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In the past year or two, the data provided by COMvergence has continuously appeared in industry
information and reports. At the beginning of 2019, GroupM, a global media investment management
group under WPP Dabang Group, announced that it will use COMvergence's operational and business
development analysis reports. As a benchmark, the two parties have reached global cooperation.

As we all know, the advertising spending data in the marketing industry, the business scale of the
advertising group and business changes directly affect the global competitiveness of each specific
company, and even relate to the professional development of each marketing person. Therefore, obtaining
objective and transparent business contract amount and market share data is a necessary requirement for
us to fully understand the development of the industry.

So what kind of company is COMvergence? What kind of methodology and algorithm is used to achieve the
measurement of advertising costs? Madison State interviewed Olivier Gauthier , the founder and CEO of
COMvergence , and he also gave us a detailed introduction to COMvergence, and provided his own views
and opinions on data sources and measurement methods and industry trends.

Olivier Gauthier, founder and CEO of COMvergence

Madison: Could you briefly introduce COMvergence, in which countries and regions does the business
develop and what does the business cover?

Olivier Gauthier: COMvergence was founded in 2016 and is headquartered in Paris, France. It is currently
the only global independent market research organization that can target the creative, digital, creative,
digital, and global advertising communication groups, leading independent agency companies, and
management and IT consulting companies. Media agencies conduct comprehensive analysis and
benchmarking studies.

COMvergence can provide high-quality analysis and insight products and services to advertisers, agencies,
comparison consulting organizations, media suppliers, technology companies and financial analysis
companies, and has a simple and convenient user operation experience. Our principles of operation are
objectivity (a strict measurement standard to measure the operational effectiveness of agencies and
advertising groups), transparency (transparency and fairness of research methods), and agility (our
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products have an online user interface to facilitate our data collection , Can be displayed flexibly with
charts and figures, easy to operate).

In addition, benefiting from the strategic partnership with Kantar and Nielsen, we are able to obtain data
from third parties in a fair and equitable manner and provide data analysis and estimation without relying
on the data intelligence provided by each company.

At the same time, we are also working closely with the Groupe Group's data and intelligence department
to make more scientific estimates of advertising expenditures. As the founder and CEO of COMvergence, |
am often invited to publish some opinions and views on the entire marketing industry at conferences
organized by some agency companies or industry organizations.

Madison: How does COMvergence work with agents around the world? How do you do business in
China?

Olivier Gauthier: At present, the research data of media agents provided by COMvergence covers 45
countries. This is due to our close partnership with all international and independent agents in these
countries. Every quarter, they provide our research team with accurate business changes and comparison
information.

In China, we are in contact with all international advertising groups and we will visit at least once a year.
There are also many business partners, such as Ebiquity, CTR and iResearch.

Madison State: Now that the Internet giants have established increasingly tight walled gardens, does
COMvergence cooperate with Internet giants?

Olivier Gauthier: There is no cooperation with Internet companies at present, but we are also actively
fighting for it. | believe we will have such opportunities in the future.

Madison: How does COMvergence ensure that the data collection in China is more relevant to the
actual cost of advertisers, what tools and algorithms are used to measure the expenditure of Chinese
advertisers?

Olivier Gauthier: In China, there are three main sources of our data: 1, CTR, which can provide traditional
media data other than outdoor advertising; 2, CODC outdoor advertising research, which can provide
outdoor advertising data; 3, iResearch , Can provide digital advertising data.

For now, on the basis of applying the deflator index to each media, our estimated figures come from the
integration of the above three.

But this year we will also optimize our data estimation capabilities. We have new data sources that can
supplement the cost of digital media that was not previously monitored by iResearch. In addition, in the
past year and a half, we have also been experimenting with a stable calculation model and conducted pilot
experiments in multiple markets. At the same time, we are also discussing with the Chinese agency on the
current estimates. After obtaining their feedback, we will launch the 2019 annual contract and ranking
report.

Madison: At the beginning of 2020, major advertising groups have released annual financial reports.
Overall, the data performance is still not optimistic enough. Is the main reason for this result still the
global economic recession?

Olivier Gauthier: From a global perspective, in the past three to four years, all large advertising groups
are facing severe challenges. We believe that the main reasons are:

- Since 2015, almost 25 billion to 30 billion US dollars of media business has to be re-reviewed each year -
the trend of advertisers in-house dealing with creative and media business continues to expand
- the transparency and trust of programmatic advertising continues to face challenges
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- Some breakouts have emerged in the industry, such as S4 Capital, Accenture Interactive, You & Mr Jones,
etc.

- The service capabilities that advertising companies are required to provide develop towards a complex
trend, so companies like Dabang Group and Publicis Group have conducted Merger and integration

Madison: In 2019, WPP Group has undergone major changes from structure to leadership. Will these
reforms and adjustments show a positive effect in 20207?

Olivier Gauthier: There is no doubt that Dabang Group is still the world's largest advertising
communications group. In the past two years, Sir Su Mingtian resigned, and the new head Mark Read
undertook a series of compact reorganizations and reforms, especially in the field of creativity and media.
In addition, there are many excellent senior talents joining. | believe that now Dabang can provide more
stable and powerful services.

Madison: How do you think about the performance of Dentsu Aegis, Publicis Group and Apex Group last
year?

Olivier Gauthier: Indeed, last year, the entire Dentsu Aegis Group suffered a severe management crisis,
which caused a heavy hit to its performance, especially in the Asia-Pacific region, and many former Aegis
Group executives have also left. Therefore, for Dentsu Aegis, from the global to the regional to the
country, the stability of the leadership team is an urgent matter to be resolved.

And despite the fact that the Apex Group had the highest endogenous growth rate among the top
advertising groups last year, we believe that the island effect within their group is still very large. And
Publicis Group, "the power of unity” has given them a lot of positive drive to win new business, but it can
also be seen from the performance of the financial report, it is still mixed.

Madison State: New marketing companies and MarTech technologies are constantly impacting the
traditional advertising group model. For example, emerging forces represented by S4 Capital and
Accenture Interactive are constantly acquiring new companies around the world. Such new marketing
technology companies Is it the future of the industry?

Olivier Gauthier: In fact, we must have a lot of conjectures about the changes in the industry. For
example, for S4 Capital, we really want to know what will happen if Sir Martin Sorrell retires one day, and
if this day comes, | will not be surprised even if S4 Capital is acquired. And Accenture is indeed a company
that needs attention. Assuming that Accenture has enough financial power to buy an advertising group, will
it merge? At the same time, we should not ignore the five major technology companies (Facebook,
Amazon, Apple, Netflix and Google's parent company Alphabet), they are also important forces in this
industry. So, what will happen in the future is indeed full of great uncertainty. Let us wait and see.

COMvergence
Tel : +33 6 10245053 -olivier.gauthier@comvergence.net - www.comvergence.net




2 COMvergence

%1% COMvergence 45 A 3% CEO Olivier Gauthier
SYEEE] R 1% A BSHBLIE Linkedin FFA0F T T2

IE—#5, COMvergence FritRIEIEF AR THIIEI TSN SRES, M 2019 F54], WPP I
SEETEKEN IR EREFRFEEEEMEEA COMvergence HEEMISAROTIREIEAEIHE
, NEEEHCEENIARREE.

ARFETERN, BT SHEERUE. I SEANSENEUR ST RS EEEEETMEIE—RENK
NENEEEFIIKFE, BEEXFE—NEHEARNRWAR. FTLEREEMmERR S FEIAR a1
BRI TR BH TEEARNNEE K,

BBA COMvergence RIRER—FREFNNE? NERAMHASNGERCHEERIAMRIST SHENER
? ZHEPFIRIBET COMvergence BIBIIR AFREEHITE Olivier Gauthier, Mftith AFA TFHANE T
COMvergence, FEHIEERRSNESEZUARTI A EEBERMUT BT IEE.

COMvergence FIRIIA AFEEFEHITE Olivier Gauthier

Zil#IE: JERPENE—T COMvergence, EMEERIERBWSHRE, WSESASCERMLL?

Olivier Gauthier: COMvergence f{3ZF 2016 &, EFPREEEELR, EEAIE—REEINZNTHHHAF
18, BEETEERSTSEBER. MAEMIREATUREEN IT A 8E TSR, 7. EN R
ITEEND T REEEERR.

COMvergence AJLAR&E. R, REETN. FAENE. RARTURERSTATRRKSREN
o, WEFEmkIRS, FEEEERESENAREERE. BOMTERNAZME (LSRN EmERE
ENEBLUNRT SEFZERR) . ERE (HRGEERAIE) LIRSEEE (B RiAEELIRER
H, HERESE, Bl BRMSFHTRIERI, ET#F) .

Iteoh, ZEmTFRHEFMRRFAMIBSIERR, BANSULFEAERNNBE =T RBEEFHR SR S IR,
MARIEExRAE B CiRHIVEIEER.
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RS, FAIBEMRFESEANSUEBIRBIIRENME, X SXHMEERZRTME. 1579 COMvergence AY
Bl AR CEO, HthEEAREIFE —LREATSETWARMSE NN ENPRR LB EH
1T AN RAIE .

Zili#F: COMvergence RUIARSMKERSEFS(EN? EPRENERI@FREISSH?

Olivier Gauthier: 2, COMvergence Fri2ftRIRMUERRIAREIEES 45 MER, XE@THEXEER
&, FRNSREERMIRAERCEFEZNSIEKEXR. MMM ZEEH B IFREAREUERRI
LEFMLLHESR.

"HE, BIISHENER SEFESERR, BIIEV>—F2Kr—R, RtEREmEmEIEKeE, tan,
Ebiquity., CTR ARSI,

EZmEip: HTEKPMESLER T RS ZNEISERE, XF COMvergence Kiji, EEEREHKMELE
H&E?

Olivier Gauthier: BHRIEKRBEEBRMATEENE, FIBRNBERIRFERF, BERKEII—ESEXFIS

ZidFE: COMvergence HIIRIEEREREIBEREEM S SR EE, SR AHNTIEMEEFRE
ShESEZHA?

Olivier Gauthier: #EE, FHIBIENEERFE=85": 1, 2 CTR, AILURHIRFIN - SLAGMAUESEN 2L
& 2, 2 CODC AN &R, FJLURHFPIN SR, 3 23nEE, LIRS SRR,

BRIk, ENERERNABFREHAIEM L, FIINTRHEEERFETIA L =400%E.

FISFEBAMB MU INENREEREN, BAVEFAEIERRT LN Z B3R AR fU AR R e 28
BB, LHh, FEEEN—FFF, HMt—BEELR—FeEiEEE, FES M HEHT IR, R
, HMEESHERCEATE N BriEERFREATNE, EREMIINRIRE, BAYESHEL 2019 FR9F
EEREHRRS.

ZiHg: 2020 FFY), SR SEBEBBLHEEVR, BiELE, LERMGARBERER, SMZERN
FERENEZALIREFRHIR?

Olivier Gauthier: N2¥SEEE, HIEN=2IIF+, BN SEFASEAEIGE™IRIIPEE, FKITAS
TERHEE:

- B 2015 FLk, BFEARSE 250 {2F 300 {ZETNEM IS ESHRE

- &= in-house SMEGIEFIE M SSHIEB AU X

- R SEREEEE AN I

— TR HI T LRSS &, than S4 Capital, RFHFETEELRN. You&Mr Jones &

- TEREREKEHIIRSEIEE SRR AR, FLMRILIER. RMEEHSHXIE FRIATRIT T

BHSRE

COMvergence
Tel : +33 6 10245053 -olivier.gauthier@comvergence.net - www.comvergence.net




2 COMvergence

Zim#FB: 2019 &, WPP SEIMFREEIMESERNEHT ALY, RLIEMRELTE 2020 FFIHTRRAE
Ang?

Olivier Gauthier: Z7cEER), AFPERUNAREIREARI SEEER., AEERFH, HRRBLTEE, HZE
] Mark Read EEEHITT—RIRENERASHE, FBIRELIEESENTE. MZXBRSUFBHIERA
AN, BARE, MEBRNEHBILIRHERERRARIRS.

ZiEHE: MPESFEERSH. ESEEMIRISE SEERFNMREN?

Olivier Gauthier: ff§sk, AT, B HBELXSHEREEE TENEERH, XAWETRTEL, 5l
HEITAX, MESIESHERANSEBHHEIR. L, BRNEEREHFRR, NEBEIKEHFRIER, R
SHPARISERRIFFRIAUZZ S

MR EREEEAEEFAILIRRAERIAT SRETRESHRERKR, BRI, tEERERIIS
MNOARRA. MAIER, "G—HHE" LTHNIAPREENLSHNERR, NMENRER+FEIEH
, BEEMSHIE,

ZimHge: MBNEHEQBIUR MarTech SEREREAAEEERI SHRER, LLINLL S4 Capital, &7H%FE
Bl AR RN NEIEELICERAHBIHEI AR, RXHBNEHERALDEE2TILRIERR?

Olivier Gauthier: HSEXTRETHRTWAINEREEN, HIISESEREBEE. thal, X S4 Capital ik, KA
HAFERME, MRE—RORABLTRARTEREMFA, MRX—XFKET, WA S4 Capital U, Ftd
FeREIRT. MERFREHILRNIFTERNINAE, RREFERETEULT—x S58NV1, ERES
BTEH? B, EIIEAEZIAARRHEAT (Facebook, ik, ¥R, = KFIBAIF LT Alphabet)
, fEIERXMTUFRNERENE, L, RS, LR 7 HIGRRIARENE, FIRELEE,
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