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M AGENDA OF THE PLENARY SESSION

Time Topic Speakers
' 08.45-09.15 A New Way for Ipsos Didier TRUCHOT .
q 09.15-09.30 Financial performance Laurence STOCLET
‘ 09.30-09.45 New ways of working with our clients Lauren DEMAR '
@ 09.45-10.00 Brand, communication and media in a digital world Yannick CARRIOU [ ]
‘7 10.00-10.15 New consumers, new research Dominique LEVY '
@ 10.45-11.00 Behavioural Economics Ben PAGE b
@ 11.00-11.15  Ipsos Interactive Services Judith PASSINGHAM
@ 11.15-11.30  Ipsos’ transformation in North America Pierre LE MANH b
‘ 11.30-11.45 |Ipsos value proposition in the emerging markets of CEE, MENA & Africa  Shane FARRELL .
‘ 11.45-12.00 Reinventing the business in APAC Lifeng LIU .
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A New Wav for 1psos

Didier TRUCHOT
Chairman & CEO
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M SINCE 2012

Ipsos’ perfomance has been disappointing

= Flat turnover and profitability
= Some errors in forecasting
= Lack of clarity in explanations

The reasons for this performance have been analyzed

Is it due to the Ipsos — Synovate Combination?
Yes, but also to:

= A growth crisis in some emerging markets
= Difficulties in the Euro zone
= Changes in clients’ requirements from market research companies, especially from large CPG companies
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M THE MARKET: ITS SIZE AND STRUCTURE

25BnS = Ipsos’ core market is stagnant

35BnS = with panels is progressing slowly

40BnS = with (also) the « downstream » services is increasing less slowly
50BnS = with (also) other services is increasing more rapidly

TWO MAIJOR CHALLENGES

= Deflationary pressures on data collection

= Bubbling and immaturity in the environment of the associated services
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& IPSOS, TIME TO GO BACK TO PROFITABLE GROWTH

2014 has been a pivotal year for Ipsos where we agreed
on our analysis of the issues

We will stick to our mission:
« to be the preferred partner of our clients in our chosen areas of specializations » %

We have to take a new way to get there and to renew profitable growth
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E “THE NEW WAY” PROJECT

Initiated in July 2014, this involves hundreds of senior leaders
and key people at Ipsos

It aims to transform Ipsos by:
Simplifying its organisation

Improving its operational performance

Implementing more quickly and with determination a set of « New Services »

Refocusing our teams and our technological resources on growing sectors and services
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M “THE NEW WAY” PROJECT

’ Security

It relies on the fact that Ipsos’ clients are willing to ' Sim pIiCity

have (and pay for) information on Society, Markets
and Individuals, and are committed to 4 criteria:

' Speed

‘ Substance
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M WHERE ARE WE NOW?

) Security

= Rationalisation of our “offline” data collection systems

= Globalisation of IIS, Ipsos Interactive Services, in charge of on-line,
mobile and digital

= Unified management of global programmes

= Extension of “non verbal” capabilities
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M WHERE ARE WE NOW?

) Simplification

= 44 small and mid-size countries grouped into 12 clusters

= Merger of Ipsos Media CT and Ipsos ASI

= More « global businesses »

= Increased responsibilty of local entities for Client management
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M WHERE ARE WE NOW?

) Speed

= Overnight services:
from being the exception to being the rule

= Platform automation

Investor Day — January 2015 '



M WHERE ARE WE NOW?

) Substance

= |psos Knowledge Center

= Creation of “advisory service units”

= Connection of brands-communications-media in a digital world
= CIM, Client Interaction Model

= More analytics

= More integrated information
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M WHERE ARE WE NOW ?

Opportunities

= Healthcare, pharma, financial services,
automotive...

= Social and opinion research

= Measurement and syndication

= Emerging markets
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@ IPSOS - 40 YEARS

Our story relating the risks we have taken, CELEBRATING FORTY

the solutions - simple and breakthrough - that we have
implemented, our positive and less positive phases.

The importance of the teams, their skills, their commitment...

...clients who are sometimes tough but always or (almost always)
loyal. The opportunity to work with over 5000 clients across the

world and to always tell them the truth.

GAME CHANGERS

Our Values that we have revised and which are self explanatory:
integrity, collaboration, curiosity, innovation, client commitment
and entrepreneurship.
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& IT’S TIME TO CHANGE THE GAME

A new strong statement:

It’s time to commit ourselves thanks to the Ipsos « New Way » and to be ready to help our clients in a changing world.

IT’S TIME FOR

GAME CHANGERS
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GAME CHANGERS M

FINANCIAL
PERFORMANCE

Laurence STOCLET

Deputy CEO and Chief Financial Officer
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M CONTENT

) A disappointing 2014
’ Highlights of the New Way programme

. Shared services striving for excellence

‘ Outlook
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A disappointing 2014




@ A DISAPPOINTING 2014

In an addressed market which is flat

9 Months September 2014: average organic growth of competitors

= WPP-DIM (includes panels and advisory services): +1,4%
= Nielsen Insight Division (includes analytics): +1,3%
= GFK customer experience division : -4,6%
= Average: -0,6%
" |psos: +0,1%
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& CONFIRMATION

Underperformance in organic growth :

= North America, Western Europe (outside UK, Spain, Netherlands), Asia (outside China)
= |psos Marketing, Ipsos Media CT, Ipsos ASI
= Global clients programmes especially CPG sector

Operating margin maintained to 2013 level
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@ BUT WE HAVE SOME SATISFACTION

Good organic growth :

= New Services
= |n CEE, Africa, MENA, China
= Some lines of specialisation Ipsos Loyalty, Ipsos Public Affairs, Healthcare Syndicated

Gross margin rate is slightly progressing to 64,4% vs 64,1%
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& BUT WE HAVE SOME SATISFACTION

Attrition rate amongst staff has decreased slightly
22% in 2013 21% in 2014 (objective < 20%)

Teams’ engagement (adherence to Ipsos’ culture)
75% in 2013 76% in 2014

Clients’ satisfaction level is increasing slightly :

Average rating
8.5/10in 2013 8.6/10in 2014 (objective close to 9)

Red alerts (rating below 7/10)
7.4% in 2013 6.2% in 2014

Very satisfied Clients (9-10)
29% in 2013 33%in 2014
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Highlights of
the New Way
programme



& THE NEW WAY PROGRAMME

6 workstreams have been launched within Ipsos Management Board

, Workstream 1: Overall goals

’ Workstream 2: Defining the Matrix

’ Workstream 3: Values, Narrative and Talent Alignment
‘ Workstream 4: Performance Improvement and Optimisation
‘ Workstream 6: Innovation and New Services

‘ Workstream 7: Knowledge Leveraging

A programme to be executed across 2015-2017
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@ SOME DECISIONS ALREADY TAKEN AS OF 1 JANUARY 2015

Review of boundaries between Ipsos ASI and Ipsos MediaCT
= Brand & Communications in the digital world

Clusters: grouping of several markets

= South Cone: Argentina + Peru + Chile + Bolivia

= CIS : Russia + Ukraine + Kazakhstan

= ANZ: Australia + New Zealand

= SIMA: Singapore + Malaysia

= Adria: Albania + Bosnia + Croatia + Kosovo + Macedonia + Montenegro + Serbia + Slovenia

Governance: 2 new committees
= Solutions Committee: innovation, IT and services
= Hunting & Farming Committee: clients and pitches

Reinforcing corporate functions
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Shared services
striving for excellence

oooooooooooooooooooooo



@ NEW LEADERS

Neville Rademeyer

Chief Information Officer (2013)
“Looking for the best
technology partners”

Sébastien de Tarade
General Controller (2014)

“Finance being better
business partner”

Xavier Molinié
Corporate HR Officer (2015)

“Supporting the New Way initiatives
in talent development”
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PROUD OF MAIJOR IT SUCCESSES IN GLOBAL DEPLOYMENT

In 2014: My 1-365 across 87 countries in 12 months (e-mails)

Dec

v
v
v

Albania U Bahrain U Algeria U Bolivia U
. i i Ghana Cyprus
42 countries :;;:?a 62 countries :::Z::; 75 countries Ivory Coast 81 countries Ec‘:.:dor 87 countries
+ Synovate Croatia 88% Kenya 94% Kazakhstan 96% El Salvador 100%
Denmark Morocco Mozambique Israel
56% Egypt Norway Zambia Portugal
India Pakistan
Iraq Panama
Kosovo Tanzania
Macedonia Tunisia
Montenegro Uganda
Netherlands Ukraine
New Zeeland Vietnam
Nigeria
Ph_l’fe"_‘ In 2015: Symphony reaching 100% deployment (ERP system)
ilippines
Qatar
Serbia
Slovakia
Slovenia
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@ IPSOS WON A PRESTIGIOUS TROPHY FOR THE BEST FINANCE TEAMS IN TMT SECTOR

~TROPHEES

LEADERS

DE LA

' DIRECTION FINANCIERE ; SECTEUR TMT
(TECHNOLOGIES, MEDIAS, TELECOMMUNICATIONS)
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Outlook
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@ FINANCIAL OBJECTIVES FOR 2015

WE FORECAST

= Organic growth: 1 to 2%
= Expenses for the New Way programme: around 20 million €

= Operating margin 10% after the New Way expenses
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& FOR 2016 — 2017 AND BEYOND

WE EXPECT

= Organic growth accelerating in 2016 : 2 to 5% thanks to greater weight of:

- New Services
- Emerging markets

= Operating margin by 2017 : 11 to 12%

= Long-term goal of operating margin : 15%
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NEW WAYS OF
WORKING WITH OUR CLIENTS

o " Lauren DEMAR G
S A  Deputy CEO Ipsos Marketing
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& THE ROLE OF CLIENT-SIDE RESEARCHERS IS CHANGING

“From Building Inspectors to Architects.”

Having a point of view for
the business on the impact of
consumer behaviour

Being an impartial observer of
the consumer

Telling the business Pointing the business towards
‘what happened’ ‘what might happen’
Using research as Using research to develop 9
the 'judge and jury' world class products & brands \\
\

Belonging to Marketing ?Searl\g ;:ng&a[;I) parts of the business \x ;

Source: Client Advisory Board, February 2014
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& AND THEIR NEEDS ARE CHANGING TOO

Secu rity. “Data quality remains critically important.”

Simplicity. “Make our lives easier. Help us to not over-engineer.”

Speed. “We need to move at the pace of business today.”

Substance. “Insights, analytics and recommendations.”
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IPSOS IS RISING TO THE CHALLENGE

Ipsos
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CASE STUDY:

REINVENTED CONCEPT TESTING FOR TODAY’S DIGITAL CONSUMER

CONFECTIONER’S CHALLENGE

Develop a more diversified innovation
portfolio to drive an increase in share price

IPSOS SOLUTION

New-to-industry concept testing approach
that is device-agnostic, uses Ipsos’ swipe
technology, and delivers even more robust
analytics

IMPACT

= Better respondent access, including hard-to-
reach Millennials

= VVolume projections and portfolio fit
* More engaged respondents



CASE STUDY:
OVERNIGHT TESTING FOR ANSWERS AT THE SPEED OF BUSINESS

RESTAURANT CHAIN’S CHALLENGE

Accelerate time to market and improve
innovation success rate

IPSOS SOLUTION

Overnight Idea Testing that delivers Key
Performance Indicators based on validated
measures along with idea optimization

IMPACT

= Reduced innovation timelines by ~2 months

" Increased concept testing success rate by ~20%
= Led to ongoing global program for Ipsos
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CASE STUDY:
MOBILE TESTING FOR IN-THE-MOMENT CONSUMER REACTIONS

PERSONAL CARE MARKETER’S CHALLENGE

Develop a superior product to steal share from

“I noticed the leading competitor
absence of any
toothpaste on
the brush when

IPSOS SOLUTION

I'd finished Mobile Product Testing that marries Ipsos’ vast product
brushing. Other testing experience with leading-edge and unique
pastes tend to . e . .
o mobile capabilities (SMS system for collecting reactions
leave a residue. ) ) )
over time, text analytics, group chats, video embeds)

IMPACT

= |dentified significant flavor advantage not picked up by
traditional approach

* Found opportunities to improve freshness and cleaning
» Gleaned additional insights through text, photos, videos
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Ipsos thought+eaders~aﬁswer cllents |
most challengmg questlons i
Latest techmques & technolbgles " :

5 minttes

Live and uncensored-
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™" CLIENT ADVISORY BOARD

« Transforming the World of Insight »

Influential Global Industry Leaders

« Dream Dates »

\ NTSry




Ipsos

The Duke/Ipsos
: ~Research Center & Think Tank

E?E."-" ~ 'r \' e
“2 Intersectlon “of Academia and Industry /
¥y 9~FMCG Board Members + Retailer Board Adwsers
Experlments around how people shop

- — 7 -

= =

l...l..|_-]'
e

THE FUQUA %

SCHOOL
OF BUSINESS



- ‘feultureslday |||
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Slide masquée



BRAND, COMMUNICATION
AND MEDIA'IN A DIGITAL
WORLD

s Y(JnniCk CARRIOU ....................
| CEO Ipsos ASl, CEOllpsos Media CT




M OUR CLIENTS NEED EFFICIENCY IN MANAGING THEIR BRANDS

They manage more focused brand portfolios, globally

P&G: A Simpler, More Focused Company

= Fewer Global Brands We're announcing an important strategic step
forward in P&G's business and brand portfolio:

Efficiently/centrally managed

We'll be a Company of

70-80 Brands

m Across countries and cultures

With increasingly vocal consumers

2% of

Nearly 90% of
Current Profit

Current Sales
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& OUR CLIENTS ARE FACING A COMPLEX MEDIA LANDSCAPE

Media Environment gets fragmented and supports an abundance
of new advertising formats

= More media, platforms, usages (time shift VOD) Ul

Paul Poleman
CEO

= More advertising formats

= More multitasking and lower attention

“TV has a role to play and it will for a long time,
but you first need to really talk about the brand,

* More than ever the challenge is about reaching what it stands for and the message. To start with
. . . media choice is wrong.
consumers and grasping their attention

You can have a big brand globally if you have a 5%
penetration (...) you're not going to blast to 100%
. . e . . audience when you have 5% penetration.
= Social media is now core in strategles
Now digital and the social networks have a much
better probability of reaching your consumers -
and at a lower cost. Social media is going to be a
much more effective tool for brand adoption over
time than TV.”
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M OUR CLIENTS ARE DEVELOPING NEW BUSINESS MODELS

Content and advertising are intertwined, competing and complementary

0S advertising

S90m Marco Polo
NETFLIX ORIGINAL

= Content is (enough?) money
= Borders between content and advertising becomes blurred
" Programmatic and data everywhere: the next frontier
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& OUR CLIENTS NEED TO UNDERSTAND THE FULL ECOSYSTEM

Brand Equity programs

Brand Assets
management
In-market decision

Audience measurement

Brand Tracking

; Cross-Media Surveys
performance

measurement consumption
patterns

Passive measures

Fit-for-purpose Media

Copy Testing .

Content Assessment & content decision
Strategy Ipsos MediaCT

services

Ipsos ASI
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M A NEW UNIFIED SPECIALIZED BUSINESS LINE

Unprecedented combination of 2,400+ brand, advertising and media specialists to
deploy new programs and technologies across the most important markets.

= We help our clients
measure and amplify
how media, brands and
consumers connect through
compelling content and
great communication
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M WE ALREADY DO A LOT

Some recent and typical examples

BRAND PERFORMANCE MEASUREMENT (Global, large FMCG company)

= 300+ waves of brand performance measurement across the world and
product categories, delivered in a single standard format, through new data
visualization platform

&= PASSIVE MEASURE (UK)

= Understanding what is happening behing the living-room big screen during commercial
breaks through video coding: what kind of attention is actually paid to the ad stimulus?

&= PASSIVE MEASURE (US)

= Combined analysis of mobile media behaviours passive metering (log files analysis) and
offline shopping habits by matching GPS coordinates with Car dealers location database
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& MANY NEW TECH-DRIVEN OPPORTUNITIES

Combinations of expertise and mobile technology investments will change the way
our clients can understand their environment. As an example

oooomed| e"oooo

Audience Advertising
measurement exposure detection

Leading edge cross A game-changing
platform measurement approach
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SHIFT RESEARCH PARADIGM i
ON BRAND, COMMUNICATION AND MEDIA

= Second-to-none combined expertise to Real
address the seismic shifts happening in ) ~
Time,
= Tech-driven product development, with a .42 I

focus on mobile devices (passive measures)

Ipsos

the way people connect with brands in
the digital age

= Data-integration based services

= @Great data visualization and real time
delivery as the new frontier
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GAME CHANGERS M

NEW CONSUMERS,
NEW RESEARCH

Dominique LEVY
CEO Ipsos France



Ipsos EMPOWERED CONSUMERS
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PINTEREST TWITTER FACEBOOK INSTAGRAM GOOGLE+ LINKEDIN
SOCIALSITE ' MICRO BLOGGING | SOCIAL SHARING | SOCIAL SHARING . SOCIAL NETWORK |
THATISALLABouT ' SOCIALSITE ' SITE THAT HAS ' SITEALLAROUND ' BUILT BY GOOGLE BUSlNESS
DISCOVERY | IHATLIMITSEACH 1 o VIR : __mataowsror - ORIENTED
I I SOCIAL NETWORKING SITE
LARGEST | They are: " BRANDS THAT ARE
OPPORTUNITIES | . _ N . " PARTICIPATING
a | = Conscious of their value and willing to express it . ARE CORPORATE
0 | - mBRANDS
deco, ! babies. ' = Powered by mobile ' GIVING POTENTIAL AND
= - APAGETONETWORK
. — * Boosted by social media APLACETO
PNy | ! - & CONNECT
pashisn ! * Demanding : « the perfect fit » (right for me, right when | want | ’-'"‘*\.
USERS ARE: | it, right where | am) | &?_ s
o™k | m e - 79% OF USERS
| | | BHAND |S | ﬁ NEW USERS ® ARE35H
FEMALE - | | o | eervo @ op oLDER
I I I . 8 .
» 10 g 260 1 = 150 mm 400  in 240
= MILLION ' MILLION BILLION ' [ MILLION . MILLION ' . MILLION
ACTIVE USERS ACTIVE USERS ACTIVE USERS ACTIVE USERS ACTIVE USERS ACTIVE USERS
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& DISRUPTION IN MARKET RESEARCH

-

\_

Asking questions to passive
« neutral » consumers

Representativeness

Guiding our clients’ business
decisions.

~

Creating limited sets of information

/
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Engaging conversations with educated,
active, expert consumers

Leveraging an infinite wealth of information

Representativeness + sincerity +
freshness

Inspiring and monitoring our clients’
businesses.




THE ERA OF SPONTANEOUS SELF-EXPRESSION: DATA, IMAGES, TEXT, .....

Share on Google+ Brett Jornson [}
Engage your users today, create a Google+ page for your business

Prefilled text ] / {‘ Google+ for business - Google
g , Business »

Get found across Google. When your
cuslomers search on Google, the results
to the right of the search results may
include relevant content from your mobile apps

Call-to-action Google+ page. This can include recent
button to a URL or posts, photos
deep link to action
in your mobile app

Target URL can
also deep link
to content in

Preview snippet is
rendered from the
[5+ Create Page target page

'@ Your

u Cancel Also send email to Your circles
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BUILD ON SPONTANEOUS INFORMATION:
Big Data

Ipses MORI

BIG DATA GASE STUDY - FUBLIC SECTOR

Four thousand

becomes 40 million

Crealing predioties modelc from 2
rangs of data cources ta help HMAT
underctand afftuces_neecs ana
behaviowr ameng 43 million

tfax payers.

Small but begufiful insights
HMRC's cusinmes-centric business
=trategy commits ko SxBaning services
3nd processes i0 the needs, biites
ang mothatians of s Cusiomers,
270 moving aws)y from 3 mazs ‘ane
size s oF sporoach o customer
fommaoricatons. Folowing a arge
segmentation Sudy, HMSC had
Eofected AEtudingl 0oms and
segrents remeng b the needs and
Bitendes of 4,000 LI tawpayers fowards
personal tar lssues.
HMRE wanied i embed the Andings
of = s=gmenation scross more of
& Dusness processes. Howewer,
s required e iarsfcation of
needs, aludes and motivaions at an
inchviual Tpayer Vel and 1 was
‘cienry Dot pozaiie i survey al of
HMRC's &1 mifio

dividual cusiomers.

Creafing the bigger picturs
Wie began by oppendng data from

HMRC's own ind=mai database and

a varisty of extemai databases to

he £,000 respondents & the oignal

segmentaton reserch; we then buit

statstcs! models |0 predict atudnai

=2cores for any Individual respondent.
Having evakated some 2000

pot=nEa Input varisbies, the e om

mouced these 1o an optmai set of

amund fen variabizs per model

The yarshiss rEquired fom svema
suppilers coud hen be appendsd o
the entre HMRS ndvides apayers’
datanaze.

The cptect? Fredictve modess tnat
could be anpded tm all 40 milkon of e

LWCE Individual tavpeyers

The walue fo HMRC

These models have signHcanty
Increazad the aceurscy fat coust
Ereviousy be achisved. Today, ey
ErOvite HMRT ith the iocts b imarm
fargeted communication stategies and
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Eeryices 1o drive Sesied behavioars =0d

~orove usiomer omewnications.

HMR now have 2 zoand anaiyTcal
Dass for conuerng the use of
altfuding! preciction models songside
oither daes to help Sget and i
services 15 M needs and abises of
ther customers.
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BIG DATA GASE STUDY - RETAL

Modelling motivations

Combining Gurvey and trancaotional
‘data to understand the motivations of
Hometbace™s four milllon ouciomers.

Applying the core principle:
affitude drives behaviour
‘Wihen ¥ Comes o applying afttudnal
reseanch to dstatase marketing, Ipsos
MO tewt with the same principie
E8ch Cstomer s mosvsted b berave
n 2 particusar way a5 a resitt of el
attaodes and crumstEnces
Homebase sought ko build 5 brand
thmugn 3 CRM pregramme based
on Ewestment priositation using Be
predicied vale of ench cusiomer
~and then trgeting and taiioring
ommURiCations accordng io the nesds
and moltvations for sach tusimer

Inveztment priorty segments
for four milkon customers

e began by undsresking 3
Cusmers from e
ioyalty card database, capluring
ottvatanai drivers.
Fespongents were matched wih thair
orEsponding datsbase recons o
construct an analybcal detaset for ol
subsequent modeling. This dataset
was then used o explon: relaSonshins
betweer aftudes, Crcumstances and
ehmviewrs. For coch casiomer we
orEcicied their ety 3pend on DIY
Ipotental vk and the ikefy share
of thix zpend mat Homehase coud
expect over the next 12 montes. The
maiched analyscal dalases was uzes i
deveiop prediceve models and vaiidate
their accuracy. All four milkon acthe
customers on the ababate were ther
sconed acconding to hece predictions
and aliscaled 1o an appropriaie
muestment priorty segment.

o -l
L P

ES
GH]
J

And thot's not ol

The mstchad snatytical dataset
WS 3450 Eed 00 Gevelan and vl
@ Frvodst for estimating the mast
efy mofvatona segment for each
custamer, which wat uzes io fisg the
‘Segment for =ach CuSiomer oR S
SaatacT AN 3CHNE them with the
Meivcod of being In that segment
The database scores and fags can Be
spiated readly using the modeis and
agonthms e have deveicped,

RIGH
TIME

The benefits 1o Homebase?
Ax et o this shusy
Homictase achieved 8 mach greader
undersianding of cassemer valus 2nd
customer mobivabons. The net benett
‘w21 = CRI programme that dedversd
the Fight measages b3 he rgnt
cusgmers at the rght times o make
the most eficient and efertve use
of e ane-in-one marksling buspet
Conzequentty thers were zignHearst
MDMveTEnts in the renms achisved
from the Circa 20 mision pieces matied
=ach year
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B DATA GABS: 3TUDY - FOPULATION FLOWD

A tale of three cities

Harnsccing the power of
wroiooation Insighis from maoblis

& events, b map
fows beteeen paces.
ana o compare the
profie and vome of 3
incalon over Eme.

o perator data to underctand
population movements
Ipe0s MOR Bas been
Ieveraging some of
the iiest techminues -
In geciccaton daty
anaiyect o crastand
poputation fows. i

bo—

& fowriet ot spot: this anatysss shows the drw of Cxford Cirous, sttraoting

WisHOrs from asrocs the UK

Cmne billion rows
of data per hour

Using mobie networt data, which
peraryies one billon rows of dats per
heer, we studied population mavement
I Bvee Ciies on one day. This srakied
u1tD =2 Who (age, gendsr, =i )
travielles i the city and whers Sy
rame from. and miowes vz o Creste
‘popuistion fows’ and Tieat mags”
AS WE WETE 3 00 AT QIOUGES
of cusomers’ matfie onfine and app

benavIur. we wene abie I underzsng
notanty whers they wenrs going, bt — 22
4 MACTT jevel — what By were dong
before, dorng and afier they viaked

& every Instance. mokils operaior
sutsCrber dats was arorymisad and
‘Apgregated, and only SUDQURS above
S0 were used.

of applications

The appications of this approach are
many and vared: heiing adverfsers o
urdierstand who has visted 8 particular
=¥ent, enabing stic panners o dscover
wha frequeris parscuiar ocations
= Informing iocal goverment sbout
pepuration movement natems




Uncovering the reality of consumer satisfaction

E “SELFIE ERA”, CLOSER TO REAL LIFE

u Résultat recherché Description résultat
er

4 mettre en voleur mes yeus, joi esoin Que mes Cis soient 6pds/  conforme G mes cttentes : époisseur aons 16 sourc! / oe loorce
asans  9U8 0 £330 bien en eveil (o me sens plus cons le contrdle, 00ns 10 regora/oe Io lumiere Sons 10 regard
comme un soutien/ de 1o force, du coroctérs / des ois longs,
@p0is/oe 1o tenue « CONENte » /QUEIQUE chase 08 soutenu/
moquitier toute io ligne oes ois

6  Jes youx moguinés cest e plus important sinon joi Ibir moloce/  go it 03362 Noture! : MEMe 3i 0N VOVt QUe CBst MOQuilé : les o
3sang  OVOV 103 Cils Jongs pour ouvrir Je ragord 30Nt SUONPES OU MEKIMUM 0F DIeN 30p5res POur NG oS 18s Svor
on poguet
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CLOSER TO REALITY

When image collection replaces data collection
France and China

A beauty product maker wanted to access to the
Client’s need combinations of products used during a typical week
by a woman.

Reporting the products used during a typical day
Ipsos’ proposal (from 5 to 20!) can be cumbersome, so we decided
to switch to data collection based on images.

Respondents were given a cheap smartphone as an
incentive and were asked to take photos of the
different products they used during the day,
respecting the order in which they used them

Photos were then sent to a server with timestamp
for matching based on web cruising
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POWERED BY MOBILE
Self ethnography - Real time

RELEVANT AT THE MOMENT OF RELEVANT DURING SHOPPING TRIP
CONSUMPTION

Indulgence Routine shopping
Taking care of your family Managing the family budget
Socializing Discovery
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BUILD ON SPONTANEOUS INFORMATION:
Webnography = Web listening + qualitative m

Positive spontaneous impressions but
some reservations in terms of usage

Efficient Removal (41%)

"As the product cloims, makeup is removed only
with warm water! |'had an impression that even
makeup in pores was removed!”

Pleasant Application

“When opplying FWB with fingers, it :
smoothly. It's pleasant.”

Polarizing reactions towards removal
efficiency but actually FWB is a very good
makeup base

Inefficient Removal (23%)

I used liguid foundotion to test this product.
Maybe that's why makeup was not remaoved. In
the end, | used my maokeup remover as usual.”

femaval Efficiency

Convenience (38%

“¥ou can remove your makeup ver}
too easyl I'm always thinking "Wha
makeup removal is!" You want to g Nt el
soon as possible in the evening, rigi

makes me free from stress ond mai Makeup Durability
easier! It's time saving ™

UV Protection (22%) %:::m

“As FWEB has no UV protection function, you
connot use it over the year.. We usually expect o * Miseed
UV protection function for makeup bases.”

Convenience

UV Protection

High Temperature (9%) Base Benefit (35%)

* hod heard thot the most oppropriote temperature "I bought FWB becouse | was Interested in

for facial cleansing waos 36-37 degrees, but this soys makeup remaving function (removed with war
water), but octually this is o very good makey,

'?}40 degrees. I'm worried about skin dryness,”
base. The skin is not sticky, remoins smood)
o Pores are invisible. Makeup lasts long.

Source Brantwatch. Timaframe: 110012 - 04/45/13. Data have been manually
seofed fioem n=150 mentions

Source Brandwalch. Temetrame: 1100112 — 04451 3. Data hava been maruathy
goared froen =150 menbors
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M LEVERAGE OUR RESEARCH AND OUR BUSINESS WITH...

- Spontaneous information
(data, text, images...)
to get closer to real life,
real time
- Consumers’ expertise
and intelligence

W =
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9 = BEHAVIOURAL(
S d ECONOMICS &

ES TN o Ben PAGE

s CEO Ipsos MORI, UK and Ireland



& SURGE IN INTEREST

<o

s worth O o=
X
Themtef“a
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& UNDERSTANDING HUMAN IRRATIONALITY

Gather pertinent Process pertinent Calculate optimal
information information choice

Decide
without all the
data/using irrelevant
data

Economists’ view
of decision-
making process

Decide without Decide
fully processing based on faulty
the facts calculations

Human short-
circuits

of the ‘rational’ <
process

ecJoJojelolelololele] o
oJeJoleolololololelolololololole] 3
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P What percentage of
African countries are

members of the United
Nations
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M EVIDENCE — ANCHORING

Numbers shown on Mean estimate of

“roulette” wheel respondents
10 25%
65 45%

Source: Kahneman and Tversky, 1974
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M EXAMPLE BIAS — ANCHORING

Investor Day — January 2015

People’s estimates are
swayed by data suggested
to them beforehand, even
when they know the data
is irrelevant or false.

Source: Daniel Kahneman, Daniel Tversky



M BEHAVIOURAL BIASES....

Reciprocity Liking

Consistency Scarcity
Social norms

Authority

Choice overload Justifiability

Framing/ contrast

Regret aversion
Loss aversion

Certainty preference

Mental accounting

Investor Day — January 2015 g

Short-circuits of rational
decision-making process

Status quo

Decide without
all the data/using
irrelevant data

Endowment

Availability/ recency

Decide without
fully processing

all the facts

Anchoring

Hyperbolic
discounting

Probability
misassessment

Decide

based on faulty
calculations

False memory



M SOME CLIENTS INVESTING IN THIS AREA...

& Kimberly-Clark
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The YCCl-lpsos

Consumer Marketing
Behavioral Economic
Think Tank

Yale scHOOL OF MANAGEMENT
Center for Customer Insights

GAME CHANGERS

GAME CHANGERS



& IKEA EFFECT

Biases

IKEA effect
People often over-value
the things they have

personally created
because of the
effort invested.

y ’
P emember!
" noubliezpastl
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& EVERYDAY LIFE

Heuristies

Unit Bias
We think that a unit of
some entity — e.g. a plate
of food — is the
appropriate amount.
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HOW THE SIZES HAVE CHANGED

—_ 19905  Now Increase
EVERYDAY LIFE ;':drku:t&SpencerSpaghettIBolognese " (@& .;; _; 2839 : 4009 : 41%
Salnsbury's Spaghetti Bolognese o 3000 | 400g i 33%
WelghtWatchers Spaghetti Bolognese 3009 3209 6.60%
Tesco Chicken Tikka Masala and Rice 408¢g 5509 39%
Waltrose Chicken Tikka Masala (norice) 09 | 4009 | 17%
Heuristics Asda Chicken Korma (no rice) B\ 27 {3509 54%
Waltrose Cottage Ple 2859 : 4009 : 40%
Tesco Beef Stew and Dumplings W 3059 5009 64%
Iceland’s Beef Stew and Dumplings s 2859 5009 75%
Tesco Tagliatelle - ham and mushrooms 3009 430g : 43%
Unit Bias Sainsbury's Tagliatelle - ham and mushroom 300g 4009 : 33%
We think that a unit of AsdalLasagne Verd| 00g | 4009 i 33%
some entity — e.g. a plate M&S Lasagne 2839 | 4009 41%
of food —is the Tesco Lasagne (frozen) 3009 4509 : 50%
appropriate amount. SaRONTS Lo 30g 4009 | 33%
Waltrose Lasagne 3009 4009 : 33%
Warburton's white loaf (medumslie) 364g 4039 :10.70%
Hovis wholemeal premium (medium slice) 369 409 1110%
Q Hovis farmhouse white (thick slice) - ] 44g 509 13.60%
BurgerKing (argest fries) W | 1749 22.50%
McDonald's (argest fries) E 1249 | 160g | 29%
BurgerKing whopper 2589 : 2749 : 6.20%
Source: FSA
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M PRODUCTS - USAGE

Heuristics

Unit Bias
We think that a unit of
some entity — e.g. a plate
of food - is the
appropriate amount.
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a SOME RECENT CASE STUDIES
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M SOME RECENT CASE STUDIES

= Behavioural qualitative research to understand
complaints and innovation diffusion behaviour

= Behavioural survey research to understand flu
vaccination and youth smoking behaviours

= Behavioural campaign evaluation to assess impact of
communications on encouraging self-care, hand
hygiene and safe driving behaviours

= Behavioural segmentation to understand financial
planning, recycling and taxpayer behaviour
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..............

MY INTERACTIVE SERVICES

e &  CEOIpsos Interactive Services




& IPSOS INTERACTIVE: 5M REGULAR RESPONDENTS GLOBALLY VIA ‘I-SAY’ PANEL

I-SAY panel
covers

31% of Ipsos
revenue

vs 29% for MR
market

AR

D
" y

&
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IPSOS INTERACTIVE: EXPANDING INTERVIEWING BANDWIDTH
VIA AMPARIO AND MOBILE AMPARIO
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& JUDGING SERVICE ‘EFFECTIVENESS’

Investor Day — January 2015

Stable, secure, fast, high quality platform for research

Respondent ‘reach’ including challenging targets

Ability to attract and retain panelists

Cost efficiency

Communication and data capture methods which are
appropriate to the respondent



MOBILE ENABLES BETTER ENGAGEMENT, REACH AND NEW COMMERCIAL
@ OPPORTUNITIES

vodafone NL = 10:18

f @ r ¢

Facebook eWeather HD Flipboard  Calculator

@A-

e8| ” @wl.

L e Ce < ’ S ﬂ

= |nteractions with panelists

= Recruitment methods

= Reward

= User Penetration/Ubiquity in some groups
= Screen size

= User ‘familiarity’
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MOBILE IS ENABLING US TO EXPAND OUR CAPABILITIES
E AND DISRUPT EXISTING APPROACHES

Geo-
triggering
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MOBILE IS ENABLING US TO EXPAND OUR CAPABILITIES
a AND DISRUPT EXISTING APPROACHES

Short-term =
diaries p Personal Care and

Grooming
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& LEVERAGING OUR PANELS FURTHER: PASSIVE

i-Say

Passive App
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M STRONG FOCUS ON CHINA

Global IS ‘platform’

= Common tools and approaches

Ability to run ‘multi country” work from any location globally

= Expanding the panel

Investor Day — January 2015 g



& PROGRAMMATIC SAMPLING

Demand

losos full Internal
.p automation of
service panel B o oy
PRIy panels
Integration via API’s
of preferred global
vendors
Sample only A . S
services mpario and mobile

Ampario sources
‘dynamic respondent

supply’

Investor Day — January 2015 ﬁ



M TO SUMMARISE

" |ncreasing and improving access to respondents

= Expanding use of mobile — both on the panel itself and through the creation
of tools for research use (device agnostic/disruption/market making)

= Further exploitation of the panel itself
= Strong focus on China/online ‘evolution markets’

» Programmatic sampling

Investor Day — January 2015 s



GAME CHANGERS M

B “®F 1Ps0S’ TRANSFORMATION

Ny IN NORTH AMERICA

; EE'A;..f:EEiE:::EEEEEEEEEEEEEEE Pierre LE MANH 255555555555555555: s

5 ik _ CEO Ipsos North America,
2 F CEO Ipsos Marketing



M IPSOS HAS BUILT A STRONG POSITION IN NORTH AMERICA

= Qverall a strong position in most Service Lines
= Strong weight of CPG clients in the US
= Some service lines still under-represented (Loyalty in the US, Automotive...)

employees
@ Synovate
Loyalty,
NPD Marketing,
Panels Public
Affairs, ASI
® Monroe
Mendelsohn
ASI MediaCT @ OTX
Advertising Digital,
Angus Reid (CA) Forward Social
® Marketing, Public FEEE listening,
: . ) . Animal Health ’
Affairs AC N_|elsen Mark.etmg Unqer.standmg & Nutrition Communities
Vantis Metrics Unlimited Research
Modelling Loyalty Qualitative 2 6
1 st
offices
office

|| 1998 || 2000 2001 2002 2003 “&" 2008 “ 2010 2011 || 2015 )
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& THERE IS ROOM FOR GROWTH...

... in a US market which extends well beyond survey based research

2013 For Profit
Rank Company Revenue $SM generated by

1 Nielsen 3194 Report, Advisory Not for Profit

2 Kantar 953 Se\:\\//icbez Ccl)nt§ulting, ° |

3 IMS Health 935 eV Passive +[Survey)
|

5 Westat 563

6 IRI 504

7 GfK 334

8 comScore 203

9 NPD 202

10 Symphony Health 197

11 JD Power 173

12 ICF Intl 172

13 Abt Srbi 156

14 Maritz 139 Total 2013 industry spend = $16.8B

15 Dunnhumby 122

Source: American Association of Marketing
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& MARKETERS IN THE US ARE FOCUSED ON LEVERAGING TECH E

... for real-time, individualized, localized, multiplatform experiences

Digital and Mobile
Media Fragmentation
Programmatic

= E-commerce

100% —

80% [—

60% —

40% —

20% [~

0%

Programmatic Share in the US
(% of Display-related* Media Transformations)

2011

Source: Magna Global
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2012 2013 2014 2015 2016 2017

B Programmatic I Non-Programmatic

(*) Display-related formats include banners, social and video, on desktop or mobile devices

45%

40%

35%

30%

25%

20%

15%

10%

5%

0%

Breakdown in US Advertising Spend

B O— —O— —
TV 38%

| Digital 28%

— Print 18%
‘O

Mobile 10% (*)
B O —O- A Radio 9%

-

- -
| _ O Outdoor 4%
o~ Directories 4%
2012 2013 2014(e)

(*) Mobile on this chart is a subset of Digital Spend Source: eMarketer




E DEMOGRAPHIC TRENDS AMPLIFY THIS TRANSFORMATION

... fostering even faster adoption of new techniques

= Millenials now largest Age Group
= Downtown boom
= Ethnic diversity

s US Population by Age Group N 7~ Pct. Among those under 18 ~ /— Downtown population Growth —\

July 2013
. Asian g - BUNIEURIEE QRSO S LoV EEULEEt ) | ‘-”J.“se“ J
65.7M :
61.9M . .
75 Hispanic
Black
50
Legend
25 White -
non-
19.6% 20.8% PERYS :_” ni )
share share share Spanic
0
Age: 50-64 35-49 18-34 2000 2010 | i
\ Data Source: Census Bureau J \ Data Source: Census Bureau) \ Data Source: Census BUfEGU
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& IT DRIVES TRANSFORMATION OF MARKET RESEARCH NEEDS

... and the adjustment of our business in North America

} The more consumer relationship is... } The more Ipsos’s focus is to...
Real Time Shorten production cycles
Individualized Provide diversified sample sources
Data and Technology Driven Develop analytics, embed into action
Owned by New Players Work with and for them (GAFA* etc...)
Multi channel Be Platform agnostic, software embedded
Uncovering unknown territories Elevate the relation with clients to

help them address complexity

* Google, Amazon, Facebook, Apple
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& IT IS REFLECTED IN OUR MOST RECENT SUCCESSES IN NA

These new areas are growing steadily and are already significant in our
revenues and profit

2014 growth
>100%

2014 growth
>10%

= Mobile Research

= Health Economics
and other new
areas in
Biopharma

= Social Media Research
= Marketing Analytics
= GAFA

Combined: close to 50% organic growth and 15% of US business
Average profitability > rest of the business
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& WE ARE DEVELOPING SCALABLE STRATEGIES...

... Which have enabled us to win these multi-million contracts in 2014

} Examples of Ipsos strategies

Provide Integration of Services Customer Experience Mngt for Tire manufacturer

Resulting wins

Position Ipsos as “new kids on the block” Access to new US Government budgets

Include Neurosciences in offering Global Ad Testing for Beverage Giant
Follow the money Multiple services for Internet Giant
Embed research in clients processes Social Media research for CPG Giant
Redefine speed: overnight/intraday 67 projects with 25 clients in 10 months
Tap into different sources of budget Outcome Research for pharma major

* Google, Amazon, Facebook, Apple
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M WE CONVEY INNOVATION AND THOUGHT LEADERSHIP

...which drives product development and future business

“Ipsos in the Hot Seat”
2014 July-December Most popular topics in the US (*)

1. Overnight idea/concept testing Partnerships with
artnerships wi

2. Social Listening/Communities

3. Mobile Research Duke: Path to Purchase

. Yale: Behavioral Economics
4. Neuroscience

5. Path to Purchase/Consumer Journey DUKE
. . THE FUQUA
6. Curiosity Treck (Deep human insights) SCHOOL

OF BUSINESS

7. Insight Cloud (Knowledge Platform)
8. Ethnography (Capturing real life)
9. Corporate Reputation

10. Big Data analytics

(*) Ranked by number of time selected by US clients

Investor Day — January 2015




M OUR FUTURE IS CARRIED BY A NEW GENERATION OF LEADERS

We have a new team of business Line leaders in the US. They combine diversified experience including
Market Research and understanding of the new world.

Alexandre GUERIN
Ipsos Loyalty

Cliff YOUNG
Ipsos Public Affairs

Elys ROBERTS
Ipsos Marketing

Lana BUSIGNANI John GREENWOOD
Ipsos ASI Ipsos MediaCT
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M IN SUMMARY

= Qver the last 20 years we have built a significant position in North America

= The market is transforming, well beyond survey-based research

The opportunities for Ipsos in NA will be driven by

= New services leveraging technology, analytics, advisory
= The emergence of new clients
= Access to new budgets outside traditional Market Research departments

= What our clients want is clear, our transformation has started

= New services already have a positive impact on our business but it will take a bit
of time, recognizing that there is pressure on less innovating services and in CPG

= We have appointed a new generation of leaders to run the “New Way” in North

. “‘b—
America 1
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' GAME CHANGERS M

SN ¥ |IPSOS VALUEP
% B INEMERGING MARKETS

- (CEE, MENA and SUB-SAHARAN AFRICA)

- N Shane FARRELL
e ~ CEO, Europe Middle East and Africa
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M A REGIONAL LEADER WITH OPERATIONS ACROSS 40 COUNTRIES

Source: ESOMAR report.
Market size in 2013;
Market growth rate: 2013 vs 2012.

#2 in Russia
Market size: 323 m€
Market growth rate: 13%

#1 in Czech Republic g #1 in MENA
Market size: 83 m€ Market size: 196 m€
Market growth rate: 0,9% Market growth rate: 4,2%

#1 in Turkey #1 in Kenya
Market size: 150 m€ | Market size: 20 m€
Market growth rate: 12,9% Market growth rate: -8.8%

#2 in Nigeria | #3 in South Africa
Market size: 41 m€ Market size: 165 m€
*Market growth rate: Market growth rate: 3,6%
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& A REGION OFFERING STRONG OPPORTUNITIES

} Market Opportunities

Increasing penetration of market research
(e.g., MR spend per capita in USA S47, DE
S43, France $42 vs. Russia $3, Turkey S2,
or South Africa $4)

Build long term relationships with clients
(new companies expanding locally and
internationally e.g., Efes Breweries)

Markets act rapidly + decisively due to
market conditions (fast turnaround
research needs + fast innovation
products)

Investor Day — January 2015 g

Offering Opportunities

Clients demand getting the basics right,
(Ipsos “Security of mind” provides this)

Experimental approach to research
innovation is sought after (e.g., mobile
data collection in remote parts of Africa)

Multi-cultural staffing capability
(international expertise and local
know-how)

Educate clients on benefits, added value
and strengths of research (e.g., education
programs for clients, cross market sharing
of similar experiences)



M DIFFERENT EMERGING MARKETS

We think of 2 types of Emerging Market — Developed and Developing

Russia Faster changing economy & MR
Develobi Turkey Global clients investing incrementally
eveloping KSA UAE Spawning ambitious local clients

Emerging Kenya Significant political & economic risk
Nigeria Variable infrastructure

Slower growing economy & MR

Poland Global clients established
Developed Czech Ambitious local clients spreading wings
Emerging Hungary More stable politics & economics
South Africa Mostly good infrastructure
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M DIFFERENT EMERGING CLIENTS

We think about Local Champions and Global Clients

Large locally based companies Global multi-nationals
Expanding rapidly Especially (but not only) part of an
Ambitious, looking to go international Ipsos’ Partnering Programme
Often less sophistication Normally more sophistication
More entrepreneurial Some under pressure
Faster moving Searching for growth

ST

Sberbank P&G

VimpelCom Nestle
Gedeon Richter Google
Efes Heineken

Local Champions Global Clients
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M NEEDS AND VALUE PROPOSITION

Client needs and Ipsos’ relevant value proposition differ according to each

Market
_ Research Local Market
Developing & International “know how”
Emerging “know how”
Market
Developed Research Transferable
Emerging & International “know how”

“know how”

Local Champions Global Clients
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E GLOBAL CLIENTS IN DEVELOPING EMERGING MARKETS

New growth strategy in Africa for a large European food company

m Food sector, European company with global positions

Looking for growth opportunities in Africa:
- Where to compete
- How to win

Robust operations to global standards:
Value - Local staff know local market and how to conduct research
Proposition - International client team ensures alignment with global client context

- Censydiam approach to ensure global way of thinking and comparisons across markets

Based on this study, the client will:
- Select segments
Local - Agree on brand positioning
Market - Select proposition ideas to further develop in a later stage
“know how”,
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LOCAL CHAMPIONS IN DEVELOPING EMERGING

New roaming offer strategy for SME

m Telecommunications, NASDAQ VIP, presence in 14 countries

Expand roaming services across EU& MENA regions via delivering
customer experience

Value Ipsos UU in-depth interviews across 11 countries with decision makers of small &
Proposition medium businesses

Based on the results the client will consider launching new roaming offers
Market relevant to regional specifics:
s Affordable prices &
Research Basic services Personalized offers
& International supported by superior
customer experience
“know how” ARt
= Eliminating network
O Cloud services \ ‘ problems first, offering

affordable prices

,@ Low cost services, ‘ ‘
+ | texting (sms) Affordable prices
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IPSOS AT A GLANCE IN ASIA PACIFIC

14
Countries

<)

PO®

& 2NP Jargest
‘a player

3,522
Staff (2014)

285 m €,
17%

of Ipsos
group
Revenue
(2013)

©

&

CHINA
1,265 m€, +7.2%
Ipsos rank: 1

Market size and progression

VIETNAM
41 m€, +3.8%
Ipsos rank: 4

THAILAND
126 m€, +7.6%
Ipsos rank: 2

INDIA
%07 189 m€, +8.4%
Ipsos rank: 3

p—

MALAYSIA
86 m€, +3.8%
Ipsos rank: 2

\\

SINGAPORE
104 m€, +4.9%
Ipsos rank: 2

INDONESIA
101 m€, +12.5%
Ipsos rank: 2
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SOUTH KOREA
281 m€, -0.7%
Ipsos rank: 3

\_/

JAPAN
1,382m €, +0.9%
Ipsos rank: 4, #1 among Int'l firms

/

TAIWAN
73 mE€, -1.3%
Rank: 3

HONG KONG
90 m€, 0.8%
Ipsos rank: 2

Data source: ESOMAR 2014 GMR Report, Ipsos Annual Report 2013

PHILIPPINES
80 m€, +8.5%
Rank: 5

AUSTRALIA
524 m€, +2%
Ipsos rank: 2

NEW ZEALAND
70 m€, -0.7%
Ipsos rank: 4

VAN AGA AN,




& A REGION WITH STRONG POTENTIAL

Better prospects ahead

The growth in APAC has been
limited in the past three years

But the region offers strong potential

Developed economies
in APAC stagnant

60% of world’s population, contributing to

20% of world’s GDP and 15% of world’s MR industry

Strong potential comes
from non-FMCG sectors
including Automotive,
Financial Services,

Retail and Real Estate
in emerging markets

Global FMCG also
struggling in emerging
markets including
China, SEA and India
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Ipsos in a leadership position

N/

Integration with Synovate fully done, streamlined and optimised structure

Teams have been fully

New and dynamic local leadership ’ ;
trained to Ipsos services

Digital data collection (CAPI, CATI, or On-line) is up to speed.
Asian Ipsos Interactive Services hub plus face to face moving to CAPI/Pad
Target to be 100% digital by the end of 2015
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Drive top line growth in APAC

Leveraging our long
established
relationship with
global FMCG has kept
delivering growth
(China, India and part
of South-East Asia)

M NEW SERVICES AND NEW TYPE OF CLIENTS

Efforts on new clients
brought in great results,
such as local FMCG
clients, Automotive and
new economy clients

— The share of local
business (clients from
APAC) increased 3% in
2014 in our revenue

pie.

— APAC clients contribute

45% of our total
business in the region

New services launched
in APAC have shown
encouraging results,
such as social media
business, early stage
copy and creative, early
stage of innovation,
performance
measurement and

others through faster
data collections, etc.
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Client Interaction Model

Through CIM model,
teams are spending
more time with clients
and talking more
about their business
issues thus generating
more opportunities

M NEW WAYS TO ENGAGE CLIENTS

Close interaction with
more functions from
client side including
consumers relationship,
e-commerce, etc.

More collaboration
among WSBLs to
leverage our positions
with the clients
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'a In Automotive
o™0O

sector, we have
greatly grown business

from not only global clients

but also emerging clients
from China and India

APAC contributes

a big portion to

= Ipsos’ Tech, Tele
and Internet business.
We work closely with
Chinese new giants in
internet, tech equipment
manufactures and
telecom operators

Global FMCG
clients are
struggling, but we

have managed good growth

from some of them. The
encouraging news is we
have largely grown the
business from local FMCG
clients including Japanese,
Thai, Chinese and Indian

Retail is also a
& sector that we

have made great
progress, with both
international players and

local players

We are doing very
I well with local
home appliance,

banking, insurance, and
carrier clients in China

We have
maintained and
developed good

social research business
in Australia, Korea and
India
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TO THE NEXT LEVEL

e o Better interaction with .
our clients and expansion Optimized
into new clients sectors organization

Further digitalization
of data collection and
ramping up of new
services

/\) Staff quality through
new leaderships,
§ Ut ;

training, new values
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GAME CHANGERS M

HOT SEATS #1

The socialized consumers

Plenary room

SESSION 1: 13:30 — 14:30
SESSION 2: 14:30 - 15:30
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GAME CHANGERS M

MOBILE
Claire EMES

Head of Digital Research, Ipsos Mori
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Rather than using PowerPoint for my presentation, |
thought it would be more appropriate to use our global
mobile survey app and my iPhone to demonstrate why
we and so many of our clients are excited about mobile
research and how it’s generating incremental value.

Investor Day — January 2015

seeee 3 30

11:44 “ % 87% W

IpsosMobile

lpsos Mobile Research
(preview)

lpsos Mobile Feedback
(preview)



seee0 3 3G 11:40 7 % 88% W

Mobile is not a new research tool, we’ve been conducting SMS surveys
for 12+ years

But I'll focus on how we’re making the most of the technology available
on today’s mobile devices, which is allowing us to gain not only quick but
also rich insights via mobile

and this isn’t restricted to developed markets; India, China and Indonesia
are predicted to be 2015’s top smartphone markets in terms of growth
by value

I
\
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E What are the key benefits of

mobile?

What are the benefits of mobile as a research tool? Please select all that apply

Ubiquity of mobile devices [SELECT]
More people in the world have access to a mobile phone than a working toilet. Ubiquitous technology
It’s predicted that by 2020 80% of adults on Earth will have a smartphone

Accessible [SELECT] — people tend to keep their phone with them all of the time.
-4 in 5 check smartphone owners check their phones within 15 mins of waking up
- half of teenagers (admit to) taking it to the bathroom

Accessible

These two features mean it’s an extremely quick way of gaining feedback from
consumers. We have rolled out a major programme of fast track early stage
innovation research across a number of markets for a major client which has
allowed us to reduce the average time of standard claims test from 21 days to 2.

In the moment

Convenient
In the moment [SELECT] — key feature
Whether this be in store, whilst commuting...
e Before they forget _
* Or post-rationalise the experience Engaging
This is the raw emotion, the real life!

Investor Day — January 2015 <
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We’ve found this particularly important in product
testing, for example, where respondents are better
able to differentiate between products on sensorial
elements: flavour, fragrance etc. via an ‘in the moment’
mobile diary than a standard online test

1
A\
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E What are the key benefits of

mobile?

Please select all that apply

Convenient

Contextual [SELECT] — mobile research becomes yet Fngaging
more powerful when we employ the features of a
smartphone...

Contextual

Ability to trigger

I
N\
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0 @99
| Q responses are

....we can tag respondents’ locations when they geo tagged

complete surveys

= NEXT >
Investor Day — January 2015 = <
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Take a photo of your current
experience

....and can use video or photo to capture the moment ...

...Which as I'll prove now is incredibly simple for Q
research participants to do.

Tap to take/upload
[TAKE PHOTO]

This means consumers are able to not only tell us what
they think but also show us via photos and video —

creating additional value beyond traditional research
insights

Investor Day — January 2015
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Please add an image



Ability to geo trigger [SELECT] - a more recent
development, that Judith has already mentioned,
allows us to not only tag respondents’ locations but
also use GPS to trigger surveys when respondents enter
a location we’ve geo fenced...

Investor Day — January 2015
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What are the key benefits of
mobile?

Please select all that apply

Convenient

Engaging

Ability to trigger

I
N\
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surveys canbe -

geo triggered

...for example, in a study for Google, we geofenced Ay ' 9
shopping malls and triggered surveys two hours after Ay '
respondents arrived to understand how people use

their phones whilst shopping.

We can do this anywhere in the World, all we need is a
GPS signal

= 4 NEXT >
Investor Day — January 2015
|
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What are the key benefits of
mobile?

Please select all that apply

Convenient

Our experience has shown that respondents, who we,
as researchers, are dependent on and are generally Engaging
becoming increasingly harder to engage, find mobile
surveys convenient and enjoyable...

Investor Day — January 2015 <
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| enjoyed this survey and
using the mobile app provided

a different, but enjoyable, way
of completing surveys

as these comments from a respondent demonstrates

I
N\
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Other emerging technologies are also helping us get
closer to consumers....

we’re now using wearable technology like Google Glass,
GoPros and lapel cameras to help us unlock people’s
unconscious behaviours...

I
\
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‘

projected - jﬁ\
life t \wl' L

So that we can get beyond the processed and heavily \» 1%
edited view of people’s lives ...the claimed behaviours -
and projected self...

I
\
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And uncover the unmediated view of people’s real
lives... this is an image taken from Google Glass in a
recent project with new mumes... as a mother | associate
with this image and not the stock image of the romantic
view of motherhood we saw a moment ago

Emerging techniques are helping our clients see the
true consumer landscape and understand their rituals
and habits... allowing us to unlock innovation
opportunities

I
\
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There’s no doubt that we’ve witnessed a revolution in

consumer behaviour driven by our changing CONSUMER BEHAVIOUR
relationship with technology. HAS CHANGED

Smartphones , which allow us to access information
when and where we want, have fundamentally
changed the way we communicate, work, shop, bank
and entertain ourselves.

... we now snack on media content and our social
interactions have become shorter, more frequent and
digital...

Il
N\
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WHAT DOES THIS MEAN
FOR RESEARCH?

But what does this mean for research...?

Investor Day — January 2015
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MOBILE TECHNIQUES
HELP US MAKE
RESEARCH...

By leveraging these same technologies, in particular
smartphones... we're able to make our research...

Investor Day — January 2015
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shorter

...shorter...

Investor Day — January 2015 <
- |




eeee0 3 3G 11:42 7 } 88% W)

faster

...faster...
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smarter

...Smarter...

Investor Day — January 2015 <
- |




& esee0 3 3G 11:42 < % 88% W
less like 4
research,
So that it is less like research... J

Investor Day — January 2015
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...and more like real life ...

for both those taking part in our research and those
benefiting from it...

Some examples of where we’re doing this include> ‘
more |

ike
g
How we’re layering an ‘in the moment’ mobile into our reai-i Ife
standard online product tests - to generate extra diagnostic
detail for our clients — including photos and videos of how
consumers actually use their products

We are filling the ‘gaps’ in consumer journeys, gathering
additional insights when people are out of home, for a large
airline we used mobile to understand people’s in share the in
flight experience — our apps work offline

And we’re combining active and passive mobile data to
better understand people’s online path to purchase and
media consumption

Il
N\
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And that’s my survey & photo being sent back.

OK

Investor Day — January 2015 <
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SOCIAL MEDIA
RESEARCH

communities, web listening

Valérie-Anne PAGLIA

Managing Director Ipsos UU France,
Qualitative Division




Ipsos._
The Qualitative Research, Specialists
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M TREND N°1 : @‘S CHANGED PEOPLE’S LIVES...

~

« | ‘ve been doing everything Online for years,
...banking for 13 years, | found my house
through the internet and most of the furniture
that is inside...& by the way,... even my
husband...!’

/




Ipsos TREND N°2 :
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M TREND N°3 : @ ‘S TRANSFORMED THE INNOVATION PROCESS

9 out of 10

consumers stated they have a
better perception of brands who

“.. it is always exciting to

see include them in the innovation
[a product] on or development process
store shelves knowing fﬁ’\
I helped with it.
If it is good,

I know it is, and 92%

. o H ”
will buy without question. of people say they are more likely

to purchase brands or products
from companies that included
them in this process

Investor Day — January 2015 g
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WE ENGAGE AND LISTEN TO CONSUMERS

Community Social Listening

e OU DISCUTE-T-ON DE LARTHROSE
SUR LATOILE ?

L'Actu de la Communauté : 28 septembre

stop-arthrose.org
Read
santenatureinnovation.com
mare %
- T vemm aljoimour.com
Viem A1
glucosamine.com

prepa-ifsi.com
ACTIVITIES ﬂ Camille st Florian
| = X Las Animateurs.
& ] ¥ About Me ¥

L'ALIMENTATION ET VOUS

notretemps.com
eurekasante. fr
topsante.com
destinationsante.com
71% 8,1% allodocteurs. fr

hyaluronique-arthrose.com
jacquelinelagace. net
quinette.canalblog.com

colnem eklablog com
jacqueslucienned4 wordpress.com

# La soupe > e
La soupe, Ce refour dans vos assielies 7
NEW HERE? GET STARTED >

: I i forum doctissimo.fr
» - aufeminin.com/forum
forums supertoinette com
sante-medecine.commentcamarche.netiforum
atoute.org/niforum

Pasts: 54 New: 54
RESEAUX SOCIAUX

twitter comvasso_aflar

# Vos plus belles conneries...

A quot ressembient vos pius belles connenes 7

Latest Post: o : Vos p

Pasts: 38 New: 38

(AL moins. une fois. par mois
(OCa miest amvé une seuie fos cans ma vie |

(Qamais, & grand jamas |

Investor Day — January 2015

twitter.com/arthrolink
www.facebook com/Arthralink
twitter com/ArthroseChannel
twitter com/expanscience_fr

sur un total de 15 100 mentions — Du 26/01




M WHERE WE STAND IN COMMUNITIES ...

100th

community
in 2014

100 %

renewal on all
long term
communities
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& WHAT MAKES OUR DIFFERENCE...

CONVERSE *

Pure Players... Social communities

Without perspective,
data is nothing !

TOOLS & DATA

e-Reputation Ethno Web

LISTEN

Investor Day — January 2015




@ POUR CONCLURE...

g N New generation of research
o
O@ New clients

% ﬁ@ Transforming research
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DIGITAL
COMMUNICATION

Adam SHERIDAN

Chief Client Director
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M CONTEXT: THE VALUE AND FIT OF THE AD AND THE EXPERIENCE
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M SPEED, SIMPLICITY: LEVERAGING DIGITAL INFRASTRUCTURE

Ipsos ASI

@ Bid on advertising

live|test

@ Tag opt in

participants

articipant watches ad

@B)P

Vididilite
AFRERAR AR SRR,
ARRARER AR RRARARAR )
FRERARFR AR SRARARAR
FRERARARSR AR AR SRAR A4
FRERSASRARSRARARAR A4
YRERARSRAR SRARSRAR A
CERARFR AR AR AR AR AR
SRERER AR AAAARRS
LERERARANS
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@ CREATIVE INSIGHTS FOR ADVERTISERS AND MEDIA OWNERS

1. Can | use the same campaign across TV and digital?

2. Will showing the same campaign on digital and TV
be better than one media only?

3. How do | optimize my campaign to maximise the
opportunity of new digital formats?

Investor Day — January 2015 E



M LIVE|TEST IN THE FUTURE: CONTEXT IN A MOBILE FIRST WORLD

ee0e0 02-UK 7 13:44
= YAHOO!
f t M .
1. Does screen size mean | need to change my brand
. - presence?
Beauty Brands giving away
Samples
S —— Learn more 2. How does targeting on mobile (location) affect ad
Top Beauty Companies want you to try their

Skincare & Beauty products res pO nse ?

o 3. If I target on mobile and PC desktop, do | need to
-8 { i run the same ad or different ads?
BB
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NEUROSCIENCES
Jessica REITER

Senior Vice-President, Ipsos Neuro
and Behavioural Science Centre




EMOTIONS MATTER:

To Our Clients, To Ipsos, Because They Drive Consumer Behavior

“People’s feelings and emotions
guide behavior. We try to create
an emotional connection with
people... And then if you can
engage their minds in terms of
providing that additional rationale
as to how this brand can be better,
you can then solidify the
relationship.”

- Marc Pritchard, P&G
Global Marketing Officer

Investor Day — January 2015

System 2:
Rational &
Considered



& OUR SHARED OBIJECTIVES

Integration & Productization

[ 1 Ao PV N [ \EEEEEI?' /‘\\\

Communications  Brand/Image Concept Loyalty Media Shopper Public Affairs
1 - - —_— "y
e O

Scale, Consistency and Global Application

Deep and Broad Expertise
= Global Neuro & Behavioral Science Centre

" Mobile and Wearable research and development lpsos
and neuro tool integration lab

NEURO & BEHAVIOURAL
SCIENCE CENTRE

Investor Day — January 2015 g




Ipsos

Demonstrations




IPSOS NEURO OFFERING

Implicit Reaction
Facial Coding Time (IRT™) Eye Tracking EEG/GSR

2 o

completely completely
gy disagree agree

ey o
’ " " disagree o agree

hard to tell

Sensitive Response

Behavioral Tasking

Emotional Conviction,
Response Brand Impact, /
Behavior Intent & Natural Settings |
Associations Attention Decisions &

Engagement Market Behavior
Investor Day — January 2015




M IPSOS NEURO OFFERING

Sensum
Data Integration & Display

XOX
Wearable GSR

\ Shimmer

Beyond Verbal
Voice Analysis

. ‘7 = Wearable GSR &
. Heart Rate

Google Glass

Wearable Recorders Neurohm

Mobile IRT

Investor Day — January 2015




GANE CHANGE‘, S

THANK YOU



GAME CHANGER-S

-

INVESTOR DAY
January 2015



GAME CHANGERS M

INSIGHT CLOUD

Jacquie MATTHEWS
CEO Ipsos UU
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Ipsos
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Ipsos

Video
rester sur la slide d’avant
entre la video et la demo
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Ipsos

Demonstration
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M CLIENT FEEDBACK AFTER SEEING A DEMO...

“In the long run this could build on the knowledge system we have in place by
having a more visual, nowadays access to the data and insights. This is the
Facebook or YouTube, to give you what happened in an accessible, interactive,
user-friendly and easily-receptive way”.

“To me the key advantage is all the key consultancy and expertise that IPSOS people
can bring on top of the platform”

Investor Day — January 2015 g
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HOT SEATS #2

Leveraging the new data environment

Room #@)

SESSION 1: 13:30 — 14:30
SESSION 2: 14:30 - 15:30
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REAL-TIME VOTE COUNT
Clifford YOUNG

President, US Public Affairs



Ipsos
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In United States
no national off|C|aI

body

tabulates votes on
election-day!!!
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Ipsos

So how ARE vote totals delivered
to the public on Election Day?
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The
AP Associated Press

50-year monopoly on
counting the vote!!!l

s




& AP SENDS OVER 3,000 LOCAL REPORTERS TO LOCALITIES ON ELECTION-DAY

0.203

- ‘

JONES | SMITH

4321
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880,

i THOMSON REUTERS wfu M

Vote Count
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Ipsos

Two Key Deliverables:

1. Real-time vote totals for 20,000
races with 80,000 candidates.

2. Calling the winner in 92 elections.
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Vote Count collections at 4,600
locations on Election Night

Day of election poll with 44,000
voter interviews on election day

Pre-election polling of 11,000
national interviews per month,
plus state-level polls

Calling election races

(92 elections)
Dynamic Bayesian Models

ELECTION RESULTS TO MEDIA
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M VOTE COUNT DATA COLLECTION INFRASTRUCTURE

4,000 Agent
National Team

Ipsos SQL Reuters Client-
Database Facing API

L P
- 'l,.,.p':,n
L et ]
e
L 1
L)
L= ]

.
LT A
‘,a-q.#l. - Tl

apl_o
YL

L]
[ ] -

THOMSON
REUTERS

200 Operator
Phone Center
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ELECTION CENTER  NEWS  CANDIDATESURVEYS RESULTS - ChicagoTribune

U.S. Senate

42 Democrats 1 razes calted for Indspendend candidates. Independenis nol rearssaniad an char pruhh Cdns 5 3

51 sagis neadad T¥

L=

U5 House

Wi reputte 36 tiiee

REUTERS =

HOME BUSINESS - MARKETS - WORLD ~ POLITICS ~ TECH ~  OPINION ~ BREAKINGVIEWS -

Republican Greg Abbott wins Texas
governor's race

BY JON HERSKOVITZ

exas

o Tweet || 5 mn Share this |2+1]] 2 [ Email &= Print

-
RELATED NEWS (Reuters) - Republican Greg Abbott has won the Texas governor's
‘ E;E';E"fair;tl:;ii Z‘:;‘;E'Q race, Reuters/Ipsos projected on Tuesday, defeating Democrat
races Wendy Davis, a state senator who drew national attention last
T R T S e L S e e i Republicans expect gains, year when she filibustered a proposal to limit abortion rights.
: but many races close on
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ENTERPRISE FEEDBACK
MANAGEMENT

Ralf GANZENMULLER
CEO Ipsos Loyalty



Enterprise Feedback Management
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& CUSTOMER EXPERIENCE IS THE NEW BRAND IMAGE

employee
customer—centric

- \/ processes 5 praCtICeS

S metrics 1 |0ya|ty busines:

feedback
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Enterprise Feedback Management
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lpsos EFM — ALL YOU NEED TO KNOW IS IN THE NAME

100’s or 1000’s of daily users at
all organizational levels

E Enterprise

All sorts, structured, unstructured,

F Feedback passive, active, internal, external
— much more than survey data

Real time, closed loop action
oriented, results focused

N Management

Investor Day — January 2015
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ipsos CONSEQUENCE: EFM IS A NEW WAY OF MANAGING CUSTOMER FEEDBACK

The Old Way The New Way

Action Orientation Feeding a scorecard Closing the loop

Ongoing Feedback (Bi-)Annual surveys Real time

Survey Structure Survey based Verbatim oriented

Data Integration Single source Multiple sources

(Predictive Modeling) Reactive response Anticipating behavior

Investor Day — January 2015




Enterprise Feedback Management
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M HOW THIS WORKS - IN BASIC TERMS

Everything real time and full CRM integration!

Real time
sample flow

Real time
Real time data reporting

back to CRM

Investor Day — January 2015




IPSOS EFM PORTFOLIO:

Market Entry Solution ViewsCast — Standard

asenindonesa’ O < @ © || 5 Missen Satisfaction Analysis

batprs// a3 iewese

ew Favordes Tooh Help

Eile  Ednt

Nissan Satisfaction Analysis Tools

Logged in as sysadmin

Primary Filier Selection

{n}Home Primany Ftet
Gicbal =Overall= |
C‘)Favo urites

> Putilic Favourites

Cumom |

- 55

ealer Eacility

Greeted immediaiety on
entering the dealersnip or did

45 i 4
[E a3
you have to wain before
tomeone gieetea .
soduct LN ] ] 3 7]
Ease of looking at vehicie in ]
showroom =
Comfort of area where
transaction completed
Test drive the Nissan bought
{o1 one like &) from the seling L

aealer

MAIN reason customer did
not 6o & lest drive

Test drive car clean and in
good conaivon

Teut arive car performed
weil

» Salesperson
» NegotiatonDeal
- Paperwork

» Dekivery Timing
~ Delivery Process

« Phrarall Casesartinm

Availability of product informa e

Eile

=2 Nissan Satisfaction Analysis... ]

& v
Edit Favorites Tools

iewscast-ap.com [\

Help

View
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Nissan Satisfaction Analysis Tools

Main Dashboard CSI

Prirmary Filter Primary Fies: Salactan

Giobal =Overal= |

{4y Home

Iravourites
nallReports

[ custam

» Public Reports
- 551 Report
Mein Dashboard SS1
Deales Ronk (Al Deslers) Customer Service Index (CSI)
Dealer Rank Regin
= CSl Report

pe

Dashbo

Overall Satisfaction (Top Box)

Dsaler Renk (A% Dealers]
Dealer Rank (Region)

- Private Reports

Logosd in as sysadmin

= Questions

2y Verbatims
sranistics

[2£ Manage
Help

u,’ﬁ?c”*‘- el = Zﬁikﬁ%i




IPSOS EFM PORTFOLIO:

Market Entry Solution ViewsCast - Custom Design

BANG & OLUF

KPI Dashboard
Denmark .
=: Ba ufsen Fredericben Store So e Size )
NS & Qlyfsen Fredericberg, Fr T et ' : KPI DOSthO(d

Customer Satisf

Bong & Olufsen Frederisberg. ederiksberg

Di the store personned ask for

WS tThe STOre Dersonne:
tnowieagessie and
professone ™

—
D —

45%
| —

g
&

Were you presemted wit
formal proposai™

[
o
'd

Did store personnel szt @ you
wanted 8 home demonstration®

]
o

Did you sccest = nome

"M u N
y
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IPSOS EFM PORTFOLIO:

EFM Custom Solution — Baseversion

ecsllence Sl Gpperunity
Herzlich Willkommen Zum s Portal, Administrator
4 i i Ensteiongen
Sales + Service Sales + Service Kunden begeistern Wie eine Testfahrt die
Follow Uj Follow U] kaufen auch ik
P P Sehr walischeiich wieder ener Mefioremplohisng das tandieys
oder empferien die Marke weer Deginfuast
Analysen der Daten Weterfihrende Analysen zu den
veransehauichen diese Aussage sehr europgischen - “=rgebnissen (Kauf) im
deutich, Es eicht nich, enen Kunden eigen, wie wichtg cin
einfach Ermuss e Testiart
begeistert werden st
Offene Hot Alerts
X X X
Sales Sales Sales Sales Service
Zufriedenheit NPS Brand NPS Dealer Wiederkauf Zufriedenheit
5% 73 71 3 3

Service Service
Erneuter Besuch (Wieder-)Kauf

6% 56%

K Eeew i Jo e nre
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IPSOS EFM PORTFOLIO:

EFM Custom Solution — Custom Design

BIEMVENUE M.YAN DURAND | DATE:10.06.201% | DECOMMEXION DANS1sMIN | PR | ~Quirter | [BN

MOTION & EMOTION

N *

Accueil

Bienvenue sur le portail EQC Verbatim des alertes

Vidéo de démonstration du portail e i o i bion car 1o SN
de cette voiture hout de gamme mal livrée
SAMUEL TERLIER avec une rayure & la livraison et qui foit
~ un bruit ind pestif comme une vieille voiture
Voice of the Customer Manaoger

PSA Peugeot Citroen .
Retard de plus de deux mois de la livroison VOIR LE DETAIL ENVEMUE b, YAN DURAND | DATE: 10.06.3013 | DECOMMEXION DANS 15 M1 |
VOIR LAVIDED 5 par rapport & la date prévue sur le bon E

MOTION & EMOTION

de commande, cucune communication Nouvelles
sur cette zituation, oucun geste commarciol

<0 0 été toujours a nous ( clients) d'aller "
it e 4 la recherche dinformations. Je trouve En cours de troitement
lectus tortor, dignissim sit amet, adipiscing nec,
em ipsum dolor sit amet, consectatur odipiscing
elit ligula vel quam

Sed nen risus. Suspendisse lectus tortor, dignissim sit am Plan d’action
Fusce a ligula vl quam pallentasque posuers vitae quis uma MOTION & EMOTION En cours de traitement
Ut facilisis, felis biondit eur

dolor. Suspendisze lectus tortor, dignizsim sit amet, adipiscing.

un petit peu dommeoge pour ma premitre
expérience chez peugeot, je - En retard

Nouvell

verbatim
Tortor, dignissim sit amet, adipiscing nec, ultricies. Lorem ipsum/ b RATON ITNIATISRCTION
dolor sit amet, consectetur adipiscing elit ligula vel quam ALERTES
~ €< Grosse déce, , . >t : . fe 2 . . s
Grosse déception dans la conduite de cette voiture haut de garmme mal livide avec une rayure & ta livraison
et qui fait un bruit intempestif comme une vieille voiture.

>

Informations du client

Plan d’action ’ _ o

Total Alertes Pourcentage ¥ Informations sur te modale

alertes YTD résolues YTD d’alertes résolues Ea vin mopeLE
)
SATISFACTION RECOMMANDATION F7KFRHCS S HY
5% 1 0o 68-. ———
82,3% (12w 85,0% (. e E " Fiche d'interview

VOIR LE DETAIL VOIR LE DETAIL =
DELAI DE LIVRAISON ANNONCE A LA COMMANDE DU VEHICULE
Exsar mEALISE
Nom du client, ID n de la concession pour lachal e ——
= [T — T —
Léonard Claude
19052

RECOMMANDATION DE LA COMCESSION POUR LACHAT

26543089

—Seiectianner — EE -
Thierry Pierrot = ©75 [ —— Procéaure de remise...
26592505 risque | mesom cevormon  EEEETITRTITED

Anne Perro
285422

Claudette Bovary : | TREC Peugest | NAV

vA\‘\ﬂ _Carole Roubaix g T
28542234
;:?::::E?Egssun : Client & risque Voir détail
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Enterprise Feedback Management
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ALTHOUGH EFM ALMOST ALLTIME MUST BE SAAS, IPSOS IS SELLING A SERVICE
AND NOT ONLY A SOFTWARE
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& EFM & THE IPSOS MANTRAS

e Actuality (Real-Time)

e Democracy (Role-Based-Reporting)
(increase value of data) e Practicability (Mobile)

Game Changing

e Better (more value)
¢ Quicker (Real-Time)
e Cheaper (Mobile, Online)

e Simplicity (EFM by definition short & simple)

e Security (our Ipsos promise to make EFM smart and reliable)

e Speed (Real-Time)

e Substance (we design, deploy, operate integrated CI/CX systems incl. EFM)
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GAME CHANGERS M

ADVANCED ANALYTICS

Pat CUMMINGS
CEO, Ipsos MMA
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LEVERAGING MARKETING EFFECTIVENESS AND OPTIMIZATION SOLUTIONS TO CREATE
INCREMENTAL MARKETING ROI FOR CEOs, CMOs AND CFOs

on advertising is wasted;

the trouble is, | don’t

know which half.

John Wannamaker

= Marketing a top budget item - #2 or #3 investment " Productive  m Unproductive
= Marketing budget and revenue growth not aligned o .
Optimized Marketing Budget
= Lack of visibility into marketing ROI
= 30 to 40% of investments ineffective 38

There is a material benefit to revenue, profits and
share to measure and optimize marketing investment.

I Productive ™ Unproductive
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HOW DO LEADING FORTUNE 500 COMPANIES LEVERAGE MARKETING
MIX/COMMERCIAL EFFECTIVE SOLUTIONS TO DRIVE INCREMENTAL VALUE?

“Big, Smart Data” Management

Inputs

* Quantify client c-suite business challenges P s S - Ecenomy

= |dentify, collect and manage “big data” sets | Y - = . 4
. . ey . . . . Consumer Engagement
including traditional and digital marketing, — D~ — e
operational, loyalty, consumer and econometric

oo
= Build predictive models that are integrated into

client core business processes ——

Furnctional
frm /o."veme nt

Coop
Activity

Measure, quantify and predict short and long

term effects @

Forward-
. . . . . Optimization Looking
= Provide ongoing consultative, integration and ’ Simulation

transformation support to enable value creation
Plans

Tr endmg of r“oHaLo ative
external planning with the
factors Advertising Agency
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MMA IDENTIFIES DRIVES OVER $1 BILLION IN INCREMENTAL MARKETING DRIVEN
VALUE WITH ITS’ CLIENTS EACH YEAR.

$8 000 000 000
= Works directly with $7 — 10 billion in client
marketing budgets each year 47 000 000 000 | $7 000 000 000
= Optimizes S2 - S3B in investments
= Helps drive over $1B in incremental revenue $6 000 000 000
= Contributes to approx. $1B in incremental
profits $5000 000000
S$4 000 000 000 ——
* |psos MMA has experienced strong growth for
the past 4 years $3000000000 |
= Double-digit revenue and profit growth each »2 450 000 000
year beginning in 2011 $2 000000000 - 1225 000 000
= Recognized as one of top 3 global MMM analytic $- |
firms by independent research company Est.Total  Unproductive Reallocated Est.
Annual Investments Productive Incremental
Marketing Investment Revenue
budgets
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GAME CHANGERS M

BIG DATA

Philippe PERIE

Deputy Managing Director Ipsos
Media CT France
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& FROM BIG DATA TO NEW INSIGHTS ...

New data, new sources of insights : we are helping our clients in leveraging new flavours of data :
structured vs unstructured and internals vs external

Mobile phone / GPS Google+, Facebook,
Credit history, Travel history Twitter, Instagram
External Real estate records, Census Blogs, Pinterest

data, tax data... External sensor data

Data Market

sources research
data

Online forums,
Web feeds, calls, logs,
XMLS, Share point,
Text documents,
Recordings, Video, ...

CRM, Web profiles,
Sales records,
Internal HR records, Financials,
Inventory,...

Structured Data types Unstructured
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M OUR CORE VALUE PROPOSITION IS UNCHANGED

... And it goes beyond finding correlations : strategic decision making in marketing is also

about understanding and influencing behaviours, not just predicting them

{| | |”| ’

v | H |||| (l | ||
E i .'l |I | || | || |‘

I . “ 1 \. | ||

‘l | I‘|| | | | | ‘ | ‘ |II |
g || .||!||| ‘IHH‘H ||||

| w ||||”| | [} ||||\ |
o 11} '.” | || ||I |||| | l|l| |
{ | | |
| |
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E THIS IS WHERE WE ARE DIFFERENT

We know that Big Data is data is not just a revamping of classical statistics, we have in house
the Data Science teams that blend statistics and computer science, but not only :

f
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M A GLANCE AT WHAT WE DID RECENTLY ...

= Text & Web analytics =» Economy in
questioning, spontaneity, the voice of customer

= Image Processing =» never seen before
insights, more subtle findings

Masternaut’s patented contactless

in-vehicle technology ensures

= GPS + telephone : UK outdoor Audience
measurement, market potential for a carmaker
=>» Better insights, no memory biases

= Massive transactional data = Better
previsions of churn and Life time value
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Massive GPS
tracking

+ Advanced
modelling
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GAME CHANGERS M

ELECTRONIC MEDIA
MEASUREMENT

Jim FORD

Global Development Director, Ipsos Media CT




M IT’S TIME FOR A CHANGE IN TV AUDIENCE MEASUREMENT

High cost per panellist Low cost per panellist
Hardware-driven Software-driven
Engineer installed Self-installed
Invasive/lengthy process Simple-quick

High maintenance Minimal maintenance
Long, inflexible contracts Flexible contracts
Small panels Larger panels
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M WHAT IS MEDIACELL?

OR+ R

Built around Software

Employing familiar devices Real time signal encoding &
audio matching, to provide
viewing on any platform, any time
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M WHAT WE CAN MEASURE AND HOW WE MEASURE IT?

WE CAN MEASURE

All platforms:
Television sets; Tablets;, Smartphones

All viewing:
Live; Time-shifted; On-demand

All locations:
In-home; Second homes; Out of Home

More stations — “longer tail”:
Enabled by larger panel

Investor Day — January 2015

DELIVERED TO HOUSEHOLD

ANDROID TABLET* |

AND POWER LEAD STAND

4 pieces of the kit, one set for each television

POWER DETECTOR (PLUG) BLUETOOTH REMOTE AND
BATTERIES

Can be unpacked and installed quickly and
easily by the panellist

* 7 or 10 inch Android Tablet (depends on TV size)




& WHY MEDIACELL FOR OUR CLIENTS?

TOP 6 REASONS

a ‘@

Greater flexibility and future
proofing Larger panel opportunities

Greater consistency of
End-to-end service measurement across panels

Investor Day — January 2015

Improved detection

Greater return on investment



WHY MEDIACELL FOR IPSOS?
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TOP 6 REASONS

|
|
|
Group funded investment Secure licenses to Targeting new revenue
technology and patents streams for Ipsos

Disrupting the business model Game changer for Ipsos
Real competitive advantage NOT the measurement countries
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GAME CHANGERS M

PASSIVE MEASUREMENT

Natalie LACEY

Chief Strategy Officer, Ipsos MediaCT
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& PASSIVE MEASUREMENT

Passive measurement is the capture the ACTUAL actions of consumers
on their devices.

Location

Websites Calls &Texts

System info

WWW

o

....And how consumers move between spaces and places «n ‘e
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& WHY PASSIVE MEASUREMENT?

Passive measurement is the use of an application to capture the actions of consumers on their
devices, including websites visited, applications used and time spent.

The digital journey

Share of use
313331
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E ESTABLISHING EXPERTISE

Ipsos has established an expertise in passive measurement to respond to these client needs by:

Ipsos branded applications
A dedicated team

Proprietary classification system and metrics

Deliverables that visualise the data

Integration with tools such as geolocation, qualitative and surveys

Online games - Reach & time spent (weekly)

ageregators.

al

READING REVIEWS @ _ SEARCH: READING
FROM PEERS ON 9 BEST WAY TO ADVISES AND
poctorsa (0 ) Rewove vour UsER
SPECIFIC AREA SELL FROM. COMMENTS:
e cARPET ONHOW TO
S o

mmmmm
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E OVERVIEW OF PROJECTS

Projects conducted in passive measurement include:

Ipsos owned UAE Ipsos owned Devices and Services Consumer electronics
panel US Panel (US) (South Korea)

* Media / Audience e Pilot in 2014 / Live in 2015 e Multiple mobile passive e Battery test
studies to measure share

Touchpoints UK Government Social Media Technology and
(Client: IPA) Department (Brazil) Services (UK)

e Large scale audience study (AUStraI'a) e Holiday Shopping e Multi-screen audience test

e App Test

FMCG Distilled Spirits FMCG Telco
(UK) (Sweden) (Germany / China) (Belgium)
e Household audience e Integration with a e Digital Profiles * Focus on Network / Wifi

community activity in home and on
the go
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