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Eve Magnant, Corporate Communications +33 1 4443 7025

PUBLICIS GROUPE :
STRONG PERFORMANCE IN 2nd QUARTER 2003

 Return to organic revenue growth : +1.6% 
 Excellent results in new business : € 915m net
 Margin targets confirmed  

Paris, August 11, 2003 -- Consolidated revenues of Publicis Groupe SA
in the six months to June 30, 2003 reached EUR 1,870 million, showing
a steep 59% increase from the same period of 2002. This reflects
consolidation of former Bcom3 agencies acquired at the end of
September 2002. 
In the second quarter alone, revenues rose 1.6% like for like, the
first organic growth since 2001.  In the first quarter, there had been
an organic decline of 1.2%. 
First-half performance nonetheless suffered from the euro's steep rise
against a number of currencies, in particular the US dollar and sterling.
The total negative impact of translation into euros on first-half revenues
was EUR 289 million, including EUR 202 million for the US dollar alone. 
Organic revenue growth (i.e., at constant exchange rates and scope of
consolidation) stood at 0.2% for the first half as a whole, reflecting the
improvement observed over a little more than six months in North
America and in the Asia-Pacific region, where the effects of the SARS
epidemic finally proved temporary and limited. European markets again
showed organic decline in the second quarter. However there are some
signs of improvement in Germany and Italy, even if other markets, in
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particular France and the Netherlands, remain on the decline. In Latin
America, conditions in Brazil were again difficult during the second
quarter. 
Commenting on results for the period, Maurice Lévy, Chairman & CEO
of Publicis Groupe SA, said: 
“While markets remain hesitant, Publicis has seen a return to organic
growth for the first time in nearly two years. This highly encouraging
result is first and foremost the reflection of our inherent strengths that
include a clearly defined strategy, the dynamism of our teams and an
unmatched capacity for smooth integration of new acquisitions. 
Our strategy is perfectly attuned to the real needs of advertisers, with the
proven effectiveness of the holistic approach backed by a clear
perception of consumer demands in a complex, multi-cultural world, as
well as the creative flair that won Publicis Groupe second place at the
Cannes Festival this year. The benefits of leading positions in healthcare
communications and in media, combined with those of clearly
differentiated, remarkably positioned advertising networks are
demonstrated by our success in winning new business totaling nearly
EUR 1.9 billion or $2.1 billion in the first half.
In the short term, we have to remain cautious in a very unsettled market.
While forecasts still call for a general recovery in early 2004, many
uncertainties remain. Our top priority is improving margins. And assuming
no exceptional upsets, we are confident in our ability to achieve  a 15%
operating margin in the second half of this year.”

First-half revenues by region

€ millions Organic
Growth

Actual
Growth 

Europe 734 -3.7% +38.3%
North America 865 +1.9% +72.1%
Asia-Pacific 171 +9.7% +95.1%
Latin America 67 -2.0% +78.5%
Other regions 33 +9.4% +83.3%
Total 1,870 +0.2% +59.0%
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Second-quarter revenues by region

€ millions Organic
Growth

Actual
Growth

Europe 386 -2.4% +37.9%
North America 438 +4.6% +80.1%
Asia-Pacific 89 +8.4% +88.1%
Latin America 35 -6.7% +68.4%
Other regions 17 +6.9% +83.4%
Total 965 +1.6% +60.7%

Billings 
Consolidated billings of Publicis Groupe SA in the six months to June 30,
2003 came to EUR 15.3 billion, a 58% rise from the same period of
2002, reflecting the consolidation of former Bcom3 business. While rapid
expansion in media buying and consultancy and consolidation of the
Starcom MediaVest Group make billings a less significant figure than in
the past, this remains an important indicator of business pace. 

New business 
In the second quarter of 2003, Publicis Groupe SA again recorded strong
performances in new business, with new accounts won by group
networks over the period representing a net total of EUR 915 million
($1,050 million). Advertising and SAMS (Specialized Agencies and
Marketing Services) accounted for EUR 255 million of this and media
buying and consultancy for EUR 660 million. This set the total for new
business won in the first half at EUR 1.87 billion ($2.1 billion),
including EUR 875 million for advertising and SAMS, and EUR 990
million for media buying and consultancy. 
Major accounts won in the second quarter included : 
Publicis Worldwide: Allied Domecq (spirits) worldwide, AT&T in
Canada, BellSouth in Latin America, Eurotunnel in the UK, Netclub in
France, Kawasaki Motors and UWV in the Netherlands, MAN Trucks in
Germany and Loteria del Estado in Spain. 
Saatchi & Saatchi Worldwide: Westpac Bank in Australia, Taiwan
Tourism Office worldwide, the Greek Olympic Committee, Next Media in
Taiwan, China Light & Power in Hong Kong, Boehringer/Ducolax OTC in
Italy and PDLT Hype in the Philippines.
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Leo Burnett Worldwide: ConAgra/Healthy Choice in the US, HP Bulmer
in the UK, Virgin Credit Card in Australia, TM Net in Malaysia, India Oil
Corporation in India and Globus in Switzerland. 
ZenithOptimedia (media buying and consultancy): Miramax, Leapfrog
and Western Wireless in the US, Procter & Gamble in the UK, Spain and
Portugal, COI Visit Britain in the UK, and Telekom Malaysia in Malaysia.
Starcom MediaVest Group (media buying and consultancy): Gateway
Computers, DirectTV and Heinz Frozen Foods in the US, FlyBe, Bradford
& Bingley in the UK, the South African Post Office in South Africa and
TetraPak in Italy. 
Specialized Agencies and Marketing Services (SAMS)
 BMS/Pravachol, Johnson & Johnson/Ethicon/Sedation, GSK/Ez Tab

and Clobex, won by Nelson Communications (US) 
 Yamanouchi/Vesicare (US), CSL/Bioplasma (Australia), Johnson &

Johnson/Janssen/Duragesic (US), GSK/Augmentin (Japan),
Sankyo/Benicar and Livalo (Japan) gained by Medicus Group.

 Extension of business with Inamed, Pfizer and GSK won by Manning,
Selvage & Lee. 

Significant accounts lost during the second quarter were CapitalOne,
Delta Airlines, and ATA Airlines in advertising, and Office Max and
Earthlink in media. 
The beginning of the third quarter has already brought some significant
gains, in particular Minute Maid (The Coca Cola Company) for Publicis
Worldwide and Subway for Fallon Worldwide. These more than offset the
loss of the Philips account which resulted from worldwide consolidation of
the client's advertising budgets. 
 

*         *
*

Publicis Groupe SA (Euronext Paris: 13057, NYSE: PUB) is the world’s fourth largest
communications group (AdAge ranking April 2003), as well as world leader in media counsel and
buying (RECMA ranking January 2003). Its activities span 109 countries on six continents.
Groupe activities cover advertising, through three autonomous global advertising networks : Leo
Burnett Worldwide, Publicis Worldwide, Saatchi & Saatchi Worldwide, as well as through its two
multi-hub networks Fallon Worldwide and Bartle Bogle Hegarty, 49%-owned ; media counsel and
buying through two worldwide networks ZenithOptimedia and Starcom MediaVest Group;
marketing services and specialized communications including direct marketing, public relations,
corporate and financial communications, multicultural and healthcare communications.

Web sites: www.publicis.com and www.finance.publicis.com

http://www.publicis.com/
http://www.finance.publicis.com/
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