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I)	Strategic	ambition	and	context
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Ebiquity	will	be	known	as	the	leading,	independent,	technology-
enabled	marketing	and	media	analytics	consultancy	globally

We	will	be	trusted	
advisors	to	board	
level	executives

Our	services	and	
methodologies	will	

be	industry	standards

Some	of	our	
products	will	be	web-
enabled	and	self-

service

Our	thought	
leadership	will	be	
highly	sought	after	
by	clients,	industry	
bodies,	analysts	and	

the	media

STRATEGIC AMBITION	AND	CONTEXT
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Tapping	into	an	increasing	demand	for	media	transparency	and	
the	use	of	data	and	analytics	in	marketing

STRATEGIC	AMBITION	AND	CONTEXT
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We	go	to	market	with	three	practice	areas…
STRATEGIC	AMBITION	AND	CONTEXT

Media	Value	
Management	(MVM)

Helping	clients	select	and	manage	
their	media	trading	partners,	
increasing	the	transparency	and	
efficiency	of	media	performance,	
and	reporting	on	agencies’	
compliance	with	contractual	terms

Marketing	Performance	
Optimization	(MPO)

Guiding	clients	to	decide	where	to	
allocate	and	how	to	optimize	their	
marketing	investments,	which	
marketing	technologies	to	select	
and	how	to	improve	digital	
customer	journeys

Market	
Intelligence (MI)

Providing	clients	with	a	picture	of	
their	own	and	their	competitors’	
in-market	creative	executions,	
spend	and	media	strategies
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…and	are	evolving	Ebiquity	into	a	technology-enabled	consultancy
STRATEGIC	AMBITION	AND	CONTEXT

CURRENT	REALITY AMBITION

LIMITED
TECHNOLOGY	
OUTSIDE	MI

TECHNOLOGY-
ENABLED	

THROUGHOUT

+
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Unlike	other	consultancies,	the	nature	of	our	business	requires	
us	to	be	technology-enabled

STRATEGIC	AMBITION	AND	CONTEXT

Media	Value	
Management	(MVM)

Marketing	Performance	
Optimization	(MPO)

Market	
Intelligence	(MI)

WWhhyy		tteecchhnnoollooggyy		
mmaatttteerrss		ffoorr		uuss::

• Ability	to	ingest	large	sets	
of	media	data	from	various	
different	sources	(e.g.,	ad	
servers,	DSP,	etc.)	into	one	
view

• Strong	client	desire	to	
optimize	campaigns	in	near	
real-time

• Expectation	for	a	state	of	
the	art	user	experience	
for	our	Portfolio	suite

• Rapidly	growing	need	to	
manage	and	analyse large	sets	
of	consumer	data

• Clients	increasingly	demand	
faster	turn-around	of	data	
analysis	and	insights
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Over	the	past	few	years,	key	foundations	have	been	put	into	place
STRATEGIC	AMBITION	AND	CONTEXT

GGlloobbaall		pprreesseennccee		ffrroomm		wwhhiicchh		ttoo		bbuuiilldd—— aass		aaccqquuiissiittiioonnss		ccoommee		oouutt		ooff		eeaarrnn		oouutt

SSttrroonngg		bbrraanndd		aanndd		mmaarrkkeett		lleeaaddeerrsshhiipp		iinn		MMVVMM

SSttrroonngg		ttaalleenntt		aanndd		mmeetthhooddoollooggiieess		ddeelliivveerriinngg		eexxcceelllleenntt		MMPPOO		rreevveennuuee		ggrroowwtthh

EExxiissttiinngg		eennttrryy		ppooiinnttss		iinnttoo		8800%%		ooff		tthhee		wwoorrlldd’’ss		ttoopp		110000		aaddvveerrttiisseerrss

IIddeennttiiffiieedd		MMPPOO		mmaarrkkeett		ooppppoorrttuunniittyy
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MVM	and	MPO	have	been	driving	our	growth
STRATEGIC	AMBITION	AND	CONTEXT

0%

5%

10%

15%

20%

12	months	to	April	2015 12	months	to	Dec		2015 6	months	to	June	2016

Ebiquity	Revenue	Growth MVM+MPO	Growth
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Now	is	the	time	for	us	to	build	on	the	MPO/MVM	potential
STRATEGIC	AMBITION	AND	CONTEXT

CCoonnttiinnuueedd		ssttrroonngg		ddeemmaanndd		ffoorr		oouurr		MMPPOO		sseerrvviiccee		ooffffeerriinngg

OOppppoorrttuunniittyy		ttoo		ttaakkee		aa		lleeaaddiinngg		ppoossiittiioonn		iinn		aa		rraappiiddllyy		eevvoollvviinngg		MMPPOO		mmaarrkkeett

Which	we	believe	will	drive	towards	double	digit	revenue	growth

OOppppoorrttuunniittyy		ttoo		ccaappiittaalliissee		oonn		oouurr		lleeaaddeerrsshhiipp		ppoossiittiioonn		iinn		MMVVMM
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Therefore,	we	will	focus	on	five	areas
STRATEGIC	AMBITION	AND	CONTEXT

OOrrggaanniicc		eexxppaannssiioonn		ooff		oouurr		MMPPOO		sseerrvviiccee		ooffffeerriinngg

DDeevveellooppmmeenntt		ooff		oouurr		ddiiggiittaall		sseerrvviicceess

Further	productisation of	our	existing	tools	and	methodologies

DDeeeeppeenniinngg		aanndd		eexxppaannddiinngg		tthhee		rreellaattiioonnsshhiipp		wwiitthh		oouurr		kkeeyy		cclliieennttss
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CCrreeaattiinngg		aann		oorrggaanniissaattiioonn		ttoo		ssuuppppoorrtt		ggrroowwtthh



To	unlock	growth,	we	need	to	adjust	our	operating	margins
STRATEGIC	AMBITION	AND	CONTEXT

16%

10-11%

12-13%

Ebiquity	Today* Comparable	Firms* Ebiquity	Going	Forward

EBIT	margin

*Average	EBIT	margin	of	the	last	three	financial	years

• Compared	with	similar	services	firms	we	have	been	running	too	lean
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As	a	technology-enabled	consultancy	we	are	expecting	to	deliver	above	average	margins



› Revenue	CAGR	of	+10%	from	2016	to	2021

› MVM+MPO	to	represent	>80%	of	the	business	by	2021

› A	more	geographically	diversified	revenue	base

› Move	to	a	medium-term	operating	profit	margin	of	12-13%	by	2018

As	a	result,	we	will	become	a	higher	quality,	more	global	business
SSTTRRAATTEEGGIICC		AAMMBBIITTIIOONN		AANNDD		CCOONNTTEEXXTT
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II)	Business	overview
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Each	practice	area	uses	distinctive	sets	of	methodologies	and	
products	with	varying	degrees	of	product-related	revenues

BUSINESS	OVERVIEW

Media	Value	
Management	(MVM)

Marketing	Performance	
Optimization	(MPO)

Market	
Intelligence	(MI)

SSaammppllee		sseerrvviicceess,,		
mmeetthhooddoollooggiieess		&&		
ttoooollss::

Portfolio,	Portfolio	Plus,	
ePublisher,	Portfolio	Digital*

• The	Rack®,	PEERA,	Connect*
• ANA	transparency	recommendations

• Global	pitch	management

• Media	auditing	and	benchmarking

• Contract	compliance	reviews

Optix*,	ValueTrackPlanIt,	TestMatch

• Digital,	TV,	and	press	
monitoring	technologies	and	
processes

• Custom-tailored	primary	
research

• Social	media	analysis

• Econometric	modelling

• Test	plan	design
• Consumer	journey	
optimisation

• Digital	Attribution	Model*

CCoorree		pprroodduuccttss::

15%
85%

95%
5%

95%
5%

EEsstt..		RReevveennuuee		sspplliitt::
Services:
Products:

*Currently	in	development
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As	an	organisation	we	are	becoming	increasingly	digital
BUSINESS	OVERVIEW

15%
2016

<2%
2011
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Given	recent	initiatives	and	upcoming	launches	we	expect	
our	MVM	business	to	continue	on	its	growth	trajectory

BUSINESS	OVERVIEW

LLaauunncchhiinngg		nneeww		sseerrvviiccee		lliinnee::		SSttrraatteeggiicc		MMeeddiiaa		CCoonnssuullttaannccyy

PPuubblliisshheedd		ttrraannssppaarreennccyy		rreeppoorrtt		iinn		ccoollllaabboorraattiioonn		wwiitthh		tthhee		AANNAA

LLaauunncchhiinngg		pprroopprriieettaarryy		ddaattaa		mmaannaaggeemmeenntt		ppllaattffoorrmm		‘‘CCoonnnneecctt’’		iinn		QQ44

KKiicckkeedd--ooffff		ddeevveellooppmmeenntt		ooff		ddiiggiittaall		ppaaiidd		mmeeddiiaa		ppeerrffoorrmmaannccee		mmeeaassuurreemmeenntt		ppllaattffoorrmm		‘‘OOppttiixx’’

AAppppooiinntteedd		gglloobbaall		pprraaccttiiccee		lleeaaddeerrss		ffoorr		MMVVMM		sseerrvviiccee		lliinneess
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Within	MI	we	are	making	our	offering	more	competitive	
BUSINESS	OVERVIEW

RReecceenntt		rroollll		oouutt		ooff		nneeww		iinntteerrnnaattiioonnaall		PPoorrttffoolliioo		ppllaattffoorrmm,,		uunniiqquueellyy		ccoommbbiinniinngg		ccrreeaattiivvee		aanndd		ssppeenndd		ddaattaa

LLaauunncchh		nneeww		DDiiggiittaall		PPoorrttffoolliioo		ooffffeerriinngg		-- wwhhiicchh		wwee		eexxppeecctt		ttoo		bbee		mmaarrkkeett--lleeaaddiinngg		–– iinn		ccoommiinngg		mmoonntthhss		

IImmpprroovveedd		ddaattaa		ccaappttuurree		pprroocceesssseess		aanndd		tteecchhnnoollooggyy		
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III)	Organic	MPO	growth	acceleration	plan
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Our	MPO	practice	comprises	of	two	main	services
ORGANIC	MPO	GROWTH	ACCELERATION	PLAN

Multichannel	Analytics:	
The	planning,	technical	
implementation,	measurement,	
analysis	and	reporting	of data	for	
purposes	of	understanding	and	
ooppttiimmiizziinngg ccoonnssuummeerr		jjoouurrnneeyyss		
aaccrroossss		mmuullttiippllee		cchhaannnneellss– such	as	
mobile,	website,	digital	kiosks,	in-
store	digital

Marketing	Effectiveness:	
The	ssttaattiissttiiccaall		aannaallyyssiiss		ooff		ssaalleess		
aanndd mmaarrkkeettiinngg		ddaattaa		to	estimate	the	
impact	of	various marketing tactics	
on	sales— and	then	to	forecast	the	
impact	of	future	sets	of	tactics

Marketing	Performance	Optimization	(MPO)
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Over	the	last	three	years	we	have	seen	40%	LFL	CAGR	from	MPO	services	
ORGANIC	MPO	GROWTH	ACCELERATION	PLAN	

0

£2,000k

£4,000k

£6,000k

£8,000k

£10,000k

April	13 April	14 April	15 Dec-15

Marketing	Effectiveness

Multichannel	Analytics

RReeppoorrtteedd		RReevveennuuee		GGrroowwtthh

0

20

40

60

80

April	13 April	14 April	15 Dec-15

HHeeaaddccoouunntt		GGrroowwtthh

Marketing	Effectiveness	
Multichannel	Analytics
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*Stratigent (Multi-Channel	Analytics)	acquired	August	2013



We	help	marketers	address	several	of	their	biggest	challenges
OORRGGAANNIICC		MMPPOO		GGRROOWWTTHH		AACCCCEELLEERRAATTIIOONN		PPLLAANN

Most	challenging

Least	challenging

RA
N
KI
N
G
	S
CA

LE

Source:	Ebiquity	/	CMO	Council	Study	2014/15.		Base	=	all	respondents	n=224.	Scale	of	1	to	12	with	1	being	the	most	challenging

Managing	the	explosion	in	consumer	data 3.3

Analyzing	and	exploiting	this	data	to	automate	or	personalize	marcomms 3.8

Exploiting	new	channel	and	device	choices 3.8

Privacy	concerns	around	customer	data 5.3

Generating	content	marketing	 5.4

Overcoming	financial	constraints	and	demonstrating	ROI 5.5

Decreasing	brand	loyalty 7.8

Corporate	transparency	and	reputation	management 8.1

Consumer	collaboration	and	influence	online 8.5

Realizing	the	potential	in	growth	markets 8.6

Social	media	management 8.9

Shifting	consumer	demographics 9.2

Part	of	our	MPO	service	offering

Part	of	our	MPO	service	offering

Part	of	our	MPO	service	offering

Part	of	our	MPO	service	offering
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Across	our	three	practices	we	have	offices	in	14	countries…
ORGANIC	MPO	GROWTH	ACCELERATION	PLAN

Ebiquity	market	presence
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…however	we	are	currently	providing	MPO	services	from	only	
three	countries

ORGANIC	MPO	GROWTH	ACCELERATION	PLAN

Marketing	Effectiveness

Multichannel	Analytics
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In	the	mid-term	we	are	planning	to	expand	our	MPO	services	to	
selected	countries	across	Europe,	the	US,	and	APAC	

ORGANIC	MPO	GROWTH	ACCELERATION	PLAN

Marketing	Effectiveness

Multichannel	Analytics

Both	Marketing	Effectiveness
And	Multichannel	Analytics
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Therefore,	we	will	continue	our	strategic	focus	on	MPO	growth
ORGANIC	MPO	GROWTH	ACCLERATION	PLAN

LLaauunncchh		MMaarrkkeettiinngg		EEffffeeccttiivveenneessss		iinn		tthhee		UUSS

GGrrooww		MMaarrkkeettiinngg		EEffffeeccttiivveenneessss		ffoooottpprriinntt		aaccrroossss		EEuurrooppee		aanndd		AAssiiaa		PPaacciiffiicc

EEvvaalluuaattee		ooppppoorrttuunniittyy		ffoorr		MMuullttiicchhaannnneell		AAnnaallyyttiiccss		ooffffeerriinngg		aanndd		rroollll		oouutt		iinnttoo		EEuurrooppee

DDeevveelloopp		aanndd		llaauunncchh		DDiiggiittaall		AAttttrriibbuuttiioonn		MMooddeell

IInnvveesstt		iinn		ffuurrtthheerr		pprroodduuccttiissaattiioonn ooff		sseerrvviiccee		ooffffeerriinngg
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As	a	result	of	our	growth	plan,	MVM	and	MPO	become	at	least	
80%	of	our	business	

ORGANIC	MPO	GROWTH	ACCLERATION	PLAN

2016

MVM MPO MI

2021

MVM MPO MI
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IV)	Organisation	required	to	support	growth
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Increasing	
opportunity	to	
serve	clients	
globally

Structural	set-up	
needed	to	support	
our	next	phase	of	
development

Two	main	drivers	require	us	to	change	how	we	currently	operate
ORGANISATION	REQUIRED	TO	SUPPORT	GROWTH

1 2
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A	set	of	clear	actions	are	needed	now

› Creating	a	cclliieenntt		ffooccuusseedd		oorrggaanniissaattiioonnaall		mmooddeell		to	drive	cross-selling	
opportunities— led	by	a	Global	Chief	Client	Officer

› Establishing	clear	pprraaccttiiccee		lleeaaddeerrsshhiipp		to	continually	evolve	our	services	
to	meet	changing	client	demands

› Increasing	our	ability	to	fflleexx		bbeettwweeeenn		ssttaannddaarrddiissaattiioonn		aanndd		llooccaalliissaattiioonn		
of	methodologies	where	appropriate

› Ensuring	cclleeaarr		aaccccoouunnttaabbiilliittiieess		for	regional	and	global	initiatives

› Enabling	our	ssuuppppoorrtt		ffuunnccttiioonnss		to	work	more	closely	with	the	business

ORGANISATION	REQUIRED	TO	SUPPORT	GROWTH
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V)	Investment	case	and	milestones
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Today 2021

Revenue	growth*: 7% 10%

Operating	margin*: 16% 12-13%

Revenue	mix*:	(MPO+MVM)/total 70% >80%

Investment	Case
IINNVVEESSTTMMEENNTT		CCAASSEE		AANNDD		MMIILLEESSTTOONNEESS

› A	more	robust,	higher	quality	and	more	global	business

› Long-term,	sustainable	top	line	and	profit	growth

› Cash	flow	generative	and	continuation	of	progressive	dividend	policy
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*Revenue	growth	is	average	like-for-like	constant	currency	growth	for	the	three	years	ended	31	December	2015,	30	April	2015	&	30 April	2014
Operating	Margin	is	average	operating	profit	margin	for	the	three	years	ended	31	December	2015,	30	April	2015	and	30	April	2014
Revenue	Mix	as	per	Numis forecast	for	2016



Key	milestones	over	the	next	two	years
INVESTMENT	CASE	AND	MILESTONES
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Milestone
2016

Launch	Digital	Attribution	Model

Kick-off	phase	1	of	Growth	Support	Programme	(GSP)

Release	of	2-year	marketing	programme	

Implement	new	organisational	structure

Launch	Marketing	Effectiveness	Practice	in	the	US

Commence	Phase	1	rollout	of	Marketing	Effectiveness	Practice	in	Europe

Launch	Marketing	Effectiveness	Practice	in	APAC	market

Introduce	Multichannel	Analytics	into	Europe	(pending	assessment)	

Introduce	Strategic	Media	Consultancy	service	offering

Kick-off	phase	2	of	Growth	Support	Programme	(GSP)

Assess	go	to	market	offering	and	launch	schedule	for	Multichannel	Analytics	in	Europe

Commence	Phase	2	rollout	of	Marketing	Effectiveness	Practice	in	Europe 2018



› are	developing	a	world-leading,	independent,	technology-enabled	
marketing	and	media	analytics	consultancy

› have	a	clear	strategy	for	organic	growth

› will	operate	at	a	more	sustainable	margin	level

› are	working	against	a	set	of	defined	milestones

› are	building	a	higher	quality	business

In	conclusion,	we…
IINNVVEESSTTMMEENNTT		CCAASSEE		AANNDD		MMIILLEESSTTOONNEESS
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We	will	share	more	details	about	our	services	and	products	at	the	upcoming	Capital	Markets	day



Thank	You
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APPENDIX
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Our	investment	priorities	are	focused	around	a	Growth	Support	
Programme	(GSP)

ORGANISATION	REQUIRED	TO	SUPPORT	GROWTH

On-boarding	of	client	development	staff	to	deepen	and	broaden	our	existing	client	relationships

Development	and	roll-out	of	training	programs	to	upgrade	skill	levels	and	promotion	of	global	services	

Upscaling	of	sales	and	marketing	activities	to	drive	brand	awareness

Increasing	robustness	of	IT	infrastructure,	processes	and	tools	to	enable	scaled	rollout

Introduction	of	an	operations	function	to	support	growth	

Investment	in	attracting	and	retaining	key	talent
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