
H1 2024 RESULTS

M&C SAATCHI GROUP



AGENDA



Strong H1 results with progress on transformation…



…underpinned by client service and creativity

SOME 2024 Client wins & Renewals SOME 2024 awards



Reinforcing our core capabilities and breadth
Leveraging the global brand A Common platform and creative clout



Financial 
Review

simon Fuller
CFO



self-help initiatives evident in positive H1 24 results 

> Non-advertising +7% (Issues+30%; Media +3%)

> Advertising +6% (US, Middle East, Europe)

> Cost efficiency programme – global and local

> Non-advertising +18% 

> Advertising +183%

> Improved mix towards higher-margin Non-advertising 

> Non-advertising 23.4% (+2.2ppts)

> Advertising 11.4% (+7.2ppts) 
M&C Saatchi Group 



     

    

    

     

        
        

                                                                                                    

M&C Saatchi Group 

Strong lfl net revenue growth +6%

> Strong LFL Net revenue growth of +6% (£7.3m) 

driven by broad-based growth across 

specialisms and regions

> Discontinued businesses Net revenue of £0.3m 

in H1 24

> Various business exits including a disposal 

in Switzerland 

> Closure of South Africa sale expected 30 

September

> FX impact (2023 adjusted at H1 24 rates) of 

£2.9m

> GBP stronger vs AED, AUD and EUR 

> GBP weaker vs USD and ZAR



REGIONs: broad-based growth across geographies

> UK:  +12.9% positive momentum in Issues

> APAC:  -6.2% with weak Australian environment, notably in 

Advertising

> Americas:  +0.5% with growth in Advertising 

> Offset by declines elsewhere, particularly Consulting US

> Africa:  +8.3% reflecting positive SA Advertising 

> Europe:  +16.7% good growth across the board

> New client wins and retention across multiple 

specialisms

> Middle East:  +47.6% particularly in UAE

> Strong client retention and new wins mainly in 

Advertising in a growing economy

M&C Saatchi Group 

    

     

    

    

    

        

                                              



Specialisms: growth in issues, advertising & media

M&C Saatchi Group 

> Non-advertising specialisms: +6.9%

> Issues: +30.4% strong growth  

> Good client retention and new wins 

> Multi-year engagements

> Passions & PR: -3.5% overall 

> Passions (standalone basis) was slightly ahead reflecting 

active management of the client base for sustained 

profitability

> Consulting: -6.6% in tough market conditions

> Overall sector challenges, largely due to economic 

pressures impacting client budgets

> Media: +3.4%  good recovery vs tougher 2023

> Client wins in industries excluding tech, across a range of 

geographies

> Advertising: +5.5% albeit vs. a weaker H123

> Good momentum and new wins in the US, the Middle East 

and Europe, also partially benefitting from movement of PR 

    

    
    

     

     

    

                                                         



ON THE ROAD TO LONG-TERM SUSTAINABLE GROWTH

M&C Saatchi Group 
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Group Total

Drivers of improved operating margin 

> Structural business improvement

> Effective management of the cost base

> Mix benefits from higher-margin Non-

advertising specialisms 

> Increase in operational margin for Advertising

Operating MARGIN INFLECTION POINT

M&C Saatchi Group 



Step-up in lfl operating profit growth +40%

> Higher-margin Non-advertising Specialisms

> Driven by revenue growth, mix improvements, and 

cost-base management 

> Operating profit up 18%

> Operating margin of 23.4% (+2.2ppts)

> Advertising

> Driven by cost-base management and exiting of 

loss-making businesses

> Operating profit up 183%

> Operating margin of 11.4% (+7.2ppts) 

> Discontinued business impact

>  £2.1m in 2023

> £0.4m in H1 24

> FX impact (2023 adjusted at H1 24 rates) £0.1m  

(translational FX upon consolidation) 

       

       

       
       

                                                                                                    

M&C Saatchi Group 

(1)



    
    

    

         

                                                                  

         

         

                                                            

Optimisation drives operating margin
> Effective management of the cost base

> Achieved £8.4m of targeted £10m annualised savings by end 

of FY 24 

> People – service hubs for Finance, IT and HR 

> Property – reductions in UK (Golden Square) Australia 

(Sydney) and US (New York)  

> Procurement – rationalised and renegotiated supplier 

contracts, e.g. IT

> Advertising margin improvement from disposals and cost 

management

> Exit of loss-making businesses had £2.5m impact on Group 

operating profit, of which £0.4m in H1 24

> Improved revenue mix with shift to higher-margin Non-

advertising specialisms

> Future benefits to margins expected:

> Operational leverage with structural benefits from operating 

model
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H1 NET CASH IMPROVED including put OPTION SETTLEMENTS

H1 24 vs FY 23: 
+£4.6m
(+55%)



Capital allocation - unchanged priority of organic growth



FY 24 OUTLOOK: in line with market expectations



Business
review

ZAID AL-QASSAB
CEO 



CREATING ADVANTAGE FOR CLIENTS IN AN Increasingly COMPLEX WORLD

OUR BELIEFS

LEADING TO CLIENT SOLUTIONS

Brutal Simplicity Connective Creativity FUTURE FEARLESSNESS



THE Goldilocks zone

M&C
SAATCHI



Creativity

Go-to-market 

Middle office

Back office 

a fully integrated, agile regional-first model…



Breadth of Marketing Services



democratising OUR DATA STACK and ai-powered tools  

> Developed a suite of innovative new data & technology 

solutions using AI breakthroughs

> Branded solutions such as Brand Desire, Total 

Experience Intelligence, Living Segmentation and 

CreatorIQ

> Launch of M&C Saatchi Intelligence specialist data 

function to democratise internal access to our 

advanced data stack

BRINGING AI-POWERED PRODUCTS TO MARKET WHILE INVESTING IN INTERNAL APPLICATION

> Providing innovation in Brand Experience, Brand 

Strategy, Audience Acquisition & Retention, Campaign 

Optimisation, Up-stream Strategic Decision-making, 

Routes to Growth, Optimised Marketing, Targeted 

Investment, Campaign Effectiveness



A well-balanced portfolio

M&C Saatchi Group 

Advertising
remains a shop-window for the Group

Not over-exposed to any one specialism
provides natural resilience to market volatility 

Faster development of higher-margin 

Non-advertising 
drives mix improvement



Advertising



CONSULTING



Passions & PR
Sports Agency of the Year



MEDIA Performance Agency of the Year



Issues



Issues: a closer look at a significant growth engine

M&C Saatchi Group 

> Increasing requirement for differentiated, specialist 

expertise

> Developing our offering to provide end-to-end multi-

disciplinary service

> Broadening our addressable market 

> Portfolio of clients across multiple segments 



Key messages



BUILDING a strong fOUNDATION for the future



creating SUSTAINABLE GROWTH and shareholder value 

M&C SAATCHI INVESTMENT CASE



appendix



Group p&l 

LFL

202.9

EBITDA 21.5 14.5 48%

headline statutory



lfl group revenue & operating profit reconciliation



lfl P&l BY specialism H1 2024/2023 



HEADLINE P&l BY specialism H1 2024/2023 



lfl P&l BY region H1 2024/2023 



HEADLINE P&l BY region H1 2024/2023 



Foreign exchange (1) 



M&C Saatchi Group 

Amounts will vary in line with the financial performance of the relevant 

business, overall Group performance and the share price

Significant put option liability reduction



Cash flow 



FY 23 – adjusted base lfl



Operations
> Operations (1) in 23 markets, including 

licensees and associate 

> Licensees1 pay negotiated fee for 

brand and access to Group capabilities

> Associates1 < 50% ownership 

> Leaner and more efficient go-to-market 

model driving cross-sell 

> Shift to regional leadership 

> Single “door” approach with access to 

Group-wide capabilities 

> Service hubs in South Africa and India for 

back-office and IT support
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