through targeted M&A.

- Pursuit of a progressive dividend policy.
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EXECUTIVE CHAIR’S

STATEMENT

ZILLAH BYNG-THORNE
Executive Chair

“2024 will also
benefit from the
full-year impact

of the actions
we have already
undertaken and

the planned
actions we are
yet to deliver”

Strategic Report

2023 was a year of significant progress for M&C
Saatchi. Our financial results not only reflect both
the challenging market environment our businesses
operate in, but also the considerable progress that
has been made in shaping the Group to best deliver
sustainable growth in the future.

We delivered a materially better financial performance
in the second half of the year following the more
challenging start to the year already flagged. This was
partly led by impressive contributions from Issues and
Passions. The biggest drivers of improvement were
our own proactive actions on costs, accelerating our
structural transformation, and closing or divesting a
number of loss-making businesses which drove
operating margins up from 8.3% in the first half fo 16.9%
in the second half.

Although much has already been achieved in
transforming our Group, there is more to do and 2024
will deliver further progress. The market environment
in which we are operating confinues to be challenging,
but 2024 will also benefit from the full-year impact
of the actions we have already undertaken and the
planned actions we are yet to deliver. This report will
cover what we have been doing fo improve our Group
and lay the foundations for what we all believe will
be an exciting future for the Company and all of its
stakeholders.

OUTLOOK

Over the last 12 months, there have been many
changes at M&C Saatchi against a background of
significant market volatility. The Board has materially
changed, including the appointment of a new Chair
and Chief Executive Officer designate while our
markets have been challenging, particularly in the
technology sector. As such, we have taken the decision
to no longer provide long-term targets and will,
instead, provide nearer-term guidance.

2024 has started with renewed energy and focus and
encouraging first quarter momentum. While our end
markets continue to be affected by macro-economic
uncertainty, we expect Headline profit before tax for
2024 to be in line with expectations. We are confident
that the structural changes we are making to our cost
base alongside our new operating model are
increasing our operational leverage potential which
will help support future margin expansion.

12
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We have evolved the senior leadership team,
increasing capabilities and alignment. Zaid Al-Qassab,
as our new Chief Executive Officer, is at the core of this
process and sets the scene for our delivery over the
coming years.

We are well progressed on building a simplified
operating model which places our regional focus
and global specialist expertise at the heart of
everything we do. This will ensure we can confinue
to be unashamedly bold, creative, entrepreneurial,
and fearless in the work we do with our clients.

Our focus is on growing returns for our shareholders
by investing in capabilities and driving the Group
forward with renewed purpose. We have a marked
advantage in being able to operate at scale with the
agility of a start-up, allowing us to move at pace.

DIVIDEND

In recognition of the earnings growth, and our
confidence in our future, the Board will be
recommending the payment of an increased
final dividend of 1.6 pence per share. This is in
line with our intention to deliver a sustainable
and growing dividend.

MY THANKS TO MY COLLEAGUES

I would like to take this opportunity o acknowledge, and
express my appreciation and gratitude, for the effort
and commitment shown by our employees. We are a
people business, and our success ultimately boils down
to the talent that exists throughout our Group and the
willingness of that talent to share our vision for M&C
Saatchi. To deliver the strength of results that we have,
against a difficult backdrop, gives me enormous
confidence and optimism around our future.

PROGRESS ON PEOPLE

2023 was a year of significant change from a senior
management and Board perspective.

Firstly, | would like o take this opportunity to thank
Moray Maclennan, who stepped down as a director
at the end of September 2023 following his intention to
retire as Chief Executive Officer, for his longstanding
contribution and commitment to our Group. Moray
had been with the Company since its founding in 1995
and his leadership since 2021 was instrumental in
seeing the business return to a sound footing after a
particularly challenging period and laying the
groundwork for its subsequent growth.
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More recently, we were delighted to announce the
appointment of Zaid Al-Qassab as our new Chief
Executive Officer. Zaid will be taking up his role in
May 2024, at which point | will step back from my
interim role as Executive Chair to fulfil the role of
Non-Executive Chair.

Our search for a new Chief Executive Officer was
comprehensive and in Zaid we have found a
compelling blend of dynamism, passion and proven
leadership qualities. Not only does Zaid bring
significant marketing industry experience, he also
brings a client perspective that will be critical to our
customer-led growth journey. Zaid joins us from
Channel 4 where he was Chief Marketing Officer
since 2019. Under his leadership, he oversaw the
success of Channel 4’s own inhouse creative agency,
4creative, and digital content and brand
enfertainment agency, 4studio. Prior to Channel 4,
Zaid was Chief Brand & Marketing Officer for BT
Group PLC.

| look forward to working closely with, and
supporting, Zaid as he takes the Company forward
over the coming years.

Over the course of the year, a key priority has been to
reshape our Executive Leadership Team. We have
sought to both streamline and rebalance the skills
within our senior management structures. This has
resulted in a number of internal promotions and
external appointments.

. Scott Feasey, the Chief Executive Officer of our
UAE region has been promoted to the Executive
Leadership Team.

. Simon Bergman, the Chief Executive Officer of
the World Services business has been promoted
to the Executive Leadership Team.

. Damian Symons has been promoted to Chief
Executive Officer of the M&C Saatchi Consulting
Group having previously been Chief Executive
Officer of Clear. This reflects our commitment
to fostering greater collaboration within this
specialism and a recognition of the longer-term
growth opportunity we see in this market.

. Marcus Peffers saw his role expanded during
the year to take on regional leadership of the UK
Group enabling the business to quickly move fo
this new model, while continuing to chair the
World Services business.
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. Following both an internal and external search . We are close to announcing the appointfment of
for a Chief Operating Officer, we were delighted a new Global Chief Creative Officer, a role that
to promote Mark Dickinson-Keen to the role will sit within the Executive Leadership Team.
of Chief People and Operations Officer. In this As we roll out our new operating model, having
new role, he has responsibility for People, IT, a global role that elevates the standard of our
Facilities, ESG and the delivery of our global creative output will be an important step.

efficiency programme.

As a result of these changes, our new Executive Leadership Team is as below:

EXECUTIVE LEADERSHIP TEAM

ZILLAH BYNG-THORNE
Executive Chair

REGIONS SPECIALISMS CENTRALTEAM

UK ISSUES PEOPLE & OPERATIONS
Marcus Peffers Simon Bergman Mark Dickinson-Keen
APAC TALENT FINANCE
Justin Graham Richard Thompson Bruce Marson
SOUTH AFRICA MEDIA CREATIVE
Mike Abel James Hilton Vacant
AMERICAS CONSULTING
Lenny Stern Damian Symons
EUROPE PASSIONS & PR
Carlo Noseda Vacant
MIDDLE EAST

Scott Feasey
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Beyond our Executive Leadership Team:

e Jo Bacon has been appointed to lead the newly
formed UK Agency. Jo brings a wealth of
experience with her and joins us from Ogilvy (part
of the WPP Group) where she has been Global
Client Lead for the last three years. The newly
formed UK Agency has been created through the
reorganisation of the previously separate UK
creative agency businesses into a single entity to
simplify the UK client proposition and enable
more collaboration across multiple disciplines.

. Nadja Bellan-White has been appointed Chief
Executive Officer of SS+K, our New York-based
agency. Nadja joins us from Vice Media where
she was Chief Marketing Officer. Prior to this,
Nadja held several senior roles at Ogilvy, Publicis
and Digitas.

. We were delighted to make a number of further
senior promotions during the year, including:

- Promoting Kabeer Chaudhary to Chief
Executive Officer of our Performance Media
business, having previously led the APAC region
for Performance Media since 2021. Kabeer has
been with M&C Saatchi Performance since
2015 and has served in the role of managing
director of APAC for the past two years.

- Promoting Rhonda Hiatt to Chief Executive
Officer of Clear, our consultancy business,
to accelerate growth ambitions across key
markets. Rhonda has been a group board level
leader within Clear for close to 10 years and
enjoys 20+ years in the consulting industry.

- Promoting Laura Coller to be Chief Executive
Officer of Sport & Entertainment (UK) having
served as a Board Director for the past seven
years and as a Managing Director in the
business since 2022.

Alongside the ongoing evolution of our senior
management structures, we have also seen a few
changes to our Board.

Firstly, | would like to thank my predecessor as Chair,
Gareth Davis, who retired from the Board at the Annual
General Meeting in June 2023. Gareth steered and led
the Board through periods of growth and challenges for
the Group, not least the two unsuccessful bids for the
Company in 2022. Gareth was also instrumental in
strengthening the Board, and we owe him a debt of
gratitude for all he achieved.
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Similarly, | would like to express my thanks to Lisa
Gordon, who also stepped down from her role as
Senior Independent Director at the Annual General
Meeting in June 2023. Lisa has been a steadfast
supporter of the Group, and we wish her well in her
other endeavours.

In January 2024, we welcomed Dame Heather Rabbatts
to the Board. Dame Heather will serve as our new
Senior Independent Director. Dame Heather brings

to the Board her experience across a range of
industries, including local government, infrastructure,
media and sport. Dame Heather has held a number of
executive and non-executive roles. She is currently a
Non-Executive Director of Associated British Foods plc
and has previously been a Non-Executive Director at
both Grosvenor Britain & Ireland and Kier Group plc.
Dame Heather was the first woman appointed to the
board of the Football Association in over 150 years.
Dame Heather will be a great addition to our Board,
and | look forward to working with her.

Lastly, we welcomed Chris Sweetland to the Board as
a non-independent Non-Executive Director. Chris sits
on the Board as the nominated representative of
AdvancedAdvT Limited and Vinodka Murria, who hold in
aggregate 22.2% of the Company’s issued share capital.
Chris brings substantial experience as he was previously
Deputy Group Finance Director of WPP Group plc and
has been an excellent addition to our Board.

Please refer to pages 64 and 65 for details of
the Board’s engagement with its stakeholders
(section 172 statement).

Sustainability: Planet and People Initiatives

The changes we are making to how we work have
enabled us fo contfinue to make good progress in
relation to our ESG priorities. Please refer to pages 66
to 80 for more details of our 11 commitments and
the sustainability and people initiatives we are
implementing.

THE SHAPE OF OUR YEAR
Market Backdrop

2023 was a challenging year across our industry,
particularly in the first half. However, as we indicated
at the interims, we had already accelerated our global
efficiency programme and were taking action on the
loss-making non-core businesses within our portfolio.
As a result, we were able to arrest the decline and
significantly improve profitability in the second half.
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The early signs we noted at the half year, that pressure
was easing on client marketing budgets pointing to
an improving market backdrop, are being realised.
Nevertheless, looking at the year overall, the more
cyclically exposed parts of our businesses felt pressure
throughout the year. As a result of this, Advertising,
Media and Consulting were the most heavily affected
(particularly where they were exposed to large
technology clients), while Issues and Passions, which
are less exposed to the broader marketing spend
cycle, continued to deliver strong growth and healthy
margins, underpinning the benefit of our diversified
business model.

Group Financial Results

Within the context of challenging market conditions,
net revenue declined by 7% to £252.8m (4% at constant
FX) in line with the first half performance. However,
on a like-for-like basis, excluding the impact of the
non-core businesses we exited in the second half,

net revenue declined 2%.

The impact of the self-help actions we have
undertaken through the year are evident in operating
profit which improved markedly in the second half,
rising 30% versus 2022, following the first half decline
of 45%. The full-year Headline operating profit was
£32.4m, down 8%.

While full-year operating margin was 12.8%, down
30 basis points on 2022, it rose significantly from
8.3% in the first half. On a like-for-like basis, excluding
the loss-making business we have now discontinued
in both 2022 and 2023, operating margin improved
year-on-year by 20 basis points to 14.2%.

In 2023 we delivered £3.9m of annualised cost savings,
ahead of our initial target, as we contfinue to simplify
our structure. We remain committed to our target of
delivering £10.0m of fully annualised cost savings in
2024. This provides a strong basis for future operating
margin progression. (The review of our global
efficiency programme and our active portfolio
management is covered in more detail in the
following pages.)

Headline profit before tax was £28.7m, a decline
of 10% from 2022. On a like-for-like basis, however,
the decline was limited to 1%.

Headline earnings per share improved to 15.2p
from 14.8p in 2022, as the share of Headline profits
represented by minority interests declined sharply
from 25% to 13% as a result of our settlement of put
option liabilities through the course of the year.

Strategic Report

We settled approximately half our put option liabilities
for £15.4m in cash, leaving a reduced liability of
£14.4m with £9.9m of this potentially payable in 2024,
reducing the minority interest to well below 10% of
Headline profits. We would expect to setftle the balance
over the course of the next five years.

This settlement of £15.4m of put options had an impact
on net cash, which stood at £8.3m at the year-end,
compared with £30m in 2022. In addition, working
capital absorption of £14.5m was driven by £8m
reduction in bonus accruals, a £3m reduction in
minority interest profit share liabilities and £3m
relating to changing revenue mix.

We expect to see some working capital normalisation
through the course of 2024, and our net cash position at
the end of the first quarter showed an improvement
compared with December. Reducing put option
liabilities remains one of our key priorities for the
Company which will simplify our capital structure.

In the context of our capital light and cash-generative
business model, this means that we expect to
strengthen free operating cash flow delivery in the
future and accelerate future returns to our shareholders.

Specialisms

The resilience that our diversified portfolio lends
the Group, is evident in this year’s performance.

Advertising

. Represented 42% of the Group net revenue,
down from 46% in 2022.

. 2023 was a challenging year, encompassing
a broad range of outcomes across the
geographical breadth of this business, with the
US and the UAE outperforming Asia and Europe.

«  Advertising was most affected by business
exits and excluding these, like-for-like (LFL)
net revenue declined 8% (a 12% decline in the
first half and a 5% decline in the second half).
Net revenue overall declined 15% in the full-year
ahead of the 16% decline at the half year.

. Market sentiment has shown signs of
improvement, but we remain cautious on the
outlook. Our self-help measures, including
strengthened leadership and internal
improvements from operating as infegrated,
simpler agencies, will be the key drivers of
performance in 2024.
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Issues

. Represented 20% of Group net revenue, up from
15% in 2022.

. Characterised by a global client base of both
commercial and non-commercial entities and
multi-year engagements, which is less cyclical
and has been a strong contributor to the Group
over the last two years.

. Delivered 21% net revenue growth; 22% LFL.

. The outlook for 2024 remains positive.

Passions

. Represented 14% of Group net revenue, up from
12% in 2022. In FY23, PR’s results are included in
Advertising, but will be included in Passions & PR
from 2024 reflecting the consolidation taking
place.

. This specialism encompasses our award-winning
Sport & Entertainment and Talent businesses.
It is also characterised by multi-year client
engagements and benefits from the growing
desire of brands to partner and engage through
consumer events and non-traditional channels.

. Passions delivered 8% net revenue growth; 10% LFL.

. The outlook for 2024 remains positive, and
we expect to invest further in this business to
drive growth.

Consulting

. Represented 14% of Group net revenue, in line
with 2022.

. Broader market challenges in the consultancy
sector were evident and net revenue declined
by 9%; 6% LFL.

«  We acted on costs within this specialism and
re-aligned our business structures and
leadership. In addition, we have simplified our
proposition, launching M&C Saatchi Consulting,
in order to make it simpler for our clients to
access our services.

. 2024 has started on a firmer footing than 2023,
but we remain cautious about market conditions.
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Media

. Represented 10% of Group net revenue, down
from 13% in 2022.

. This was the most challenged specialism in 2023
with a 23% decline in net revenue; 21% decline LFL
notwithstanding a number of good client wins.
The decline was 30% in the first half and 12%
decline in the second half.

. Most materially impacted by the macro factors at
the start of 2023, including the reduction in spend
from technology clients in the first half, coupled
with changes relating to privacy regulations.

. We have addressed costs in this business during
the year and have strengthened leadership to
enable a focus on strategic growth.

. While we remain cautious about the structural
headwinds the paid media market faces in
the short term, the outlook for 2024 is more
promising. We have seen a stronger start to
the year compared to 2023.

NET REVENUE BY SPECIALISM

50%
40%

30%

20%
o I 10 n
0%

Advertising  Issues Passions  Consulting Media

2022 W2023

New Revolving Credit Facility

We have recently renegotiated our banking facilities.
We have welcomed a new banking partner, HSBC,
into our lending group alongside Barclays and
NatWest. Our new arrangements comprise a core
facility of £50m alongside a new and additional
accordion facility of £50m. Our covenant terms are
improved over our previous facility arrangements.
This is covered more fully in the Financial Review.
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Dividend

In recognition of the earnings performance during the
year, the Board will be recommending the payment
of an increased final dividend of 1.6 pence per share.
It is our intention that shareholders should benefit
from a sustainable and growing dividend. Subject to
shareholder approval at the Annual General Meeting,
to be held on 16 May 2024, the dividend will be paid
on 24 June 2024 to shareholders on the register as

at 10 May 2024. The shares will go ex-dividend on

9 May 2024.

PROGRESS ON TRANSFORMATION

The transformation of our business is multi-phased.
The initial phase has focused on securing short-term
efficiency and cost savings and reviewing the loss-
making businesses within our Group. This is now well
underway, and we have made very tangible progress.
In the next stage, we will focus on shaping our business
for the future and what that means for the structure
of our Group. | discuss this is in more detail in the
following section.

The purpose of the initial phase was three-fold:

«  Todeliver a structural and long-term
improvement to our Group operating margins.

. To simplify our Group structure and ensure that
all the businesses within the Group are wholly
aligned with our new operating model and
go-to-market strategy.

. To free up the capital required to support
these businesses and allow this capital to
be re-invested where longer-term growth
opportunities are more attractive.

At our interim results, we announced that we would
be accelerating and refocusing our global efficiency
programme. We have made good progress exceeding
our 2023 target with £3.9m of fully annualised cost
savings delivered by the year-end. We remain on
course to deliver an additional £6.6m of annualised
savings by the end of 2024 totalling £10m.

Where we focused our efforts in 2023:

. People. Focus primarily on our Group head office
and a range of functions where roles are no
longer necessary or likely to be duplicated.

. Property. Rationalising and optimising our
UK, Australian and US property portfolios.
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. Procurement. Seeking greater efficiency around
our use of service suppliers and internal cost
centres such as travel.

Looking forward to 2024, we see further material
gains to be made from:

. Optimising and rationalising our Group support
functions including, Finance, IT and HR to create
shared service centres to support the Group on
a global basis.

. Further gains from our property portfolio with
more efficient use of our UK property.

. Rationalising our IT service provision through
group-wide deployments.

. Focus on creation of centres of excellence for our
middle office functions and common capabilities,
specifically production, data and analytics and
social media.

Costs of the global efficiency programme

In 2023, we incurred £3.3m of exceptional costs
relating to our global efficiency programme, of
which £1.1m was cash and £2.2m represented
property impairment charges.

For 2024, we expect a higher level of costs to be
incurred but we still expect the total cost of this
programme, both cash and accounting costs,
to be in line with our previous guidance of 0.5x
to 1.0x the level of cost savings delivered.

Portfolio Rationalisation

Above and beyond the operational cost savings we
are making, we have also been actively reviewing
our portfolio, in particular a number of non-core or
loss-making businesses. Significant progress has been
made, and we have exited from businesses that, in
aggregate, represented c.£9m of revenue and c.£3m
of operating losses in 2023, including:

. Sweden. We reduced our interest from 70% to 30%,
with the management team acquiring our interest.

. Asia. We have closed, wound down, or exited
through local management buy-outs, a number
of our smaller offices across this region, including
in China, Hong Kong, Indonesia and Singapore.
We have also consolidated our regional structure
into a unified regional headquarters for APAC.

. UK. We have exited several of our smaller,
non-core businesses and have merged our
agencies info an integrated new UK Agency.
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For a number of the businesses that have been
disposed of, we have entered into future relationship
agreements that enable these businesses to continue to
use the M&C Saatchi brand. In return for the use of our
brand rights, and to remain connected to our global
network, these businesses will pay an ongoing licence
fee to the Group. This allows us to continue to share in
their success as independent businesses, albeit not
solely at the equity level, and transforms them into a
profit centre for the Group rather than a cost centre.

In the first quarter of 2024, the Group divested of its
shareholdings in its three French associate investments
for a consideration of €1m. More recently on 9 April
2024, the Group announced the divestment of its
shares in the M&C Saafchi South Africa Group for
£5.6m. Once completed, these transactions mean
that we will have materially completed the
simplification of our business portfolio.

CAPITALALLOCATION

M&C Saatchi is a business that is capable, over

the medium-term, of converting at least 80% of its
operating profits into cash, although each future
year will undoubtedly see some degree of variability
through the cycle. Putting aside the one-off impacts
on cash generation in 2023, our streamlined portfolio
of businesses, our new operating model and go-to-
market strategy give us a high degree of confidence
in the potential for sustainable and growing free
cash generation.

Our strategy to evolve and grow M&C Saatchi will
require investment. Aligned to our regional first, global
delivery-led approach, we would seek to re-invest

to drive long-ferm growth and to add capability,
capacity and scale in the parts of the Group that will
generate the greatest return. We will remain open fo
opportunities fo accelerate that through selective M&A.
We expect that the majority of acquisitions would be
bolt-on in nature and address gaps in our client-facing
capabilities and regional coverage.

Our confidence in the Group’s ability to generate
sustainable and growing free cash underpins our view
on our capital allocation. We are comfortable operating
with a net debt to EBITDA ratio not exceeding 1.5x,
although we would allow for a temporary spike in
the case of a material acquisition.

By simplifying our Group, good execution, re-investing
in growth, and selective bolt-on acquisitions, we believe
we can deliver a compelling proposition of returns to
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shareholders including capital growth, a progressive
dividend, and a robust, optimal balance sheet.

IN CONCLUSION

This has been a critical year for M&C Saatchi. We have
made significant progress in addressing the challenges
our markets have posed, partially mitigating the
impact of the macro headwinds. We have begun the
transformation, achieving key steps towards greater
efficiency and our new operating and strategic model
that will align us more closely with our clients.

There is much more to achieve in 2024 and our focus
remains on delivering the sustainable, longer-term
growth and shareholder returns of which we know the
Group is capable.

ZILLAH BYNG-THORNE
Executive Chair
1 April 2024

“Our strategy to evolve
and grow M&C Saaftchi
will require investment.
Aligned to our regional
first, global delivery-led
approach, we would seek

to re-invest to drive long-
term growth and to add
capability, capacity and
scale in the parts of the
Group that will generate
the greatest return.’
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HOW WE ARE SHAPING THE
BUSINESS FOR THE FUTURE

BUILDING ON OUR CREATIVE HERITAGE

Creativity is a word that has often been associated
with M&C Saatchi, and with good reason. Our position
in the market has been hard won over the years
through a dedication fo creativity to empower our
clients by cutting through a crowded and competitive
brand landscape. M&C Saatchi has always been a
business that has dared to be different.

However, creativity must have a purpose and be
accompanied, supported and enhanced by other skills
and specialisms that fit the broader, and evolving,
needs of our clients. M&C Saatchi exemplifies exactly
that exciting breadth of skills and passions.

The challenge is not whether we have the capability,

it is how best fo align these capabilities with our
customers. This is about removing the internal barriers
to growth that our historic approach had put in place
to reflect the changing needs of our clients.

In the past, M&C Saatchi had based its strategy
around backing entrepreneurial founders, bringing
their talent and dynamism into a broader group
platform from which they could grow their individual
businesses. The benefit of this approach can be seen
in the quality of our people, the breadth of our five
specialisms and our geographical reach. This is a
very strong place from which to start. However, this
approach also created a group of considerable
complexity, with internal structures that did not lend
themselves to collaboration, nor supportive of a truly
cohesive client-facing and group strategy. Through
the course of 2023, our Executive Leadership Team
has brought together a new operating model and
a strategic vision that places us af the heart of where
our clients need us to be.

THE CHANGING LANDSCAPE WE FACE

The internal transformation we are embarked upon is
meaningless without first understanding the market
context we face. M&C Saatchi has built its reputation
on being a pathfinder in the industry, daring to be
different and ensuring we are best able to meet clients’
changing needs. Our markets and our customers are
not, and have not, been standing still. Whether we look
at our markets through the lens of technology, or
economics, we see profound and rapid change.
Against such a backdrop, M&C Saatchi has an
opportunity to set out a new model for its future
evolution, enabling us to do the best work with the
best people, focused on our client growth.

As we look af the market we operate in, we see clear
opportunities fo evolve and transform:

. Our clients face complexity every day. A brand

no longer exists within a single medium and

a customer no longer interacts with a brand
through a single point of contact. Our clients
must drive growth by navigating a bewilderingly
complex and changing marketing ecosystem
where physical and digital brand assets and
consumer touchpoints are interchangeable,

or even indistinguishable from one another.

- What does that mean for us: Simplify. We will
help our clients to solve their problems, not
create new ones. Our agency approach must
be to align our global and regional skills and
capabilities with the needs our clients actually
have. The answer to any client question
almost certainly sits somewhere within our
organisation. We need a structure that allows
the two fo meet as easily and quickly as
possible.

. Media is converging. As the boundaries between,
and the roles of, traditional media formats break
down, this poses a threat to the single discipline
agency specialist, who increasingly see their
narrow, but deep, field of vision contract. Dealing
with a myriad of narrow specialists only adds fo
the complexity and the costs faced by our clients.

- What does that mean for us: Integrate. We
must make the full breadth of our specialist
capabilities easily accessible by our clients.
We need to face our clients as an integrated
agency partner, not as a collection of loosely
connected domain specific experts.
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. Commoditisation of creative. In the golden age
of TV, a great campaign cut through the noise
and the creative was king. This is no longer the
case. As media formats converge, driven by
technology and social change, creative agencies
run the risk of commoditising their own creative
lifeblood to keep up with competitors and
technology in a race to the creative bottom.

- What does this mean for us: Differentiate.
We will redefine what creativity means to us
as an organisation and to our clients. We are
an organisation that has always prided itself
on being different; bold and fearless in our
approach. We need to broaden our definition
of what creativity is and use that as our
lightning rod. This will allow us to stand apart
from a commoditising world.

. Client budget pressure is not going away. Client
marketing budgets are not growing as fast as
the media complexity into which they are being
deployed. Increasingly, larger brands are looking
to inhouse the old school agency retainer and
parcel out specific projects.

- What does this mean for us: Proximity. We will
have a structure that places us closer to our
potential clients. We need to be able to
identify those clients for whom we can make
a difference and grow with them. We need
to be comfortable with not being a global
partner but with bringing our global skills
to bear on the client problem that needs to
be solved.

Our Fluency data consultancy is an excellent example
of a centre of excellence in action. We highlight in this

case study who Fluency is, what it does and how it will
be able to support our growth strategy.
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WHO WE ARE

Fluency is an award-winning global data
consultancy that helps brands make smarter
business decisions by connecting deeper
insight to smarter actions. Building on

the Group's intellectual capital in brand,
marketing and design, Fluency specialises
in creative solutions fuelled by high quality
analytics, diverse data, and innovative
technology. Fluency’s team of specialists
operate out of hubs in New York and London,
servicing clients from Amazon, Nike and
Diageo, to the UK Government and UN.

WHAT WE DO

Fluency approaches the market through four
common client challenge and problem areas,
opening a wider front door which is easily
scalable fo support Fluency’s growth and
expansion.

These are:
Systems (setting clients up for success).

Audiences (targeting growth
opportunities).

Experiences (enhancing touchpoint
relevance and resonance).

Effectiveness (measurement and
optimisation).

Fluency’s reason to buy:

We help decision-makers deliver stronger
outcomes, by connecting deeper insight
to smarter actions.

Fluency’s right to win:

Fluency’s specialists unlock true commercial
advantage at speed and scale by blending
diverse datasets with cutting-edge technology.

Awards:

Gold winner of industry’s prestigious Campaign’s
Agency of the Year for best start-up, reflecting
client base, talent pool, culture, and market offer.

Clients:

Amazon, Nike, the UK Government and Diageo.

21



M&C Saatchi Plc Annual Report 2023 Strategic Report

HOW WE CAN MAKE
IT EASIER TO GROW

The sheer complexity of our
organisation across its
geographical footprint and the
lack of historic integration did
not always work in our favour.
We had a group of scale and
reach but lacked the ability to
take full advantage of the client
opportunities in front of us.
Our internal structures, both
operational and financial,
created barriers to the
collaboration necessary to
win in the markets we now
find ourselves operating in.

While we have a culture that focuses on helping our
clients grow, the reality was that our structure and
incentives meant that, at times, it had been hard for
clients to work with us. Over the last few months, we
have set about implementing a new operating model
and reward framework that overcomes these hurdles,
making it easier for all of us to harness the full
capability within M&C Saatchi to do our best work for
our clients. The focus of our Executive Leadership Team
has been to identify how best to re-orient ourselves to
address these challenges.

Regional First

We solve the problem of client complexity and
proximity by going towards, and becoming closer to,
our clients and presenting a clear and integrated
solution to them. Our existing regional presence
already places us close to our clients but rather than
presenting a narrow, regional set of solutions to them,
we will open up the full range of capabilities that exist
within our global specialisms.

We also need to recognise the client opportunities that
this model is ideally suited for. These are the regional
champions that need the full suite of our capabilities
but have yet to go fully global themselves; these are
the businesses that we can grow with over the long
term and deliver a meaningful impact to. We recognise
that we have a core competency in helping the
businesses that are ambitious, and that are at

an inflection point facing competitive or market
challenges that we can deliver solutions to.

Global Specialism Delivery

A regional first focus does not imply no global client
mandates. Our specialisms already work with a wide
array of global clients on a global basis, and we do not
see this changing. Instead, a regional first focus means
that our global specialist teams will be exposed to a
broader array of clients. We want our global specialisms
to be busier. We see this as the fastest route to bring our
unique suite of skills closer to more of our clients. Please
refer to the case study on M&C Saatchi Consulting on
page 44 for an example of this in practice.
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Supported by Global Shared Services and an
Integrated Agency Model

Critical to the success of this regional first, global
specialism delivery model is a group and agency
structure that will enable delivery on this basis and
remove internal barriers.

e  Global shared services. This is about efficiency
and the speeding up of client delivery. By creating
global service centres that deliver Group-wide
support and back-office functions, we can
streamline and increase the agility of our client-
facing regional hubs. Not only will this enhance
our margins by removing duplicated functions
and reducing procurement costs, but it will
also decrease complexity and increase our
institutional flexibility and speed of response.

« Integrated agency model. We reduce the
complexity of our client offer by reducing the
number of distinct, and often disconnected, faces
we present to them. For clients with bottomless
marketing budgets and infinite time resources,
dealing with a myriad of narrow experts may be
satisfactory, but the reality is that these clients are
either very rare or simply do not exist. Our clients
need to see us as a partner that can deploy the
requisite skills at the right tfime to solve the issues
they face.

Our Australian businesses have already integrated
their agencies info a single, go-to-market proposition.
We have created a new integrated agency in the UK,
and we will see further integration as the year
progresses. This is about recognising that the template
for success already exists within the Group and
ensuring that we make this our uniform approach.

The simplification of our Group structure, coupled with
the simplification of our balance sheet will liberate the
capital, both fixed and working, that will be needed
to deliver this new operating model across the Group.
In the pages that follow, we will showcase not only the
strength of the regional first model but the depth and
reach of our global specialisms.
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“Over the last few months,
we have set about
implementing a new

operating model and
reward framework that
overcomes these hurdles,
making it easier for all
of us to harness the full
capability within M&C
Saatchi to do our best
work for our clients”
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GLOBAL EFFICIENCY
PROGRAMME

Context

While conceived in 2022, our global efficiency programme was initiated in earnest in 2023. The first stage was
a detailed analysis of all back-office (HR, IT and Finance) activities and roles alongside defining the future target
operating models for these functions. The scope of the programme was expanded to include a broader focus on
efficiency across the front, middle as well as the original back-office scope.

As we enter 2024, the programme now comprises 11 workstreams which cover establishing specialist hubs for our
IT, HR and Finance operating models, procurement, redefining our property footprint, globalising our production,

data and media capabilities, standardising and scaling our go-to-market, and our brand licensing approach.

Overview of workstreams and their objectives

Workstream

GTM approach

Brand licensing

Data middle office

Production middle office

Global media offer

Establishing specialist hubs

HR target operating model

IT target operating model

Finance target operating model

Procurement

Property and facilities

Objective

Delivering a consistent framework and approach to client solutions.

Standardising the approach to brand licensing in non-core geographies.

Enabling data access, analysis, and education for the global business.

Creating integrated global production capabilities.

Building scale through integrating our media capabilities.

Operationalising global strategic hubs, across Cape Town, Delhi and
Bangalore.

Reorganising the people team, streamlining operational and
commercially supporting activities.

Redefining the support and systems architecture into a consistent globall
platform and offshore service delivery model.

Consolidating across transactional and commercial finance support.

Delivering material savings from transforming global Group purchasing.

Driving a consistent and consolidated global property footprint.
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Progress in 2023 and Programme Delivery in 2024

In 2023, we took the initial steps to reorganise our
back-office functions, rightsizing the central, global
functional teams and conducting the detailed planning
for the entity-by-entity impact of the new operating
model. In addition, we consolidated and renegotiated
employee-related non-staff costs to drive efficiencies
from scale purchasing.

Aligned to the Company’s ESG commitments, travel,
especially air-travel was limited, delivering initial
benefits in 2023, with further reductions expected
in 2024.

In 2024, in the back-office, we will be moving from our
historic agency-led back-office model to a process-
led offshore model enabling efficiencies from process
consistency and automation. In parallel, the programme
will elevate the remaining embedded teams to provide
business partnership and commercial advisory services.
This transition will be phased over 12 months with the
first phase completed at the end of June 2024.

Procurement excellence is also a key focus for the
programme in 2024, through leveraging regional
consolidation as well as the global scale and footprint
of the Group to deliver technology-related
consolidation and simplification. This begins the
roll-out of a single system architecture, toolset and
hardware estate. The first phase will be completed
by September 2024.

The global property portfolio has also been a key
focus which began in the final quarter of 2023 and is
expected to be completed in the second quarter of
2024. This includes a further reduction in our property
footprint in London, with active marketing and
imminent subletting of floor space expected to deliver
material savings from the final quarter of 2024. We are
also actively consolidating our footprint in Australia
across our Sydney and Melbourne offices, and we
recently opened a new, consolidated and more
collaborative office in New York.
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Brand Licensing

As we have disposed of non-core businesses the
Company has entered into licence agreements with
these businesses to enable them to retain the M&C
Saatchi brand for continuity and competitive
advantage. This has created a new revenue stream
for the Group and retained the global partnerships
and network which is critical for new business
development and conversion.

Go-to-market

With the revised globally integrated, regionally
executed strategy, we are reviewing and codifying our
global products and services to make collaboration
simpler for our teams and our clients as well as create
consistency in what we as M&C Saatchi deliver and
stand for in the market.

Establishing Specialist Hubs for Back and Middle
Offices

By the end of 2024, the Company will operate three
specialist hubs leading process-led shared service
centres for our middle and back-office functions.
These include: 61 people in Cape Town across Finance,
IT and HR (with a view to add production in the last
quarter of 2024), 55 people in Delhi across IT, HR and
media operations and 62 people in Bangalore across
media data, strategy and production. These roles have
been offshored from across the UK, Europe, the US,
the UAE and Australia.
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SHOWGASING OUR

BREADTH AND DEPTH

In this section we highlight each of our key regions and
the global specialisms that we deploy to help our
clients in their own growth journey. This illustrates the
breadth and the depth across our organisation, while
also aligning with how we report our performance to
our stakeholders. However, it is also important for our
stakeholders to understand that although we break our
business down into the five distinct specialisms, the
reality is that our specialisms are more connected than
our reporting structure might imply.

When we look across our specialisms, we can see three
broad groupings underpinning them. These groupings

can best be thought of in terms of the skills employed

and the outcomes delivered to our clients.

. Creative advisors. This captures our businesses
that take our clients’ brands on a journey. Our
experts create, plan, structure and advise on this
brand journey through whichever media is

OUR BUSINESS MODEL

Regional first
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relevant. Our Advertising, Issues and Passions
& PR specialisms would sit within this grouping.
The distinctions between the three are more
about specificity of the client community served
(Issues) or the end media targeted (Passions
& PR).

Media execution. Our Media specialism makes
real the tangible connection between our clients’
brands and the end consumer. We create,
measure, and enact the digital media strategies
that deliver client messages to the right consumer.

Data consulting. Our Consulting specialism
represents our ability to help our clients
understand the challenges or market opportunity
they face. Centred around analytical insights into
consumer and market data, our consultants
declutter and make sense of how our client
brands resonate and perform.

As part of the work on our new operating model, we have evolved into a regional first model. This model allows us
to be both closer, and more responsive to our clients. We will be better able to align our global specialist capabilities
to these client needs more quickly than we have in the past. Our core regional markets are:

MIDDLE EAST

AND AFRICA AMERICAS
e HQ: London e HQ: Milan e HQ: Cape Town e HQ: Sydney e HQ: New York
. . and Dubai . .
e Presencein: e Presence in: e Presence in: o Presence in:
- England - France * Presence in: - Australia — Brazil
- Germany - South Africa — New Zealand - Mexico
— Italy - United Arab - Singapore - the US
— Netherlands Emirates - Malaysia
- Spain - Lebanon - China
- Sweden - Pakistan - India
- Switzerland
See page 28 See page 30 See page 34 See page 36

for case study. for case study.

for case study. for case study.
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Our unique model means that not only are we able to operate at scale in the major regions, but we can also bring
our global specialisms much closer to these regional clients. These core global specialisms are:

ADVERTISING PASSIONS & PR! CONSULTING

o Operates in: e Includes: e Includes: e Includes: e Includes:
- UK — Talent — Clear — Performance — World Services
- Europe - Sport & - Fluency - Bohemia
— South Africa Entertainment - MCD - Connect
_ UAE — Consumer PR -Re
- APAC — One-to-One
— Americas — The Source
See page 38 See page 42 See page 44 See page 46 See page 40
for case study. for case study. for case study. for case study. for case study.

We provide a full range of services from our operations across the globe:
] e |
UK v v v v v
Europe v v v v
el Y v Y

APAC v v v v v

Americas J ‘/ \/ ‘/ \/

11n 2023 and prior years, PR was included within the Advertising specialism. It was moved fo Passions & PR in 2024.
Therefore, the PR numbers are included within the Advertising specialism in this Annual Report and Accounts.
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2023 NET REVENUE: £102.3M

WHO WE ARE

In 2023, we restructured our UK business, to drive better
integration amongst our industry leading specialisms.
Embracing our founding principle of Brutal Simplicity
of Thought, M&C Saatchi UK Group is now formed of:

. The new UK Agency, comprising of the London
Advertising, Destination Marketing and Globall
& Social Issues businesses.

. Passions, PR and Talent businesses, Sport &
Entertainment, consumer PR agency Talk and
The Talent Group, including M&C Saatchi Merlin
and M&C Saatchi Social.

. Our UK and global media agency, Performance.

. The recently launched M&C Saatchi Consulting,
which brings the Clear, Re, MCD Partners, One-to-
One, The Source and Fluency agencies under one
umbrella offer, to deliver growth at the intersection

of brand, experience and innovation for our clients.

WHAT WE DO

Our capabilities stretch across the entire breadth and
depth of the digital landscape and customer journey.

A multi-discipline, end-to-end marketing-communications
offering, from demand creation using data analytics,
brand strategy, experience and innovation, through to
multi-channel creative communications - advertising,
sponsorship, brand reputation, personalisation, brand
experience, talent management and influencer, through
to performance media.

OUR BRANDS

. UK Agency

- London Advertising
- Destination Marketing
- Global & Social Issues

. Passions, PR and Talent

- Sport & Entertainment

- Talk

- The Talent Group (M&C Saatchi Merlin

and M&C Saatchi Social)

. M&C Saatchi Consulting

- Clear

- Re

- MCD Partners

- One-to-One

- The Source

- Fluency

. Performance

CLIENTS

Within the UK, we work with a range of clients, from
government departments to leading tech businesses.
Clients include Lego, Barclays, adidas, UEFA, Amazon,
Department for Education, Costa Coffee, NHS, Absolut,
Tesco, Bill & Melinda Gates Foundation and NATO.

PEOPLE

Central and Group 296
UK Agency 101
Passions & PR and Talent 182
Consulting 63
Performance 47
Central and Group 81
Total 770

WHAT MAKES US PROUD

Our Awards:

 Fluency, Campaign Agency of the Year Awards,
Start-up of the Year.

o M&C Saatchi Talk, PR Week Global, Best Global
Content.

« Re, D&AD Awards, Branding - Digital.

o« M&C Saatchi Fabric, Muse Creative Awards, Best
New Agency of the Year.

« M&C Saatchi London, Data & Marketing
Association Awards, Customer Acquisition.

« Sport & Entertainment PR News, Agency Elite Top
100 list.

o Sport & Entertainment, Sport Industry Awards,
Agency of the Year 2023.
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EUROPE

Strategic Report

2023 NET REVENUE: £14.4M

WHO WE ARE
In 2023, M&C Saatchi Europe established itself as a

Creative Solutions Company and marked a triumphant

year of transformation towards greater integration,

amplifying our specialised services across the continent.
Notable victories included securing partnerships with
industry leaders like fin-tech giant Nexi, BMW for the
launch of the cutting-edge BMW iX2, and spearheading

brand repositioning efforts for construction firm

Rockwool. In addition, our pan-regional endeavours
for hearing healthcare brand Amplifon underscored

our commitment to delivering impactful solutions

across borders. As we continue to scale and refine our

offerings, the year ahead promises further growth and
innovation as M&C Saafchi Europe solidifies its position
as a powerhouse in the realm of creative excellence

and strategic prowess.

WHAT WE DO
Advertising and Content: Growth
The application of marketing Marketing:
Driving critical science and creativity to Connecting
global and solve complex problems. brands with
social changes. today’s
Protecting connected
the planet, customers.
transforming
lives for the
A CREATIVE
Passion coMPA“v
Marketing: Consulting:
Connecting Transformative
brands direct digital
to customers experience,
through their design and
passions. innovation.

To answer the most diverse
questions of any business.

Diversified expertise provided and
certified by world-class specialties.

mecsaarchil)

CLIENTS

We have a diverse range of clients which include
Carrera, Eni, De’Longhi, Ferrero, Geox, Heineken,
Lidl, Nexi, Peloton, Polaroid, Porsche, Wasa.

WHERE WE WORK

Sweden

Netherlands
Germany
Switzerland

France

Italy

. Milan (HQ)
Spain

WHAT MAKES US PROUD

We are very proud of our redesigned M&C Saaftchi
Labs products:

o Our infamous AB Test (solution to decision-
making).

« Unusual Suspects (solution to personal
innovation).

« Story-Label (key to interactive packaging).
« Pandora’s Box (ESG and more).
« The Game of Archetypes (dynamic storytelling).
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Strategic Report

MIDDLE EAST AND AFRICA

SOUTH AFRICA

WHO WE ARE

Since its inception in 2010 with just 13 staff, M&C

Saatchi South Africa has undergone a remarkable
transformation. Today, the group encompasses a
dynamic array of agencies including M&C Saatchi Abel,
Connect & Africa, Razor, Levergy, Dalmatian and Black
& White. What began as a small team has burgeoned
into a formidable force, boasting nearly 370 talented
professionals. M&C Saatchi South Africa takes pride in
its partnerships with both local and international brands,
serving as the creative engine behind some of the most
beloved and recognised names in the industry. With a
commitment to innovation, creativity and excellence,
M&C Saatchi South Africa continues to elevate the
standards of marketing and communications across
the region.

WHAT WE DO

At M&C Saatchi South Africa, we specialise in a
comprehensive range of advertising and marketing
communications services. From crafting compelling
brand narratives to executing strategic public relations
campaigns, we ensure our clients’ stories resonate.
Our expertise extend to media planning and buying,
maximising brand visibility across diverse platforms.
Passion marketing and sponsorship initiatives drive
brand affinity, while our advertising agency delivers
multi-award-winning campaigns. In addition, we excel
in B2B, loyalty, and one-to-one marketing, delivering
personalised experiences that foster lasting connections
between brands and their customers.

OUR BRANDS

Country Specialism

M&C Saatchi Abel Advertising and marketing

communications

Razor Public relations

Connect Media planning and buying

Levergy Passion marketing/
sponsorship

Dalmatian Advertising agency

Black & White B2B, loyalty, one-to one

marketing

2023 NET REVENUE: £16.1M

CLIENTS

Our clients in Africa include Standard Bank, Heineken
Group, Nedbank, Astron Energy and Takealot Group.

PEOPLE

Advertising 303
Passions & PR 44
Media 21
Total 368

WHAT MAKES US PROUD

In 2023, we launched our Employee Value
Proposition (EVP) #weboldlygo to all employees.
The EVP contained 10 people commitments which
the company made to ensure we attract and retain
“an unfair share of the world’s best talent”.

We formalised a strategic partnership with Eighty20,
South Africa’s largest ingestor of third-party data
and a leading analytics consultancy, and developed
a new product, GrowthMaps, to help create more
value and data-fluent decisions for clients as they
pursue future business growth.

New business wins in 2023 included PepsiCo,
Woolworths and SuperSport Bet.

Our Awards:
« Top seven finish for M&C Saatchi Abel at the
industry ranked Creative Circle Awards.

« Levergy was awarded Specialist Agency of the
Year at the prestigious Financial Mail AdFocus
Awards.

« There were Agency of the Year wins for both
Razor and Levergy at the Sabre and Sports
Industry Awards respectively.
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Strategic Report

UAE

WHO WE ARE

In 2012, M&C Saatchi UAE established its presence in
the region with the opening of the Abu Dhabi office,
later expanding to Dubai in 2016. These strategic
moves empowered us fo cater to a diverse clientele
spanning Europe, the GCC, and the UAE. Achieving
significant financial milestones in fiscal year 2023,

our UAE operations reported a noteworthy profit
before tax of £1.32m, doubling from the previous
year’s £660,000, with a profit margin hitting 18%.
Notable client acquisitions such as Aldar’s corporate
advertising account alongside Atlantis, Puma, and
Emirates Airlines bolstered our revenue streams. Despite
regional challenges, our production department
excelled, particularly in activation, events, and content.
Looking ahead, we are committed to sustained growth,
leveraging our diverse capabilities to deliver impactful
solutions and drive business transformation.

WHAT WE DO

We provide a full-service agency in the UAE. Our core
capabilities include: advertising, brand innovation,
marketing consultancy, CRM, PR, research and insight,
digital marketing and sponsorship and experiential.

CLIENTS

We have a diverse list of clients, including Aldar, DHRE,
Modon, ADQ, Atlantis and Burger King.

2023 NET REVENUE: £7.5M

PEOPLE

We have a team of around 100 in the region.

WHAT MAKES US PROUD

Our Awards:

New York Festivals, Advertising awards, Burger
King, “As Good as The Original”.

Cannes Lions, Burger King, “As Good as The
Original’, Shortlist.

The Caples, Brand awareness, Flame-grilled
challenge, Bronze.

Dubai Lynx, Film Craft, Burger King, “As Good as
The Original” Range, Grand Prix.

Dubai Lynx, Film, Burger King, “As Good as The
Original’, Grand Prix.

Dubai Lynx, Film Craft, Burger King, “As Good as
The Original”, Silver Script.

Dubai Lynx, Film Craft, Burger King, “As Good as
The Original’, Silver Direction.

Dubai Lynx, Online Film, Burger King, “Sorry You
Couldn’t Make It”, Bronze.

Dubai Lynx, Film Craft, Use of Original Music,
Burger King, “If | Were You”, Bronze.
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In 2022, Australia’s tourism industry faced huge challenges, with revenue dropping from A$121b to A$66b. After years of
lockdowns, we needed to burst back onto the fourism scene, reinvigorate interest in Australia and remind global travellers of
the great reasons to visit us down under. Our campaign aimed to give the weary world exactly what it needed - a big, warm
Aussie welcome. Come and Say G’Day saw the introduction of a new ownable brand ambassador: Ruby the kangaroo, a
loveable, cheeky spokesperson for Australia, who goes on an adventure across the country showcasing Australia’s natural
wonders and friendly people. Launched in 15 markets with over 900 assets, the campaign garnered exceptional ratings,
reached 650 million views worldwide, increased consideration for Australia by 48%, and saw a 93% jump in intent to visit.
Flight searches also increased by 19%, and the campaign received global accolades while contributing to rebuilding
Australia’s tourism brand.
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APAC

Strategic Report

2023 NET REVENUE: £65.6M

WHO WE ARE

In the Asia Pacific region, our operations span Australia,
New Zealand, and Southeast Asia, housing leading
agencies like M&C Saatchi, Re and the head office for
our Performance division.

With colleagues across six countries, we have formed an
APAC operating board, chaired by Justin Graham, Chief
Executive Officer of M&C Saatchi Australia, to enhance
cross-market collaboration. The creative landscape is
evolving, fostering our ambition as the “most connected
creative company”. Client demand for CX activation,
customer strategy, leveraging retfail media and PR-led
growth strategies is providing significant opportunities.
With a focus on profitability, in 2023 we exited certain
Asian markets while consolidating our leadership. Across
the year, M&C Saatchi Performance gained 38 new
clients, including Resorts World Sentosa. Strategic hires
like Steve Coll and promotions like Kabeer Chaudhary as
Global Chief Executive Officer, Performance, signify our
commitment to growth and innovation in the region.

WHAT WE DO

We work with clients whose fearlessness aligns with
our own. Whether the focus is growth, social impact or
behavioural change, we put their big ambition at the
centre and build the right team around it. We organise
talent and capabilities in uncommon ways to get
outstanding creative solutions with proven impact.

Start-up, scale-up, shake-up or grown-up, we work with
brands of all sizes and at all stages of their business life
cycles. Afterall, you do not have to be big fo make waves.

WHERE WE WORK

China

India

Malaysia
Singapore

Sydney

New Zealand

OUR BRANDS

M&C Saatchi

Re Group (including YES Agency)
Sport & Entertainment

Resolution Design

Greenhouse

The Source Australia

M&C Saatchi Malaysia

Bohemia

Performance

CLIENTS

Across the region, we work with a range of household
names and are proud to count Woolworths, Optus,
Commonwealth Bank Australia, Grab, Soundcloud

and Toyota amongst our clients.

PEOPLE

Advertising 531
Media 257
Consulting 108
Passions & PR 25
Head office 48
Total 969

WHAT MAKES US PROUD

Our Awards:

« LA International Film Festival, Tourism Australia,

“G'Day’, Animation - Short, Gold.
Effies, Big W, “Long-term Effects”, Gold.
Effies, Big W, “Brand Value’, Silver.

Campaign Net Zero, Minderoo, “The Plastic
Forecast’, NGO/Charity, Gold.

D&AD, CommBank - Kit, Digital Branding, Wood
Pencil.

Campaign Global, Best Performance Marketing
Agency, Bronze.

Campaign Asia, Best Performance Marketing
Agency, Gold.

Campaign Asia, Best Agency-Marketer
Partnership, Gold.
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JPMorgan Chase has a long commitment to the Detroit business landscape, most notably investing US$200 million in Detroit’s
economic recovery since the city declared bankruptcy in 2013. To celebrate the city’s revitalisation at the 10-year milestone,
we launched a campaign that took a fresh approach, showcasing the people, communities, and growth JPMorgan Chase
helped foster, rather than a traditional business narrative. Collaborating with a local spoken word artist, we captured
Detroit’s authentic spirit, and showcased real beneficiaries effecting tangible change in Detroit, from housing development

to job creation. This innovative approach not only honoured Detroit’s resilience but also highlighted JPMorgan Chase’s
integral role in fostering community growth and embodying the spirit of progress.
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AMERICAS

Strategic Report

2023 NET REVENUE: £46.9M

WHO WE ARE

M&C Saatchi’s footprint across the Americas embodies
innovation and expertise across diverse sectors of the
marketing landscape. The Group merges creativity
and precision with the integration of SS+K, renowned
for its impactful campaigns, including the successful
and historical Obama youth campaigns in 2008 and
2012, and the award winning work for Iceland tourism
in 2020-2023. Performance, our Media specialism,
delivers targeted engagement across digital platforms,
maximising client return on investment. Our Sport &
Entertainment division leverages partnerships fo create
immersive brand experiences. Under the new Consulting
division, agencies like Clear, MCD Partners, One-to-One,
Fluency and The Source offer specialised expertise

in brand consulting, strategic communications and
experiential marketing including our creative agencies
Santa Clara in Brazil and M&C Saatchi Chilanga in
Mexico. Together, they empower clients to navigate
the market effectively, driving transformative growth.
M&C Saatchi’s US presence epitomises innovation,
creativity and strategic excellence, shaping the future
of advertising.

WHAT WE DO

. Consumer/B2B brand marketing
. Corporate reputation/impact

. Issue advocacy

. Communications advisory

. Performance media buying

. Digital agency

. Sponsorship and experiential

. Digital experience

. CRM and loyalty

WHERE WE WORK

Chicago ~“New York
San Francisco 29Yton (Ohio) Washington DC

Dallas FW
Miami

Mexico

Brazil

OUR BRANDS

Our brands in the Americas include SS+K, MCD
Partners, Clear, Performance, Sport & Entertainment,
Santa Clara, M&C Saatchi Chilanga and One-to-One.

CLIENTS

We work with a range of household names on work
ranging from social impact to developing apps for
customer account management. Our diverse client

list includes The White House, Iceland, PepsiCo,
JPMorgan Chase, Meta, Toyota, Samsung, Discover FS,
Continental and Nestlé.

PEOPLE

Advertising 142
Consulting 112
Passions & PR 58
Media 27
Head office 3
Total 342

WHAT MAKES US PROUD

Our Awards:

- D&AD, Digital & Social, Visit Iceland, “OutHorse
Your Email”, Graphite Pencil.

« Effies, Travel & Tourism, Visit Iceland, “Welcome to
the Icelandverse”, Silver.

- Effies, Small Budget — Services, Visit Iceland,
“Welcome to the Icelandverse” Bronze.

« Effies, Current Events, Visit Iceland, “Welcome to
the Icelandverse”, Silver.

« New York Festivals Advertising Awards, (PR/Travel
and Leisure), Visit Iceland, “OutHorse Your Email”,
Gold.

o The One Show, Social Media/Stunts &
Activations, Visit Iceland, “OutHorse Your Email”,
Gold Pencil.

« PR Week Global Awards, Visit Iceland, “OutHorse
Your Email”, Winner.

« Ragan PR Daily, Sport & Entertainment North
America won two Golds: Mid-size Agency of
the Year and Wellness Person of the Year for
Steph Lund.

37



M&C Saatchi Plc Annual Report 2023 Strategic Report

38



M&C Saatchi Plc Annual Report 2023

ADVERTISING

WHO WE ARE

M&C Saatchi’s legacy is rooted in creative
excellence, with our advertising agencies serving

as the cornerstone. Renowned for our bold, daring
and effective work, we operate creative agencies

in 13 countries, catering to ambitious clients like
adidas, Tourism Iceland, Atlantis, Burger King and
the NHS. Over the past year, we have undergone a
strategic reassessment of our advertising agency
proposition, focusing on markets where we can offer
comprehensive services to our clients. This has led to
the consolidation of several offerings, resulting in the
establishment of a connected agency proposition in
key markets like Australia and the UK. These initiatives
streamline our service offerings, facilitating seamless
collaboration and making us indispensable partners
for our clients.

WHAT WE DO

We take a channel neutral approach at the outset and
develop transformative creative ideas across the total
customer journey.

We operate with a problem-led, outcomes-focused,
bespoke approach using data and technology to
fuel our work within three key areas; understanding,
communications and activation.

WHERE WE WORK

Our creative agencies work across the globe with
offices in most major markets. This means we
understand deeply local needs while also being able
to access the global reach for larger campaigns.

UK
Switzerland
Us [taly
. . Pakistan
Mexico Saudi Arabia - yAE :
India
Malaysia
Brazil
South Africa Australia

2 Does not include brands disposed of either during the year or post year-end.

Strategic Report

2023 NET REVENUE: £105.5M

BLENDING MARKETING SCIENCE WITH CREATIVITY THROUGH EARNED, OWNED AND PAID FOR CONTENT.

PEOPLE Average 2023
Number of
Country Brands? Employees
South Africa - M&C Saatchi Abel 303
- Razor
— Dalmatian
Australia - M&C Saatchi 192
- Greenhouse
- Resolution Design
- The Source Insight
UK - M&C Saatchi London 152
— M&C Saatchi Talk
- Export
Italy - M&C Saatchi Milan 108
Malaysia - M&C Saatchi Kuala 100
Lumpur
Brazil - Santa Clara 80
Dubai — M&C Saatchi Dubai 63
India - M&C Saatchi Scarecrow 58
(Mumbai)
us - SS+K 45
Pakistan - M&C Saatchi Pakistan 36
Mexico - M&C Saatchi Chilanga 15
Abu Dhabi - M&C Saatchi 13
Abu Dhabi
Switzerland - M&C Saatchi Geneva 13
Total 1178

WHAT MAKES US PROUD

2023 was another bumper year for awards

across the globe, including key campaigns such

as “Running Billboards” for adidas in Europe,

“As Good as The Original” for Burger King in the
Middle East, “Ribbon Dancer” for NHS England,
and “Come and Say G'Day” for Tourism Australia,
while SS+K, our New York agency, has continued its
ground-breaking campaigns for Tourism Iceland
with “Icelandverse”, “OutHorse Your Email” and
“Better Than Space”.
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g Please don’t take
. a knife out

i S | need you home)
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can’t lose you

#StopKnifeCrim
| Don’t carry one

% The Ben Kinsella Trust

A
Launching on Mother’s Day in collaboration with anti-knife crime charity The Ben Kinsella Trust, the Siren Poster campaign v -
raises awareness of the dangers of knife crime, showcasing the thoughts that go through a mother’s head when she hears an rr.,q_‘
ambulance siren. Using Al technology, M&C Saatchi worked with Clear Channel to develop a machine learning system which e
was trained to understand what an ambulance siren sounds like. The idea is simple but powerful. Every time an ambulance | REN
drives past the digital outdoor posters, the siren sound triggers the technology to show heartbreaking messages from % 1

mothers to their sons, making the connection between ambulances and the very real worry mothers experience when they
hear one.
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ISSUES

Strategic Report

2023 NET REVENUE: £51.1M

DRIVING GLOBAL AND SOCIAL CHANGE, PROTECTING THE PLANET, AND TRANSFORMING LIVES FOR THE BETTER.

WHO WE ARE

Our Issues specialism contfinues to partner with
governments, civil society, foundations, academia

and the private sector to tackle the critical issues of

our fime. Areas of focus include the climate, health
emergencies, human rights and freedoms, social
justice, conflict prevention, security and sustainable
development goals. Key campaigns include the award-
winning family planning campaign for the FCDO
(Foreign, Commonwealth and Development Office).

WHAT WE DO

We provide a fully integrated, end-to-end marketing
service, combining multi-discipline communications
teams with subject matter experts across the world.
Our work for clients includes everything from creating
advertising campaigns to media buying services.
Our work is domestic and global, often affecting the
most vulnerable in society, with infernational activity
orientated towards developing countries and fragile,
conflict-affected states.

CLIENTS

Our top clients include the US Government, the UK
Government, the Australian Government, Bill & Melinda
Gates Foundation and GEAPP.

WHERE WE WORK

Operating globally with governments, foundations and
institutions delivering communications campaigns.

UK
us

Australia

PEOPLE

Our people work where our clients are, while at the
same fime our operating model requires that we have
specialist subject matter expert teams in the UK. Overall,
we have over 300 people working in the business in the
UK, Australia and the US - our biggest offices.

Number of Employees

Country Brands as at 31 December 2023

UK - World Services 212
- Human Digital

us - World Services 22

Australia - World Services 37

Total 271

WHAT MAKES US PROUD

Issues continues to grow market opportunities
within its specific sector operating globally,
delivering year-on-year growth in excess of 20%.

World Services won significant new business in
2023, including NATO, the Rockefeller Foundation,
CGIAR, the Covid Enquiry (UKG), and the

WHO Foundation.
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As the new Official Bank Partner of Wimbledon, Barclays had to create an impact in year one. To do so, we needed a
campaign to connect our audience and build excitement for fans, customers, clients, colleagues and community, in the UK
and the US, through the lens of Wimbledon. Our full 360-campaign featured a global Frances Tiafoe TVC, on-site activations,
special build OOH and media including London buses and taxis, customer communications, social, digital and retail bank

——| advertising. Using our hero partnership asset - the iconic Wimbledon umpire chairs - our campaign demonstrated that
Barclays and Wimbledon are game, set, and perfectly matched.

R
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PASSIONS & PR

Strategic Report

2023 NET REVENUE: £36.2M?

CONNECTING BRANDS DIRECT TO CONSUMERS THROUGH THEIR PASSIONS AND PERSONALITIES.

WHO WE ARE

In two decades, at the forefront of passion marketing
across sport, entertainment and culture, we have earned
a reputation as a market leader in the art of connecting
brands to consumers through the things they love.

Our Passions & PR specialism is made up of:

« The global Sport & Entertainment network, which
connects brands to consumer passions. In 2023, we
developed cutting-edge digital and diversity-focused
campaigns for Barclays, Heineken, adidas, and
The Coca-Cola Company.

e The Talent Group (M&C Saatchi Merlin and
M&C Saatchi Social), which manages influencers
and celebrity broadcast talent.

« M&C Saatchi Talk, our PR business, with clients
such as Coty, Revlon, Sephora and Sonos.

WHAT WE DO

Our industry-leading global team crafts compelling
campaigns for renowned brands and personalities
across sport, entertainment, music, film, fashion and
culture. In response to increasing demand for integrated
social elements, Sport & Enfertainment US Group will
introduce a dedicated social offering, supported by
ME&C Saatchi FABRIC within the M&C Saatchi Sport &
Entertainment team. As our RFP volume grows, our Talent
Group achieved record-breaking growth in 2023, fuelled
by Broadcast income and new client signings.

Looking ahead, we plan to launch an AFP (advertiser-
funded programming) business in 2024, capitalising on
the rise of Gen Z talent and strengthening relationships
with streaming platforms like Netflix and Amazon amidst
budget shifts from traditional broadcasters. Alongside
M&C Saatchi’s Sport & Entertainment and Talent
businesses, our PR capability, M&C Saatchi Talk, will
now play a central role in our newly expanded Passions
& PR offering, further solidifying the agency’s position
as leaders in the field of connected creative solutions.

WHERE WE WORK
London gerlin
New York Amsterdam
Dubai
South Africa Australia

CLIENTS

We work with a range of global clients including
Barclays, Heineken, adidas, The Coca-Cola Company,
Sephora and Benefit Cosmetics.

PEOPLE Average 2023
Number of
Country Brands Employees
UKk - Sport & Entertainment UK 131
- Merlin
- Social
us - Sport & Entertainment NY 58
South Africa - Levergy 44
Australia - Sport & Entertainment 25
Sydney
Germany - Sport & Entertainment 26
Berlin
Netherlands - Sport & Entertainment NL 12
Total 296

WHAT MAKES US PROUD

Our Awards: Our Passions specialism continues to be
award-winning, with just a few of the highlights from
this year including:

« Muse Creative Awards, M&C Saatchi Fabric
(part of S&E), Best New Agency of the Year.

« PRNews: Platinum PR Award for Best Cause-Related
Marketing, Community Engagement and Event/PR
Marketing: adidas “Choose to Give Back’, S&E.

« Sport Industry Awards, Agency of the Year 2023
(UK), S&E.

« Sport Industry Awards, FA X UEFA Women's Euros,
Event of the Year, S&E.

« Sport Industry Awards, Heineken International,
Campaign of the Year, S&E.

« UK Sponsorship Awards, Agency of the Year and
seven other awards, S&E.

« Drum Awards for Social Purpose, Best Celebrity
Partnership and Best PR Campaign, S&E.

* PR Week Global, Best Global Content, M&C Saatchi
Talk, Business Iceland.

Our People: It is our people that bring our business
to life, and we were delighted to promote Laura
Coller internally to Chief Executive Officer of Sport

& Entertainment (UK) at the end of the year. It was
with pride and pleasure that we saw Jane Boardman,
founder of M&C Saatchi Talk, recognised with an OBE
for her services to the beauty industry in December 2023.

3 In 2023 and prior years, PR was included within the Advertising specialism. It was moved to Passions & PR in 2024. Therefore, the PR numbers are included within the

Advertising specialism in this Annual Report and Accounts.
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CONSULTING

Strategic Report

2023 NET REVENUE: £33.7M

TRANSFORMING BRANDS AND EXPERIENCE FOR REAL GROWTH.

WHO WE ARE

We are a team of data, strategy, engineers and
design specialists who deliver transformative growth
for the world’s most ambitious organisations. During
the course of the year, we saw the opportunity to
restructure our business o better deliver integrated
capabilities to meet clients’ more complex challenges.
As a consequence, we have created an overarching
trading brand, M&C Saatchi Consulting, sitting above
our individual tfrading entities. In addition, during the
year we opened up two new sales channels with key
hires for senior leaders in Dallas and Dubai.

OUR BUSINESS IS SEGMENTED
INTO SIX MAIN PROPOSITIONS

Clear: Based in the UK, the US, Singapore and the
UAE, Clear is M&C Saatchi’s leading strategic growth
consultancy. Key clients: Visa, PepsiCo, Reckitt, Toyota
and Haleon.

MCD Partners: Based in the US and the UAE, MCD
Partners is the Group’s US digital marketing and
experience design agency. Key clients: Discover
Financial, Continental Tire and Nestlé.

Fluency: Based in the UK and the US, Fluency is
the Group’s data and technology consultancy.
Key clients: Amazon, Nike, Diageo, Ashley and WWE.

Re: Based in the UK, Europe, the UAE, and Australia,
Re is the Group’s global brand-led experience
design business. Key clients: British Film Institute
(BFI), Channel 4, D&AD, Hoover and Modon.

One-to-One: Based in the US, the UK, and the
UAE, One-to-One is an expert in CRM and loyalty.
Key clients: Moét Hennessy, Rolus Beverages Inc,
Eventide, Harriet Harper Fitness and Google.

The Source: Based in the UK and the UAE, The Source
is the Group’s integrated qual/quant agency.
Key clients: Tesco, B&Q, Butlin’s and Greene King.

WHAT WE DO

We deliver growth at the infersection of brand, experience
and innovation, creating new (and refreshed) brand
ideas and identities that connect with people af the speed
of culture. It means we imagine (and create) elevated
customer journeys and better products and services.
The work we do creates more utility for customers and
incremental value for our clients.

In 2023 we won a number of new pieces of business
including working with PepsiCo in a number of innovation
engagements; Toyota on its CX work in the EV space; and
brand work with numerous clients including New Zealand
Rugby, British Army, Nolet Distillery and retailer Big W.

WHAT MAKES US PROUD

Our Clients: Our award-winning strategists,
designers, consultants and innovators continue
to create compelling brands, experiences and
innovative services which inspire and excite
consumers.

Our Awards: Our (Re AUS) brand and app design
and development for CommBank’s Kit was
awarded Silver at the 2023 Brand Impact Awards.

Our People: After ten years as Chief Executive of
Clear, Damian Symons was promoted to the role
of Chief Executive Officer, M&C Saatchi Consulting,
in the autumn of 2023. Rhonda Hiatt was
promoted fo Chief Executive Officer, Clear.

WHERE WE WORK

The Consulting group has a global headcount of 297,
with the majority of our people operating out of the
UK, the US and Australia:

Country Brands Average 2023 Number of Employees
us MCD Partners, Clear NY, One-to-One 12
Australia Re Design Sydney, Yes Agency 97
UK Clear UK, Re Design UK, Fluency, Source UK, Thread 63
Asia Clear Singapore 1
Germany Clear Deutschland 1
Total 284
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ASICS is a Japanese brand that specialises in designing and manufacturing sports equipment and footwear for a variety of
athletic activities. In a market dominated by ecommerce platforms which have lower overhead costs, how could we lead
users o purchase their favourite ASICS products directly through the ASICS website? In order to increase sales in Singapore
via their website and drive website purchases, our approach centred around creating a more meaningful customer-centric
strategy and a more seamless shopping experience. We reminded users about their favourite products and simplified their
purchase process by tapping into Facebook Collection Ads, Google Performance Max and Google SEM. The campaign was
testament to the impact that a customised strategy can have on a brand’s sales. By adopting a very specific retargeting
strategy, we were able to serve highly personalised ads to ASICS’ audiences creating a more impactful customer experience
and a more seamless and ultimately simple user journey.
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MEDIA

Strategic Report

2023 NET REVENUE: £26.3M

CONNECTING BRANDS WITH TODAY’S CONNECTED CUSTOMERS.

WHO WE ARE

Our multi-award-winning performance media agency
continues to differentiate itself through its strong
footprint across the US, EMEA and APAC and its focus
on digital-first clients. During 2023, M&C Saatchi
Performance demonstrated resilience amidst economic
challenges. Our strategic focus remained on paid digital
media, acquiring 38 new clients, including prestigious
names like Resorts World Sentosa and Sega. Key team
achievements included revolutionising client reporting
with automated dashboards, fostering existing client
relationships, and setting a foundation for further
strategic growth.

WHAT WE DO

We offer a comprehensive suite of digital marketing
services, including Paid Search, Paid Social,
Programmatic Advertising, App Marketing, App Store
Optimisation, Commerce Mediag, Affiliate Marketing,
Data Analytics, Market Insights, Streaming TV,
Influencer Marketing, and Media Buying. With expertise
across various platforms and channels, we drive
impactful campaigns tailored to our clients’ goals and
audience preferences.

WHERE WE WORK

A Asia
us
UAE

Australia

CLIENTS

We work with digital leaders across the globe helping
them to drive performance. Key clients include Grab,
Soundcloud, Julo, Allen Media, Betfair and Fitness
First. During the year we won new business with Sega,
Progressive Leasing, Zenyum and Headspace.

PEOPLE Average 2023
Number of

Country Brands Employees

Singapore, - Performance Asia 225

Indonesia,

India and

Thailand

UK — Performance UK 47

Australia - Bohemia 32

us - Performance Americas 27

South Africa - Connect 21

Total 352

WHAT MAKES US PROUD

Our Awards:

o Campaign Global, Best Performance Marketing
Agency, Bronze.

o Campaign Asia, Best Performance Marketing
Agency, Gold.

o Campaign Asia, Best Agency-Marketer
Partnership, Gold.

Our People:

During 2023, we promoted Kabeer Chaudhary
to Global Chief Executive Officer, M&C Saatchi
Performance.
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BRUCE MARSON
Chief Financial Officer
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The Group recovered from a challenging first half,
by taking action fo reduce local costs to align with
the new market conditions, by accelerating our
structural tfransformation programme, and by
closing or divesting loss-making businesses.

The Group generated £252.8m of net revenue in
2023, 7% lower than last year, but with strong growth
in our Issues business (+21%) and in our Passions
business (+8%). The downturn in the technology
sector and client hesitancy to commit fo new projects
affected Media (-23%), Advertising (-15%) and
Consulting (-9%).

Headline operating profit for the Group in 2023 was
£32.4m, £3.0m lower than last year, with the full
impact of our cost actions benefitting the second
half of the year (H2 operating profit of £22.4m, £5.1m
(30%) higher than last year). Headline operating
profit margin for the full year was 12.8% (0.3 pts lower
than last year), with H2 margin of 16.9% (4.7 pts
higher than last year).

“While our end markets continue to be affected
by macro-economic uncertainty, we expect
Headline profit before tax for 2024 to be in line
with expectations.”
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Headline Results
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Statutory Results

£m 2023 2022 Movement 2023 2022 Movement
Revenue 453.9 462.5 @)% 453.9 462.5 @)%
Net revenue* 252.8 2711 % = - -
EBITDA* 415 452 (8)% - - -
Operating profit 324 35.4 @)% 7.3 10.5 (B31D%
Profit before taxation 28.7 31.8 10)% 0.7 5.4 87)%
Profit / (loss) for the year 21.3 24.0 Mm% (2.8) 0.2 -
Earnings / (loss)** 18.5 18.1 2% (3.5) 0.1 -
Earnings / (loss) per share 15.2p 14.8p 3% (2.9p 0.1p -
Operating profit margin % 12.8% 13.1% (0.3) pts - - -
Dividend 1.6p 1.5p 0.1p - - -

Refer to the Glossary for key definitions used in this section including Headline results, revenue, net revenue and EBITDA.

* Net revenue and EBITDA are excluded from Statutory results, as these are not IFRS terms. Although our peers may use these terms, they are not necessarily calculated on the
same basis. However, as measures of Headline performance, they have been included to better assess the underlying performance of the business and to enable better

comparability both across the industry and when comparing year-on-year results.

** Earnings are calculated after deducting share of profits attributable to non-controlling interests.

H1 Headline Results

H2 Headline Results

£m 2023 2022 Movement 2023 2022 Movement
Net revenue 120.4 129.4 % 132.4 141.7 %
Operating profit 10.0 18.1 (45)% 22.4 17.3 30%
Profit before taxation 8.8 16.0 (45)% 19.9 15.8 26%
Earnings** 55 7.8 30)% 12.6 10.3 22%
Operating profit margin % 8.3% 14.0% (5.7) pts 16.9% 12.2% 4.7 pts

** Earnings are calculated after deducting share of profits attributable to non-controlling interests.

Headline profit before tax in 2023 for the Group was
£28.7m (2022: £31.8m). Excluding Advertising, the
other specialisms contributed £29.8m of profit before
tax (2022: £31.6m), driven by ongoing growth and
margin improvement in Issues, offset by lower revenue
and margin declines in Media and Consulting, with
Passions delivering similar profit to last year. Advertising
contributed £6.2m of profit before tax (2022: £9.9m),
with profit growth in the UK, South Africa and the UAE
offset by declines in Australia, Asia, Europe and the US.
The Group'’s central costs, reduced by £2.3m to £7.4m,
due to lower bonuses and audit fees.

Exceptional costs relating to our global efficiency
programme amounted to £3.3m of which £1.1m was cash
and £2.2m represented property impairment charges.
For 2024, we expect a higher level of exceptional costs
to be incurred but we still expect the total cost of this
programme, both cash and accounting items, to remain

in line with our previous guidance of 0.5x fo 1.0x the level
of annualised cost savings delivered.

On a Statutory basis, the Group delivered operating profit
of £7.3m (2022: £10.5m) and a profit before tax of £0.7m
(2022: £5.4m).

Due to the exercise of put options in the year, minority
interests have diminished to 13% of Headline profits
(2022: 25%), which resulted in Headline earnings of
£18.5m, 2% higher than last year. Headline earnings
per share has grown by 3% to 15.2p (2022: 14.8p).
Statutory earnings per share were (2.9p) (2022: 0.1p).

The Group remains in a net cash position of £8.3m
(2022: £30.0m), after £15.4m of put option payments
and £14.5m of working capital absorption (driven by
£8m reduction in bonus accruals, a £3m reduction
in minority interest profit share liabilities and £3m
relating to changing revenue mix).
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Advertising remains the largest specialism, comprising 42% of total net revenue (2022: 46%). The other four
specialisms have increased their share of total net revenue to 58% (2022: 54%). This shift away from Advertising
continues to improve our overall operating margin mix, as these other specialisms have an average operating
profit margin of 22%, compared to Advertising with an operating profit margin of 8%.

There has been a marked shift in revenue between the different specialisms over recent years as shown by
the table below, with Issues, Passions and Consulting all increasing their contribution to the Group since 2020.

Net Revenue Share Advertising Issues Passions  Consulting Media Total
2023 42% 20% 14% 14% 10% 100%
2022 46% 15% 12% 14% 13% 100%
2021 51% 14% 10% 12% 13% 100%
2020 61% 13% 8% 8% 10% 100%

The Group’s net revenue decreased 7% in 2023.
However, the reduction was 2% on a like-for-like (“LFL")
basis if we exclude those entities the Group disposed
of, closed, or wound down before the end of 2023, and
the impact of foreign exchange movements. During
the year, the Group disposed of Clear Deutschland,
and more recently M&C Saatchi Spencer Hong Kong
Limited, and reduced its interest in M&C Saatchi
Sweden AB. The Group also announced in 2023 that it
was in negofiations o divest of M&C Saatchi Holdings
Asia Pte. Limited, which is now complete. During 2023
the decision was made to wind down a number

of smaller, non-core businesses in Advertising and
Consulting. No businesses were acquired in 2023.

The Advertising division saw a 15% fall (down 8% LFL)
in net revenue in 2023, driven by the impact of weaker
client spend and some client losses in Australia,

the UK, Asia and Germany, although there was
some strong revenue growth in Italy, the UAE,

Brazil and Mexico.

The Issues specialism saw significant growth of 21%
(up 22% LFL), as our governmental clients continued
to invest in new projects to address heightened
geopolitical tensions around the world.

Our Passions specialism also grew strongly by 8%

(up 10% LFL), driven by new client wins and a buoyant
events market in our Sport & Entertainment businesses,
and by increased fees from our talent and influencer
agencies.

Our Consulting specialism was impacted by a degree
of client hesitancy around new projects, particularly
in our strategic consultancy and brand design
businesses, resulting in a net revenue fall of 9% (down
6% LFL), although our data consultancy (Fluency)
continued its momentum and grew 14% in 2023.

The Media specialism saw a 23% fall (down 21% LFL)
in net revenue, due to the significant cutbacks in
spend from our technology clients, although client
spend started to recover in the second half of 2023.
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Reported Like-for-Like (LFL)*

2023 Movement 2023 Movement
Net Revenue by Specialism £m versus 2022 £m versus 2022
Advertising 105.5 (15)% 97.4 8)%
Issues 511 21% 511 22%
Passions 36.2 8% 36.2 10%
Consulting 337 9% 331 ©)%
Media 26.3 23)% 26.3 %
Group 252.8 )% 2441 (2)%

* A like-for-like basis applies constant foreign exchange rates and removes entities discontinued during 2023.

Due to the fougher trading conditions in Advertising,
cost actions were taken which reduced operating
costs by 13% in 2023. This helped maintain operating
Advertising profit margins at 8% (2022: 9%).

Operating costs outside of our Advertising specialism
grew 3% in 2023, driven by the growth of Issues and

Passions, partially offset by cost reduction actions in
Media and Consulting in reaction to their lower client

spend. The net result was a slight reduction in our
non-Advertising specialisms operating margin to 22%
(2022: 24%).

The impact of our global efficiency programme and
lower bonuses reduced our Group central operating
costs by £3.7m (33%). This helped the Group maintain
its overall operating margin of 13%.

Group
Other Central
Advertising Specialisms Costs Total
Year Ended 31 December 2023 £m £m £m £m
Net revenue 105.5 147.3 - 252.8
Operating costs (97.5) (M5.2) 7.7) (220.4)
Operating profit / (loss) 8.0 321 7.7) 32.4
Operating profit margin 8% 22% - 13%
Profit / (loss) before tax 6.2 29.8 (7.3) 28.7
Group
Other Central
Advertising Specialisms Costs Total
Year Ended 31 December 2022 £m £m £m £m
Net revenue 124.3 146.8 - 2711
Operating costs M2.6) (111.8) (1.3) (235.7)
Operating profit / (loss) 1.7 35.0 (11.3) 354
Operating profit margin 9% 24% - 13%
Profit / (loss) before tax 9.9 31.6 (9.7) 31.8
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On a geographic basis, the UK remains our biggest region, supported by the significant growth of Issues, which
offsets the contraction of UK Advertising. Following the decision to discontinue many of the Asia businesses, we have
merged Asia and Australia into a new APAC region, managed from Australia. Also, given the growth and prospects
in the Middle East and our new executive leadership structure, we have split the Middle East and Africa. However,
we retain a good geographic mix of businesses. The recent shifts in share of revenue by region can be seen in the

table below:

Net Revenue Middle

Share UK APAC Americas Africa Europe East Total
2023 40% 26% 19% 6% 6% 3% 100%
2022 36% 29% 20% 6% 6% 2% 100%
2021 39% 30% 17% 6% 6% 2% 100%
2020 39% 26% 15% 5% 13% 2% 100%

Reported Like-for-Like (LFL)*

Net Revenue 2023 Movement 2023 Movement
by Region £m versus 2022 £m versus 2022
UK 102.3 0% 101.2 1%
APAC 65.6 a7)% 60.7 (10)%
Americas 46.9 (10)% 46.9 8)%
Africa 16.1 ©6)% 16.1 8%
Europe 14.4 5)% 1.7 18%
Middle East 7.5 18% 7.5 19%
Group 252.8 )% 2441 (2)%

* A like-for-like basis applies constant foreign exchange rates and removes entities discontinued during 2023.

DISCONTINUED BUSINESSES

At the end of 2023, it was decided to dispose, wind-down or close a number of non-core businesses in Advertising
(Hong Kong, Singapore, Indonesia, China, Sweden, Majority and Accelerator) and in Consulting (Thread Innovation
and M&C Saatchi Life). In 2023, these businesses contributed £8.7m in net revenue and a loss before tax of £3.1m.
The Group’s 2023 net revenue excluding these discontinued operations would have been £244.1m (2% lower than
last year), and the Group’s 2023 profit before tax would have been £31.8m (1% lower than last year), with an
operating profit margin of 14.2% (0.2 pts higher than last year).

Headline Results

Like-for-Like Results
(excluding discontinued operations)

£m 2023 2022 Movement 2023 2022 Movement
Net revenue 252.8 2711 (7% 2441 249.9 (2)%
Operating profit 324 354 @)% 34.6 351 Mm%
Profit before taxation 28.7 31.8 (10)% 31.8 320 Mm%
Operating profit margin % 12.8% 13.1% (0.3) pts 14.2% 14.0% 0.2 pts
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THE KEY MOVEMENTS BETWEEN STATUTORY TO HEADLINE RESULTS

The Headline results are alternative performance measures that the Board considers the most appropriate basis
to assess the underlying performance of the business, monitor its results on a month-to-month basis, enable
comparison with industry peers and measure like-for-like, year-on-year performance.

Year ended Year ended
£000 31 December 2023 31 December 2022
Statutory profit before taxation 715 5,423
Separately disclosed items 7,652 13,352
Put option accounting - IFRS 9 and IFRS 2 6,316 2,233
FVTPL investments under IFRS 9 5,067 1,587
Impairment of infangible assets 4,794 564
Dividends paid fo IFRS 2 put option holders 2,499 7,811
Impairment of non-current assets 2,004 -
Amortisation of acquired intangibles 537 597
Revaluation of contingent consideration - 266
Revaluation of associates on disposal (133) -
Gain on disposal of subsidiaries and associates (782) -
Headline profit before taxation 28,669 31,833

The items causing the movement between Statutory and
Headline results for 2023 are explained below and further
details are provided in Note 2 of the financial statements.

Separately Disclosed Items

During 2023, £7.7m of costs were incurred, relating

to one-off restructuring costs of £5.5m, exceptional
compensation for our Executive Chair and former Chief
Executive Officer of £0.3m and £1.2m, respectively, and
the project costs of our global efficiency programme
of £0.7m. In 2022, £10.8m of costs were incurred, as the
Company was subject to two competing bids fo take
control and full ownership of the business. Managing
the Company’s response to these two takeover bids
resulted in a number of one-off external advisory and
additional internal management costs. In addition, we
commenced our global efficiency programme with one-
off professional fees incurred in relation fo this project of
£1.0m, along with restructuring costs of £1.8m.

Put Option Accounting — IFRS 9 and IFRS 2

These charges relate to the revaluations of the put
option liabilities (both IFRS 2 and IFRS 9) during
the year. These increased in line with the improved
profit estimates of the relevant subsidiaries and the
Company’s improved multiple.

Impairment of Intangible Assets

In 2023, the Group recorded an impairment charge

of £4.8m which primarily relates to the write-off of
goodwill and acquired intangible assets in M&C
Saatchi (Hong Kong) Limited (£3.4m) and M&C Saatchi
Advertising GmbH (£1.4m). The 2022 charge mainly
consisted of a £0.6m goodwill write-off in M&C Saatchi
(Hong Kong) Limited and Scarecrow Communications
Limited.

Dividends Paid to IFRS 2 Put Option Holders

Local management in some of the Group’s subsidiaries
own minority shareholdings in those subsidiaries. As
shareholders, they also have rights to receive dividends,
and, as they are employees of those subsidiaries,
these are recognised as staff costs. These are excluded
from Headline results, as they relate to prior year
performance.

Impairment of Non-current Assets

In 2023, the Group recorded the write off of right-of-use
assets and related leasehold improvements in the UK
and Australia (£2.0m in total), as we vacated property
space in our main offices in London and Sydney.
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FVTPL Investments Under IFRS 9 - Financial Assets
at Fair Value Through Profit and Loss

The Group holds unlisted equity investments in
early-stage companies (detailed in Note 20 of the
financial statements). The revaluation of these
companies is excluded from Headline results as they
are driven by factors unrelated to the Company’s
performance. Market weakness in the technology
sector made fundraising and trading more difficult for
these companies in 2023, resulting in a downwards
revaluation of £4.9m. In addition, our shareholding in
Australie in France increased in value by £0.2m.

Amortisation of Acquired Intangibles

Acquired intangibles relate to brand names and
customer relationships, and these costs are amortised
over their estimated useful lives. Refer to Note 15 of the
financial statements for details.

Gain on Disposal of Subsidiaries and Associates

During 2023, we disposed of a number of subsidiaries
(Clear Deutschland, Sweden and Hong Kong), which
resulted in the cancellation of the associated put
options (£0.5m gain), and other gains of £0.3m,
which have been excluded from our Headline results.

FINANCIAL INCOME AND EXPENSE

The Group’s financial income and expense includes
bank interest, lease interest and fair value adjustments
to minority shareholder put option liabilities (IFRS 9).
Further details can be found in Note 7 of the financial
statements.

Bank interest payable for the year was £2.3m (2022:
£1.2m) due to higher interest rates on the Company’s
revolving multicurrency credit facility agreement and
increased drawdown on the facility during the year.

The interest on leases decreased to £2.9m (2022:
£3.0m) due to leases ending in 2022.

The fair value adjustment of put option liabilities
created a charge of £2.1m (2022: £1.1m). This increase
is due to increased profitability in the agencies where

there are outstanding IFRS 9 put option arrangements.

Strategic Report

TAX
Headline Tax

Our Headline tax rate has increased from 24.5% to
25.6%. The increase is primarily due to the increase in
the effective UK corporation tax rate from 19.0% to 23.5%.

Statutory Tax

The Statutory tax rate changed from 96% in 2022 to
492% in 2023. We expect large variations in Statutory
tax rates because items such as share-based
payments (option charges) and put options arising
from investments in subsidiaries are non-deductible
against corporation tax, due to their being capital
in nature.

NON-CONTROLLING INTERESTS
(MINORITY INTERESTS)

On a Headline basis, the non-controlling interest
share of the Group's profit represents the minority
shareholders’ share of each of the Group’s subsidiaries’
profit or loss for the year. In 2023, the share of profits
attributable to non-controlling interests reduced to
£2.8m (2022: £5.9m), representing a reduction in
minority interests to 13% of profit after tax (2022: 25%).
This reflects a reduction during the year in the minority
interest shareholdings in several Group entities, as a
result of the settlement of put options, to the value of
£15.4m.

On a Statutory basis, non-controlling interests
exclude any minority interests which relate to IFRS
2 put option holders (holders of put options that
are contingent on being employed by the relevant
company). Their share of the entity’s Statutory profit
is paid as dividends each year, which are reported
as staff costs in the Statutory results.

DIVIDENDS

The Company paid a 2022 dividend of £1.8m

(1.5 pence per share) fo its shareholders in 2023
(2022: £nil). We understand the importance of
returning capital to shareholders, and given the
earnings performance during the year, the Board is
recommending the payment of an increased final
dividend of 1.6 pence per share.

Subject to shareholder approval at the Annual General
Meeting, to be held on 16 May 2024, the dividend

will be paid on 24 June 2024 to shareholders on the
register of members as at 10 May 2024. The shares
will go ex-dividend on 9 May 2024.
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CASH FLOW

Total gross cash (excluding bank overdrafts) at 31
December 2023 was £24.3m (2022: £41.5m). Cash net
of bank borrowings (net cash) was £8.3m, compared
to £30.0m in 2022.

In 2023, the Group generated operating cash from
trading (before working capital) of £31.5m before
dividends paid to IFRS 2 put option holders (£2.5m).
The Company made £15.4m of payments to acquire
non-controlling inferests (2022: £12.1m). There was

a £14.5m net outflow from working capital (2022:
£4.8m inflow), driven by £8m reduction in bonus
accruals, £3m reduction in minority interest profit share
liabilities, and £3m relating to changing revenue mix.
The Company made £9.1m of lease payments (2022:

Strategic Report

£10.3m). In addition, £1.8m of tangible and intangible

fixed assets and investments were purchased in 2023

(compared to £5.6m in 2022, which was primarily due
to the one-off investment in the new office in Sydney,

Australia).

Net operating cash flow (operating cash generated
from operations (excluding put option payments

and non-Headline cash costs) net of purchases of
intangible/tangible fixed assets and the principal
payment on leases) for the year was £17.3m, which
represents a cash conversion from Headline operating
profit of 53% (2022: 106%).

The following table sets out the key movements in net
cash during 2023:

2023 2022
Movement in Net Cash £m £m
Net cash at the beginning of the year 30.0 34.4
Increase in operating cash from trading 31.5 40.3
Cash consideration for non-controlling interest acquired (15.4) 21
(Decrease) / Increase in cash from working capital movements (14.5) 4.8
Payment of lease liabilities (Ch)! (10.3)
Tax paid 4.2) 6.7)
Dividends paid to IFRS 2 put option holders (2.5) (7.8)
FX movement on cash held (2.2) 2.7
Purchases of infangible / tangible fixed assets (1.8) (5.6)
Dividends paid to Company shareholders (1.8) -
Net interest paid 1.5) (0.8)
Costs associated with the takeover defence = (10.8)
Other movements (0.2 1.9
Net cash at the end of the year 8.3 30.0
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BANKING ARRANGEMENTS

On 7 March 2024, the Company entered into a new
revolving multicurrency facility agreement with
National Westminster Bank Plc, HSBC UK Bank plc and
Barclays Bank PLC for up to £50m (the “New Facility”),
with a further £50m extension if required for strategic
acquisitions. The New Facility is provided on a three-
year term with two one-year extensions. This New
Facility is to refinance the previous £47m facility with
National Westminster Bank Plc and Barclays Bank PLC
(the “Old Facility”) which would have matured on

31 May 2024. At 31 December 2023, the Group had

up to £47.0m (2022: £47.0m) of funds available under
the Old Facility.

The primary purpose of the New Facility is to provide
the Group with additional liquidity headroom to
support any variations in working capital and provide
funding for bolt-on acquisitions. At 31 December 2023,
£16.0m was drawn on the Old Facility compared to
£7.0m at 31 December 2022.

Both the Old and New Facility include two financial
covenants, which if either were to be breached would
result in a default of the agreement (see Note 24 of
the financial statements). The Company has been
compliant with the covenants of the Old Facility
throughout the period.

CAPITAL EXPENDITURE

Total capital expenditure in 2023 (including software
acquired) decreased to £1.8m (2022: £5.6m).

This included £0.7m on furniture, fittings and other
equipment (2022: £1.7m), £0.6m on computer
equipment (2022: £1.6m), £0.5m on leasehold
improvements (2022: £1.1m), and £0.0m on
software and film rights (2022: £1.0m).

Strategic Report

PUT OPTION ARRANGEMENTS

The Group has historically operated a business
model through which certain members of senior
management have minority ownership in the
subsidiary companies they operate, through share-
based incentive (put option) arrangements.

This put option liability has been reduced significantly
over the last few years, such that, as at the Company’s
share price at 31 December 2023 (160p), the remaining
amount potentially payable has reduced to £14.4m.
Assuming these remaining options are exercised as
soon as they can be, 68% (£9.9m) of this remaining
liability is potentially payable in 2024, with the balance
payable over the next few years to 2028. These amounts
will vary in line with the financial performance of the
local business unit, the Group's financial performance
and the Company’s share price.

SUMMARY

The Company’s performance in 2023 was mixed in
several ways. A challenging first half was followed by
a more encouraging second half, and we saw strong
revenue growth in Issues and Passions, while fighting
difficult market conditions in Advertising, Media and
Consulting.

As we look ahead, the Group has started 2024 with
renewed energy and focus. While our end markets
continue fo be affected by macro-economic
uncertainty, we expect Headline pr