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Publicis Groupe ranked No. 1 in new business league tables ¥

Operating margin up 60 basis points; Headline diluted EPS up 10.3% @

Organic growth of +0.8% @ in 2018, despite attrition in traditional advertising in the USA

Strategic and operational KPIs ahead of plan, with strong contribution to growth from strategic

game changers (+28%)

Share buyback program of €400 million

Publicis Groupe confirms its 2020 objective of +4% organic growth

2018 Results

(EUR million)

Revenue ¥

Net revenue ¥
Organic growth excluding PHS ©®

Operating margin

Operating margin rate
Headline group net income
Headline diluted EPS (euro) @
Free Cash Flow ®

Q4 2018

Net revenue
Reported growth
Organic growth excluding PHS ®

Source: Goldman Sachs, JP Morgan, RECMA, R3
At constant exchange rates

Organic growth of Net revenue, excluding PHS
See definitions
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2018 2018 vs 2017

at constant exchange rates
before IFRS16

9,951 +1.1%
8,969 +0.1%
+0.8%
1,501 +5.0%
16.7%
1,107 +12.2%
4.72 +10.3%
1,311 +2.4%

before IFRS16

€2,492 m
+0.4%
+0.5%
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Arthur Sadoun, Chairman and CEO of Publicis Groupe:

“2018 was a productive year for Publicis. We clearly led the change in our industry, demonstrating that we
have the model to win today and tomorrow, and a transformation roadmap to continuously increase
shareholder value.

Thanks to the vision of Maurice Levy and to the hard work of our teams, we are posting a record year both
commercially with a disproportionate share of new business wins, and financially with the highest EPS ever.

There are four key highlights of 2018: new business, financial performance, organic growth and transformation.

First, the move that we are operating from being a communication partner to a marketing and business
transformation partner for our clients is making a massive difference commercially. We have outperformed the
market in new business on every front. At Groupe level, we ranked first globally as highlighted in several
reports, including JPMorgan and Goldman Sachs. Publicis Media is leading the media industry as stated in
RECMA'’s ranking. Finally, in the creative field, our two biggest networks Publicis Worldwide and Leo Burnett
ranked first and second respectively in R3’s new business reports.

Our model connecting data, dynamic creativity and technology is working beautifully and fits the current and
future needs of the clients. This is why we won the majority of the biggest pitches of 2018, such as Daimler,
Campbell's, Marriott, Carrefour, Cathay Pacific, Smucker's, GSK and Fiat-Chrysler. These last two wins
represent more than one billion dollars in billings each.

Second, we over-delivered financially while we were transforming.

We improved operating margin rate by 60 bps compared with 2017 reported figure, above our objective of a
30 to 50 basis point increase. Operating margin rate reached 16.7 % before IFRS16. It is important to mention
that we did not deliver this performance at the expense of tomorrow’s growth. We realized 194 million euros of
savings, thanks to all our work on structure simplification and the rightsizing of some operations. Out of this
amount, 109 million euros were reinvested in our talents and our game changers.

Headline diluted EPS grew by 10.3 % at constant currency, above the top end of our target of 5 % to 10 %
growth. Therefore, we will propose a 2.12 euro dividend per share representing a 45% pay out as committed
at the investor day.

Finally, free cash flow remained very strong above 1.3 billion euros, fueled by a positive change in working
capital for the second year in a row. This allowed us to turn net cash positive at 196 million euros at the end of
2018, only four years after the 3-billion-euro acquisition of Sapient. This is a big strength at this time of
economic uncertainty. As the amount spent in M&A was below our objective in 2018, and as committed at the
investor day, we announce a 400 million euro share buyback.
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Third, excluding PHS, as the expected disposal was completed, full year 2018 organic growth was + 0.8 %,
with H2 at + 1.3 % and Q4 at + 0.5 %. We benefitted from the exponential growth of our game changers
representing an incremental revenue of close to 240 million euro, with the positive impact of hew business
ramp up. But we suffered from the usual year-end volatility and the higher-than-expected attrition in traditional
advertising at 150 million euro, mainly from several FMCG clients in the US. This is a broad industry challenge
as competitors, our clients themselves, and the press have been saying. We are taking strong actions to
overcome it.

The fourth thing you should take out from 2018 is that we are ahead on all the strategic and operational KPI of
our transformation to become the market leader in marketing and business transformation. The best evidence
is our game changers performance. Data, dynamic creativity, and business transformation grew by 28%, and
represent now 12% of the Groupe net revenue.

So today, we have the financial robustness, the model to win in the future and a clear roadmap for the next
steps of our journey. We now need to deliver strong and profitable organic growth.

In this challenging context, we are making the demonstration that we have built the model of the future and are
highly competitive, while working to create more value for our shareholders.

This was the Directoire’s commitment for 2018 and it is what we are delivering today.

We confirm the 4% organic growth objective in 2020, and the 30 to 50 basis point margin improvement both in
2019 and 2020.”

PUBLICISGROUPE.COM

3/37



Publicis Groupe’s Supervisory Board met on February 6, 2019, under the chairmanship of Maurice
Lévy, to examine the annual accounts for 2018 presented by Arthur Sadoun, CEO and Chairman of the
Management Board.

KEY FIGURES

2018 @ 2018 2017

EUR million, except per-share data and percentages after IFRS 16 before IFRS 16 before IFRS 16

Data from the Income Statement:

Net revenue @ 8,969 8,969 9,332
Pass-through revenue 982 982 914
Revenue @ 9,951 9,951 10,246
Operating margin before Depreciation & Amortization 2,049 1,652 1,666
% of Net revenue 22.8% 18.4% 17.9%
Operating margin 1,523 1,501 1,505
% of Net revenue 17.0% 16.7% 16.1%
Operating income 1,303 1,281 1,316
Net income attributable to the Groupe 919 944 862
Earnings Per Share (EPS) 4.01 4.12 3,81
Headline diluted EPS ©® 461 4.72 4.50
Dividend per share ¥ 2.12 2.12 2.00
Ir:erg:ji r(éz:qs?ﬂl;low before changes in working capital 1,158 1,182 1,287
EUR million Dec. 31,2018 Dec. 31, 2018 Dec. 31, 2017
Data from the Balance Sheet after IFRS 16 before IFRS 16 before IFRS 16
Total assets 27,080 25,359 23,780
Groupe share of Shareholders’ equity 6,853 6,866 5,956
Net debt (net cash) (288) (196) 727

(1) The financial statements at December 31, 2018 were prepared with the early application of IFRS 16 (use of the prospective method
without restating the previous year)

(2) In accordance with IFRS 15 applicable as of January 1, 2018, comparative data from the previous period have been restated.
Revenue is equal to Net revenue plus pass-through revenue

(3) Net income attributable to the Groupe, after elimination of impairment charges / real estate transformation expenses, amortization of
intangibles arising on acquisitions, the main capital gains (or losses) on disposals, change in the fair value of financial assets, the
impact of US tax reform and the revaluation of earn-out costs, divided by the average number of shares on a diluted basis.

(4) To be proposed to the shareholders at their AGM of May 29, 2019

It should be noted that, unless otherwise specified, the following comments on Income Statement and
Balance Sheet data are before application of IFRS 16.
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IFRS 15 ON REVENUE RECOGNITION

Publicis Groupe has been applying IFRS 15, the accounting standard on revenue recognition, since January
1, 2018. The 2017 financial statements have therefore been restated for the purposes of comparison with
revenue since the standard came into force. This has increased revenue since certain costs — that are directly
re-invoiced to clients — are no longer set against revenue. These costs mainly concern production and media
activities, as well as various miscellaneous costs incumbent on clients.

In this context, as these items that can be re-billed to clients do not come within the scope of analysis of
operations, Publicis Groupe has decided to focus on a different indicator, i.e. revenue less pass-through
revenue or Net revenue, which is the most relevant indicator in terms of measuring the Groupe’s operational
performance.

The table below provides a detailed account of revenue reported in respect of 2017 before the impact of IFRS
15, as well as the 2017 figures restated after applying IFRS 15, i.e. Net revenue and Revenue.

EUR million Q12017 Q22017 Q32017 Q42017 2017

Before IFRS 15
Reported revenue 2,328 2,515 2,264 2,583 9,690

After IFRS 15

Net revenue 2,267 2,397 2,185 2,483 9,332
+ Pass-through revenue 222 235 206 251 914
= IFRS revenue 2,489 2,632 2,391 2,734 10,246

A breakdown of 2017 Net revenue by quarter and by region, as well as the main items of the 2017 half-yearly
and annual results including the impact of IFRS 15, was provided in the press release dated July 6, 2018
(available on the Groupe’s website at www.publicisgroupe.com).

IFRS 16 ON LEASE AGREEMENTS
Publicis Groupe chose to apply IFRS 16 “Leases” early from January 1, 2018.
Pursuant to IFRS 16, all leases are now recognized by recording a right-of-use asset and liability equal to the

present value of the future payments. The right-of-use assets, related to leases, are amortized over the term
of lease agreements.
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The Publicis Groupe contracts that come within the scope of this standard concern the following:

- mainly property leases: Publicis leases its offices in most of the cities where it operates;

- and, to a lesser extent, the use of advertising space within its advertising sales business (via advertising
space concession contracts with guaranteed minima), and the leasing of vehicles and IT equipment.

Publicis Groupe has opted for the cumulative catch-up approach which consists in booking the cumulative
impact of the initial application as an adjustment to opening equity, considering that the right-of-use assets are
equal to the amount of lease liabilities adjusted by the amount of prepaid rent. The opening balance sheet at
January 1, 2018, after application of IFRS 16, was presented in Note 3 to the financial statements at June 30,
2018. Furthermore, the 2017 Income statement has not been restated. When reporting its annual results for
2018, the Groupe has published IFRS 16-compliant financial statements but also its financial results before
application of this new standard for the purposes of comparison with its performance in 2017.

NET REVENUE IN Q4 2018

Publicis Groupe’s Net revenue in Q4 2018 was 2,492 million euro, up 0.4% from 2,483 million euro in 2017.
At constant exchange rates, growth was +0.2% after inclusion of the positive impact of exchange rate variations
(5 million euro or +0.2%). Net acquisitions contributed 11 million euro to Net revenue in Q4 2018 (including
the deconsolidation of Genedigi from January 1, 2018).

Organic growth was -0.3% in Q4 2018. When PHS is factored out, growth was +0.5% in the fourth quarter.
Growth was therefore slower than in Q3 due to negative impact of the usual year-end volatility and the higher-
than-expected rate of attrition in the traditional advertising business, notably in the FMCG sector in the US.
Organic growth nonetheless benefited from the ramp-up of accounts won in Q1 2018 - notably those of Daimler,
Carrefour, Campbell’s and Marriott — which contributed 150 basis points.
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Breakdown of Q4 2018 Net revenue by region

EUR Net revenue Reported Organic CUgEnle
million Q4 2018 Q4 2017 growth growth egcr:lcTV;tHhS

Europe 753 718 +4.9% +4.4% +4.3%
North America 1,260 1,253 +0.6% -2.6% -1.1%
Asia Pacific 277 300 -1.7% -2.8% -2.8%
Latin America 110 126 -12.7% -1.9% -1.9%
Middle East & Africa 92 86 +7.0% +6.8% +6.8%
Total 2,492 2,483 +0.4% -0.3% +0.5%

NET REVENUE IN FULL YEAR 2018

Publicis Groupe’s Net revenue for the full year 2018 was 8,969 million euro, compared with 9,332 million euro
in 2017, i.e. a 3.9% decrease. At constant exchange rates, growth was +0.1% but the actual impact of
exchange rate variations was a negative 4.0% or 374 million euro. Net acquisitions contributed 5 million euro
to Net revenue in 2018 (including the deconsolidation of Genedigi from January 1, 2018).

Organic growth was +0.1% in 2018. It was +0.8% without PHS. This includes 28% growth of Net revenue from
the Strategic Game Changers, i.e. an organic contribution to Net revenue of close to +240 million euro, but

also the 150 million euro impact of attrition.
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Breakdown of 2018 Net revenue by sector

Retail Non Food
7% consumer
Other products
50 13%
Leisure/Energy/
Luxury
7%
Automotive
13%
Food and
beverage
13%
Financial
17%
Healthcare

12%

T™MT
13%

Based on 3,216 clients representing 87% of the Groupe’s total revenue

Publicis Groupe made effective the disposal of Publicis Health Services in January 2019. This entity services
CSOs (Contract Sales Organizations), a business that does not exist in other healthcare communications
networks that mainly specialize in outsourcing. By its very nature, this business is highly volatile and
developments in the healthcare sector have led clients to make last-minute adjustments resulting in the
postponement or even the cancellation of campaigns.

The pharmaceutical industry is undergoing radical transformation throughout the world. At atime when medical
research and sales have moved on from the blockbuster era to one of more specialized therapies, it has
become necessary to adapt its marketing and to propose measures that target patients and prescribers much
more specifically. Publicis Groupe’s offering — which is articulated around data, dynamic creativity and digital
business transformation — is clearly aligned with these needs.

Publicis Groupe remains determined to provide its clients with the best possible offering for their digital
transformation and this will require investment in healthcare-related consulting, data and technology.
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Breakdown of 2018 Net revenue by region

EUR Net revenue Reported Organic @roanic
million 2018 2017 growth growth eg{;ﬁv:latns

Europe 2,622 2,596 +1.0% +1.4% +1.3%
North America 4,795 5,032 -4.7% -0.8% +0.5%
Asia Pacific 924 1,037 -10.9% -1.8% -1.8%
Latin America 347 387 -10.3% +4.5% +4.5%
Middle East & Africa 281 280 +0.4% +4.6% +4.6%
Total 8,969 9,332 -3.9% +0.1% +0.8%

Europe reported growth of +1.0%. However, when changes in scope of consolidation, exchange rates and
PHS are all factored out, growth stands at +1.3%. Growth has accelerated since the end of June, mainly due
to the ramp-up of accounts gained in the earlier part of the year, particularly Daimler and Carrefour. This is
the broader context within which Germany returned to positive growth, especially in the second half of the year
(+10.9% in Q4), whilst growth accelerated in France (+3.8% for the full year, after +0.7% at June 30) and in
the UK (+3.8% for the full year versus +1.8% at June 30).

North America posted organic growth of -0.8% in 2018. When the impact of PHS is factored out, organic
growth stands at +0.5% thanks to accounts awarded in 2017 (including McDonald’s, Diesel, Lionsgate, Molson
Coors and Southwest) and the win of Campbell's and Marriott in early 2018, and despite pressures in the
traditional advertising. North America is impacted by the difficulties encountered by Publicis Health Services
where the decline in Net revenue adversely affected growth by approximately 130 basis points in 2018. Given
the impact of exchange rates, North America reported a 4.7% decline in Net revenue by comparison with 2017.

Asia Pacific reported growth of -10.9% and organic growth of -1.8%. Most of this negative performance was
due to Australia (-4.7%), which was affected in the first half-year by the non-renewal by Qantas of its call center
management contract. China saw its growth decline slightly (-1.3%) due to the loss of certain accounts.
Singapore saw its Net revenue grow by 3.9% in 2018.

Latin America was down 10.3% mainly due to exchange rates, but posted organic growth of +4.5%. Brazil saw
its Net revenue progress by 1.1% thanks to the gain of the Petrobras and Bradesco accounts. The slowdown
in the fourth quarter was due to the cancellation of several campaigns by clients. Mexico continued to record
sustained growth (+5.5%).

The Middle East & Africa reported growth of 0.4% as a result of the strengthening of the euro, but also organic
growth of +4.6% driven by the United Arab Emirates (+7.5%)
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ANALYSIS OF THE KEY FIGURES

Unless otherwise specified, all figures are before IFRS 16.

Income Statement

Personnel costs totaled 5,747 million euro at December 31, 2018, down 3.8% from 5,977 million euro in 2017.
This moderate decrease was mainly due to investments in the strategic game changers amounting to 109
million euro, increased incentives payments as a result of the very good performance in terms of new accounts
won in 2018, and savings achieved by simplifying the Groupe’s structures. Fixed personnel costs of 4,968
million euro represented 55.4% of Net revenue after 56.0% in 2017. Freelance costs totaled 367 million euro
in 2018, compared with 374 million in 2017. Restructuring costs stood at 104 million euro in 2018 (down from
120 million euro in 2017) as the Groupe reorganizes around The Power of One which increasingly integrates
structures and activities. Cost savings of 2018 reached 194 million euro. Numerous investments (organization
by country, development of production platforms, on-going regionalization of the Shared Services Centers, as
well as various technological developments) will all help improve operational efficiency.

Other operating costs (excluding Depreciation & Amortization) amounted to 2,552 million euro, down from
2,603 million euro in 2017. When pass-through costs are factored out, Other operating costs represented
17.5% of Net revenue, down from 18.1% in 2017 thanks to the initial impact of the real estate restructuring
program.

The Operating margin before depreciation & amortization was 1,652 million euro in 2018, down 0.8% from
1,666 million euro in 2017, i.e. a percentage margin of 18.4% of Net revenue (up from 17.9% in 2017).

Depreciation & Amortization for the period totaled 151 million euro, down 6.2% on 2017.

The Operating margin amounted to 1,501 million euro, down 0.3% on the 2017 margin of 1,505 million. At
constant exchange rates, the Operating margin rose 5.0%. The operating margin rate was 16.7%, a 60-basis
point increase on 2017. At constant exchange rates and the same scope of consolidation, this increase would
have been 30 basis points. This was made possible by the decrease in restructuring costs (10 basis points)
but also by the cost savings plans deployed over the last 18 months (210 basis points), i.e. 194 million euro.
This has made way for investment totaling 109 million in the game changers aimed at building the Groupe’s
future growth (120 basis points) and increase in incentives payments for 70 basis points.

The operating margins by region were 16.3% for Europe, 17.3% for North America, 17.9% for Asia Pacific,
15.0% for Latin America and 9.6% for the Middle East & Africa.
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Amortization of intangibles arising from acquisitions totaled 69 million euro in 2018, down from 73 million euro
in 2017. The 114 million euro real estate transformation expense was as a result of the Groupe’s All in One
real estate program commenced in early 2018. An impairment charge of 17 million euro was booked for the
period. Furthermore, a net non-recurring expense of 20 million euro was carried in 2018 (versus a net expense
of 1 million in 2017), of which 18 million euro was the capital loss on the disposal of Genedigi in early April
2018.

Operating income totaled 1,281 million euro in 2018, after 1,316 million euro in 2017.

Financial income (expense), which is comprised of the cost of net debt and Other financial income and
expenses, amounted to a net expense of 16 million euro in 2018 after a net expense of 61 million euro in 2017.
The cost of net debt was 22 million euro in 2018, down from 51 million euro in 2017. The improvement came
from debt reduction at Groupe level and higher interest rates in the USA on cash in US dollars. Other financial
income and expenses netted out at an income of 6 million euro, after an expense of 10 million euro in 2017.
The change is due to the recognition of a change in the fair value of financial assets (Fonds Commun de
Placement a Risques) in the P&L as of 2018 (IFRS9 accounting standard), for 9 million euro, when those
changes were initially booked as equity.

The revaluation of earn-out payments amounted to an expense of 13 million euro at year-end, after an expense
of 66 million in 2017.

Income tax for the period was 293 million euro, corresponding to an effective tax rate of 24.0% for 2018, after
312 million euro in 2017, i.e. an effective tax rate of 27.2 %.

The Associates’ share of profit was a loss of 4 million euro, compared with a loss of 5 million at year-end 2017.
Minority interest totaled 11 million euro in 2018, after 10 million in 2017.

Overall, Net income attributable to the Groupe was 944 million euro at December 31, 2018, up from 862 million
euro at December 31, 2017.

After application of IFRS 16, the Operating margin stood at 1,523 million euro, and the percentage operating
margin was 17.0%. By region, the percentage margin was 16.4% for Europe, 17.7% for North America, 17.9%
for Asia Pacific, 15.6% for Latin America, and 10,0% for the Middle East & Africa.

Operating income amounted to 1,303 million euro in 2018.

Financial income (expense) was an expense of 71 million euro in 2018, including interest expense of 58 million
euro on lease commitments.

Income tax amounted to 285 million euro, corresponding to an effective tax rate of 24.0% for 2018.
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Overall, Net income attributable to the Groupe stood at 919 million euro at December 31, 2018.

Free Cash Flow

This indicator is used by the Groupe to measure liquidity generated by the operating activities after investments
in fixed assets, but before acquisitions and disposals of equity interests and before financing.

i 2018 W 2018 2017
EUR million after IFRS 16 before IFRS 16 before IFRS 16
Opera_tlng_ margin before Depreciation & 2.049 1,652 1,666
Amortization
Financial interest paid (net) 3) (14) (38)
Refunding of lease commitments and associated
X (432)
interest
Income tax paid (328) (328) (264)
Other 68 68 54
Qash Flow from operations before variations 1,354 1,378 1,418
in WCR
Investments in fixed assets (net) (196) (196) (131)
Free Cash Flow before changes in WCR 1,158 1,182 1,287
Variation in working capital requirements 153 129 69
Free cash-flow 1311 1311 1356

(1) The financial statements at December 31, 2018 have been drawn up under IFRS 16 in anticipation of its coming into effect

(cumulative catch-up approach).

The Groupe’s free cash flow, before application of IFRS 16 and excluding variations in working capital
requirements, was down 8.2% on the previous year to stand at 1,182 million euro. At constant exchange rates,
it fell 2.6%. This downswing was due to higher capex and the higher level of income tax paid. Investments
rose to 196 million euro from 131 million euro in 2017. This increase includes investments made under the All
in One real estate program. Income tax paid rose from 264 million euro in 2017 to 328 million euro in 2018,
but while the first half-year 2017 saw the Groupe receive a tax refund, the first half of 2018 was marked by the

first installment of the toll charge related to the US tax reform (spread over eight years).

Free cash flow including variations in working capital requirements was 1,311 million euro down 3.3% on the

previous year, but a 2.4% increase at constant exchange rates.

After IFRS 16, the Groupe’s free cash flow before variations in working capital requirements stood at 1,158

million euro. Free cash flow after variations in working capital requirements was at 1,311 million euro.
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Net debt

At December 31, 2018, the Groupe had net cash of 196 million euro, compared with net debt of 727 million
euro at December 31, 2017 (debt / equity ratio of 0.12), before IFRS 16. The Groupe’s average net debt in
2018 was 1,413 million euro before IFRS 16, down from 1,980 million euro in 2017.

After application of IFRS 16, the net cash position was 288 million euro at December 31, 2018 and the average
net debt stood at 1,323 million euro.

SHARE BUYBACK PROGRAM

At the Investor Day, a 300 to 500 million euro budget for bolt-on acquisitions was communicated with the aim
to scale up the strategic game changers. The Groupe committed to return cash to shareholders through a
share buyback program should this budget not be reached.

Given acquisitions reached circa 200 million euro (?), it has been decided to put in place a 400 million euro
share buyback program. This amount includes the proceeds resulting from the disposal of Publicis Health
Services for circa 100 million euro.

HIGHLIGHTS FROM 2018
Sprint To The Future

Since 2014 and the acquisition of Sapient, Publicis Groupe has undertaken a deep transformation and is now

uniquely positioned thanks to three key differentiators:

- Its vision: the technology provided by Publicis.Sapient gives the Groupe the expertise to combine marketing
transformation and digital business transformation, connected by data. Thanks to its unparalleled assets,
Publicis Groupe is able to engage with both Chief Marketing Officers (CMOs) and Chief Information Officers
(ClOs), to help clients transform their marketing and business at scale in order to face disruptive digital
challenges.

- Its model: The Power of One gathers all the Groupe’s capabilities under one roof, putting clients at the core
of its organization. This has led to the deployment of Global Client Leaders (GCLs) and the implementation
of the country model under one leader and a unified executive team drawing from all the expertise of the
Groupe to break down silos and improve efficiency.

- Its governance: the Groupe has successfully completed its management succession and has reinforced its
decision-making committees, with strong emphasis on the execution of strategy.

1 Excluding earn-outs and buy-outs, and including the announced project to acquire Soft Computing
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On March 20, 2018, Publicis Groupe presented its strategy and execution plan named Sprint To The Future.
This plan is based on three pillars:

1. To bring every client what it takes to make them win in the future, namely one-to-one consumer engagement
at scale, through three strategic game changers (data, dynamic creativity, and digital business
transformation);

2. A sprint to accelerate the Groupe’s transformation, notably including the appointment of Global Client
Leaders, the roll-out of a country organization model, and an investment program geared for growth and
funded by a major cost savings plan;

3. To deliver greater value to shareholders while transforming, through accelerated organic growth and higher
percentage margins.

Further details can be found in the Groupe’s press release dated March 20, 2018:

https://www.publicisgroupe.com/en/news/press-releases/publicis-2020-sprint-to-the-future-en-1

The initial results are promising. Revenue generated by the strategic game changers rose 28% in 2018, thus
confirming the relevance of the Groupe’s strategic choices. Net revenue generated by these strategic game
changers totaled circa 1,050 million euro, representing 12% of the Groupe’s total net revenue.

At December 31, Publicis Groupe had appointed 61 Global Client Leaders, compared with 35 at year-end 2017
and the target of 100 by 2020. The goal of having 100% of Net revenue organized under the “country model”
was reached by the end of the first half year, with an organization articulated around eight key markets: France,
UK, DACH (Germany, Austria and Switzerland), Central and Northern Europe, Southern Europe, North
America, Latin America, Asia Pacific, and Middle East & Africa. This organization will accelerate the Groupe’s
growth and the achievement of its productivity gains.

The percentage operating margin rose by 60 basis points, thus exceeding the target of expanding it by 30 to
50 bps. Headline EPS increased by 10.3% at constant exchange rates, above the top end of the growth range
guidance of 5 to 10%.

Several acquisitions were either completed or announced in 2018 (of which Payer Sciences, Xebia, Soft
Computing) with a view to reinforcing the strategic game changers for the greater benefit of our clients. Further
acquisitions will follow over the next few quarters.
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The cost of acquisitions totaled circa 200 million euro in 2018 (), i.e. below the budgeted range of 300 to 500
million euro. As committed by the Groupe, part of the amount not spent will be returned to shareholders and a
400 million euro share buyback plan will be carried out for this purpose.

All the Groupe’s energy is focused on the execution of its strategy with a view to delivering greater value to its
clients, people and shareholders. A dedicated incentive plan, fully aligned with the financial objectives of the
strategic plan, was implemented in May 2018 for the group of executives entrusted with the execution of this
plan.

Acquisitions and disposals

Publicis Groupe completed the disposal of Genedigi in the second quarter of 2018.

On July 17, Publicis Health announced the acquisition of Payer Sciences, a highly innovative agency using
marketing strategies based on its considerable expertise in data analytics, supporting pharmaceutical groups
in their dealings with reimbursement systems in the USA. This Morristown, New Jersey-based firm boasts a
team of 40 data analysts who are experts in reimbursement systems and B2B communications.

On August 1, Publicis Communications announced the acquisition of One Digital, the Sao Paulo-based digital
agency focusing on performance and creativity. One Digital was set up in 2003 but now counts 64
professionals working with Brazilian and international brands such as Agora (investment), American Express,
Autoline (financial services), BitBlue (cryptocurrency), Bradesco (banking services), Next (online banking
services), Norsk Hydro Brazil (aluminum production) and ShopFacil.com (e-commerce). The agency will be
aligned with Publicis Communications which has a headcount of 1,700 in Brazil, all agencies combined (Arc,
Deepline, DPZ&T, F/Nazca Saatchi&Saatchi, Leo Burnett, Tailor Made, MSL, Publicis Brésil, Prodigious,
Sapient AG2, Talent Marcel and Vivid Brand).

On October 4, Publicis Groupe announced the acquisition of Kindred Group, the largest independent digital
communications company in the Czech Republic. Kindred Group was founded in 2013 by Michal Nydrle and
a group of partners as a collective of independent specialized agencies that includes digital agencies Nydrle
and Inspiro, as well as media agencies Red Media and Go.Direct. Within five years, Kindred Group has
become the Czech Republic’s largest independent digital communications company by revenue (source:
Association of Communications Agencies Czech Republic). Kindred Group works with a wide variety of
international and local clients including Moneta Money Bank, Unilever, KMV, Vodafone, Zoot, Rémy Cointreau,
Ceskoslovenska obchodni (bank), Huawei and Makro Cash & Carry. With this acquisition, Publicis Groupe will
see its headcount reach the 400 mark, thus enabling it to offer end-to-end services to its clients in the Czech
Republic, spanning data analytics, technological implementation and consulting, as well as programmatic
media buying and data-driven creativity.

1 Excluding earn-outs and buy-outs, and including the announced project to acquire Soft Computing
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On October 22, Publicis Groupe announced that it had entered into exclusive negotiations with Xebia France,
the agile IT consultancy firm. Founded in 2005 by Luc Legardeur, Xebia France is a renowned agile IT
consultancy firm specialized in data, web and cloud technologies, reactive software programming and mobility.
This technological gem, with a 170-strong talented team known as the “Xebians”, works with large accounts
such as Axa, Air France, BNP Paribas, la Francaise des Jeux, Meetic, Natixis, Sanofi, and start-up businesses
such as BlaBlaCar, EarlyBirds and Mano Mano. This merger will strengthen Publicis.Sapient in France (650
people) and bolster its high-end engineering capability. It will enhance Publicis.Sapient’s unique selling
proposition which combines strategy, consulting, experience and technology, an essential combination for
successful end-to-end transformation of its clients.

On December 20, Publicis Groupe announced it was entering into exclusive negotiations with the founding
shareholders of Soft Computing, a leading data marketing firm in France, with a view to the acquisition of a
controlling block representing 82.99% of the share capital at a price of 25 euro per share (2018 coupon
attached), i.e. at a premium of 66.66% to the closing price on December 19, 2018. Created in 1984 by Eric
Fischmeister and Gilles Venturi, Soft Computing is specialized in data and how it is applied to enhance
marketing and transform the customer experience. With over 400 experts, this market-leading company
provides its services to the majority of large corporates in the retail, services and financial sectors. This
transaction would reinforce Publicis Groupe’s data marketing expertise across the entire value chain in France,
further consolidating its position as the preferred partner for its clients’ transformation. The proposed
acquisition is subject to prior information and consultation with the bodies representing Soft Computing’s staff,
as well as to the usual conditions precedent. If the acquisition of this controlling stake is completed, Publicis
Groupe will file a simplified public offering, which may be followed by a compulsory buyout if the attendant
conditions are met.

On December 31, 2018, Publicis Groupe signed an agreement for the disposal of Publicis Health Services
(PHS) to Altamont Capital Partners. This disposal was closed on January 31, 2019. It was announced in July
2018 that this business unit was placed under strategic review by Publicis Groupe. The divestiture process
was announced in October of the same year. PHS is a contract sales and commercialization organization.
This disposal will allow Publicis Health, led by CEO, Alexandra von Plato, to focus on creative, media, insights,
and consulting. This divestment reinforces Publicis Groupe’s focus on providing clients with the best
healthcare-related consulting, data and technology offerings in support of their growth and digital
transformation.

Publicis Groupe is conducting a disposal process of Proximedia. Based in France, Belgium, the Netherlands
and Spain, Proximedia helps SMEs, shopkeepers, self-employed craftsmen, in their digital communication.
This disposal project takes place in the context of the “Sprint To The Future” plan. It will allow Publicis Groupe
to focus its the core assets, around data, dynamic creativity and technology. This disposal project will be subject
to prior information or consultation with the bodies representing staff, and should be closed in the first half of
20109.
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NOMINATIONS

The strategic game changers in data, dynamic creativity and business transformation are Publicis Groupe's
core differentiated assets in the marketplace. Building o