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FORWARD LOOKING STATEMENTS & OTHER INFORMATION

This press release contains forward -looking statements . Statements in this press release that are not historical facts, including without limitation the information under the heading "Financial Outlook" and

statements about the > Qt | Ljs Bellfs and expectations, earnings (loss) guidance, recent business and economic trends, potential acquisitions, and estimates of amounts for redeemable noncontrolling

interests and deferred acquisition consideration, constitute forward -looking statements . Words such as wdz¢ [ 3 £ Ljfdeid Vipgifg dQWQH dzt | LVl [3diblVédE 3 g 3 W Lj fuded \AEg( J] oLV Wi dzsv@eAVB dzts dzd Wp
WO qu dzg Wi I[j dp0 q A dndd Vidpiations of such words or similar expressions are intended to identify forward -looking statements .These statements are based on current plans, estimates and projections,

and are subject to change based on a number of factors, including those outlined in this section . Forward -looking statements speak only as of the date they are made, and the Company undertakes no

obligation to update publicly any of them in light of new information or future events, if any .

Some of the factors that could materially and adversely affect our business, financial condition, results of operations and cash flows include, but are not limited to, the following :

risks associated with international, national and regional unfavorable economic conditions that could affect the Company or its clients ;

the continued impact of the coronavirus pandemic T W > A gl@\Bagd evolving strains of COVID-190n the economy and demand for the > Qt | Ljs EeWipes, which may precipitate or exacerbate other
risks and uncertainties ;

an inability to realize expected benefits of the combination of the > Qt | Ljs Busipess with the business of MDC (the W= A ¢ 3 $di¢ ¢G3 s Lj[aBd] godéther with the related transactions, the
Wh wljs ¢ Lig:{ 3 ds ¢ Wt

adverse tax consequences in connection with the Transactions for the Company, its operations and its shareholders, that may differ from the expectations of the Company, including that future
changes in tax law, potential increases to corporate tax rates in the United States and disagreements with the tax authorites on the > Qt | Ljs @efégmination of value and computations of its
attributes  may result in increased tax costs;

the occurrence of material Canadian federal income tax (including material W dzt 3 O w L [L3'@4 result of the Transactions ;

the >t | Ljs ability to attract new clients and retain existing clients ;

the impact of a reduction in client spending and changes in client advertising, marketing and corporate communications requirements ;

financial failure of the > Qt | Ljs Gli&Nis ;

the > Qt | Ljs ability to retain and attract key employees ;

the > Qt | Ljs &bl to compete in the markets in which it operates ;

the > Qt | Ljs abilitp to achieve its cost saving initiatives ;

the > Qt | Ljs imp@gmentation  of strategic initiatives ;

the > Qt | Ljs abity to remain in compliance with its debt agreements and the > Qt | Ljs abiitg to finance its contingent payment obligations when due and payable, including but not limited to
those relating to redeemable noncontrolling interests and deferred acquisition consideration ;

the > Qt | Ljs abililp to manage its growth effectively, including the successful completion and integration of acquisitions which complement and expand the > Qt | Ljs Bu¥igess capabilities ;

the > Qt | Ljs Mmatépial weaknesses in internal control over financial reporting and its ability to establish and maintain an effective system of internal control over financial reporting ;

the > Qt | Ljs abilitp to protect client data from security incidents or cyberattacks ;

economic disruptions resulting from war and other geopolitical tensions (such as the ongoing military conflict between Russia and Ukraine), terrorist activiies and natural disasters ;

stock price volatility ;and

foreign currency fluctuations

Investors should carefully consider these risk factors, other risk factors described herein, and the additional risk factors outlined in more detail in our 2021 Form 10-K, filed with the Securities and Exchange
Commission (the T & M>h March 17,2022,and accessible on the 8 M> wepsite at www .sec.gov, under the caption T & 3fpL{g [ Cemhin the > Qt | Ljs &therp SECfilings .
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DEFINITIONS OF NON -GAAP FINANCIAL MEASURES

In addition to its reported results, Stagwell Inc. has included in this presentation certain financial results that the Securities and Exchange Commission (SEC) defines as "non -GAAP Financial Measures ."
Management believes that such non -GAAP financial measures, when read in conjunction with the Company's reported results, can provide useful supplemental information for investors analyzing period to
period comparisons of the Company's results . Such non -GAAP financial measures include the following

Pro Forma Results : The Pro Forma amounts presented for each period were prepared by combining the historical standalone statements of operations for each of legacy MDC and SMG. The unaudited pro forma
results are provided for illustrative purposes only and do not purport to represent what the actual consolidated results of operations or consolidated financial condition would have been had the combination
actually occurred on the date indicated, nor do they purport to project the future consolidated results of operations or consolidated financial condition for any future period or as of any future date . The Company
has excluded a quantitative reconciliation of adjusted Pro Forma EBITDA to net income under the T A s wdzLj¢ CHgOLPGLenigeption in Item 10(e)(1(i)(B) of Regulation S-K.

() Organic Revenue : T A wOLjeverge Owqy Jabd T QuOLjevenge Odzg | Jrefelzito the positive or negative results, respectively, of subtracting both the foreign exchange and acquisition (disposition)
components from total revenue growth .The acquisition (disposition) component is calculated by aggregating prior period revenue for any acquired businesses, less the prior period revenue of any businesses
that were disposed of during the current period . The organic revenue growth (decline) component reflects the constant currency impact of (a) the change in revenue of the partner firms that the Company has
held throughout each of the comparable periods presented, and (b) T s QGAAP acquisitions (dispositions), s dz[Non -GAAP acquisitions (dispositions), net consists of (i) for acquisitions during the current year,
the revenue effect from such acquisition as if the acquisiton had been owned during the equivalent period in the prior year and (ii) for acquisitions during the previous vyear, the revenue effect from such
acquisitions as if they had been owned during that entire year (or same period as the current reportable period), taking into account their respective pre -acquisition revenues for the applicable periods, and (iii)
for dispositions, the revenue effect from such disposition as if they had been disposed of during the equivalent period in the prior year.

(2) Net New Business : Estimate of annualized revenue for new wins less annualized revenue for losses incurred in the period .

(3) Adjusted EBITDA: defined as Net income excluding non -operating income or expense to achieve operating income, plus depreciation and amortization, stock -based compensation, deferred acquisition
consideration adjustments, and other items . Other items include restructuring costs, acquisition -related expenses, and non -recurring items .

(4) Adjusted EPS is defined as Net income (loss) attributable to Stagwell Inc.common shareholders, plus net income attributable to Class C shareholders, excluding amortization expense, impairment and other
losses, stock -based compensation, deferred acquisition consideration adjustments, discrete tax items, and other items, per weighted average shares outstanding . Other items includes restructuring  costs,
acquisition -related expenses, and non -recurring items, and subject to the anti -dilution rules.

(5) Free Cash Flow : defined as Adjusted EBITDA less capital expenditures, change in net working capital, cash taxes, interest, and distributions to minority interests, but excludes contingent M&A payments .
(6) Financial Guidance : The Company provides guidance on anon -GAAP basis as it cannot predict certain elements which are included in reported GAAP results .

Included in this earnings presentation are tables reconciling reported Stagwell Inc.results to arrive at certain of these non -GAAP financial measures .
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FINANCIAL

OUTLOOK

16% = 20 %

Organic Net Revenue Growth

136 - 17%

Organic Net Revenue Growth | Ex-Advocacy

$450 M - $480 ™

In Adjusted EBITDA

$0.86 -50.94

In Adjusted Earnings Per Share

~30 %

Free Cash Flow Growth

Note Guidance as of 11/03/2022. All figures presented on a Pro Forma basis giving effect to the combination as if ipleds&ém 2y Wk ydzl NBE MZ Haund® ¢KS /2YLI ye KFa SEOf dZRSR | | daeylilKASH alday@NS | N2 Q2 yo & ASt ASH TuTAQQNyIJ ag.
e)(1))(B) of Regulation-B. See "NoiGAAP Financial Measures" below for additidnérmation on definitions for OrganicNet Revenue, Organidet Revenue BAdvocacy, Adjusted EBITDA, Adjusted Earnings Per Share, and Free Cash Flow. Please refer to our investor website at

Stagwellglobal com/investors for information on Forward Looking Statementgiskdactors outlined in our 2021 Form-KQfilelR A (K (KS { SOdzNAGASA | yR 9EOKIY3AS /2YYAaadAr2y o Kbwsedodd ¢dry RYNJad D KO IMITIEA 24y HEEA é Vi

/2YLI yeQa 20KSNJ {9/ TFAfAy3Iao


https://www.sec.gov/

THIRD QUARTER HIGHLIGHTS

NET DEBT: $1,180M | NET LEVERAGE RATIO: 2.7x | STOCK BUY BACKS: $14M

11.60% Net Revenue Growth, 11.3% Organic $86M In Net New Business

On top of 30% organic growth in 3Q21; 34 % two -year stack Driven by larger wins and client diversification into new services

+21% yly digital net revenue growth; 17% organic growth Top 25 clients averaged $6M in 3Q net revenue, up 20% yly

57% of 3Q net revenue from digital capabilities L LiwQdz0 =A0Q0 «300(té¢ - qQufU ! tdzw3 gljs >1
A
y

20.7% adj. EBITDA margin on net revenue In The Stagwell Marketing Cloud

Reduced net debt by $125M bringing net leverage to 2.7x ~$5M in organic investments year -to -date

Returned $14M in capital through buybacks and $29M YTD Expanded sr. leadership team with CTO Mansoor Basha

$0.21 of adjusted earnings per share; $0.68 year ~ -to -date 4 Divisions: Data, CommsTech , Media Studio, Specialty Media

[ STH G w E L L Note: All figures presented on a Pro Forma basis giving effect to the combination as if it was completed on January 1, 2020. All growth rates are Pro Forma, year  -over -year growth unless otherwise noted. Net Debt
TRANSFORMING MARKETING defined as bonds plus revolver balance less cash. Net Debt Ratio defined as Net Debt divided by LTM Adjusted EBITDA. 5



SUMMARY PRO FORMA COMBINED FINANCIALS

Three Months Ended Nine Months Ended

September 30, September 30,
$ in Thousands 2022 2021 2022 2021
Net Revenue $ 555,754 $ 498,130 $ 1,638,707 $1,407,122
Billable Costs 108,037 70,294 340,900 205,294
Revenue $ 663,791 $ 568,424 $ 1,979,607 $1,612,416
Billable Costs 108,037 70,294 340,900 205,294
Staff costs 351,764 313,350 1,041,870 907,084
Administrative costs 58,963 55,912 181,606 161,53:
Unbillable and other costs, net 29,935 28,712 87,408 64,047
Adjusted EBITDA $ 115,092 $ 100,156 $ 327,823 $ 274,458
Stock -based compensation 12,258 53,982 33,410 58,957
Depreciation and amortization 32,207 27,242 95,642 64,754
Deferred acquisition consideration (29,789) 3,558 (14,420) 26,889
Impairment and other losses 25,21: 14,926 28,034 15,801
Other items, net 5,152 22,887 12,11 39,740
Operating income (loss) $ 70,053 $ (22,439) $ 173,045 $ 68,317
Pro Forma adjusted EBITDA margin 20.7% 20.1% 20.0% 19.5%

(on net revenue)

== STAGWELL
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PRO FORMA NET REVENUE

Three Months Ended, September 30, 2022 Nine Months Ended, September 30, 2022
$ in Thousands Net Revenue Change Net Revenue Change
2021 Net Revenue $ 498,130 $ 1,407,122
Organic revenue 56,177 11.3% 234,495 16.7%
Acquisitions (divestitures), net 7,641 1.5% 12,370 0.9%
Foreign currency (6,194) (1.2%) (15,280) (1.1%)
Total Change $ 57,624 11.6% $ 231,585 16.5%
2022 Net Revenue $ 555,754 $ 1,638,707

== STAGWELL
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3Q NET REVENUE BY GEOGRAPHY

Organic Growth vy

OF NET
% REVENUE

Geography 3Q22 YTD
B United States 9.7% 15.4%
United Kingdom 25.5% 33.9%
Bl Other 14.1%  16.5%
TOTAL 11.3% 16.7%

== STAGWELL
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3Q NET REVENUE MIX BY PRINCIPAL CAPABILITY

Digital Transformation
Building & Designing Digital Platforms & Technology

Performance Media & Data

Addressable on a Global Scale

Consumer Insights & Strategy

Tracking Across the Entire Consumer Journey

Creativity & Communications

Blue -Chip Customer Base

== STAGWELL 9
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30 YEAR-OVER-YEAR GROWTH BY CAPABILITY

OF NET
- A

. - Organic Net Net Revenue Adjusted EBITDA*
PrlnClpa| Capablllty Revenue Growth Growth Growth
n . Digital Transformation 28.4% 30.5% 48.7%
Performance Media & Data 4.8% 13.1% 4.1%
Consumer Insights & Strategy 11.3% 12.7% (0.8%)
0/ OF ADJ B Creativity & Communications 4.8% 0.9% (0.2%)
O eBiTDA*
TOTAL 11.3% 11.6% 14.9%
TOTAL EX -ADVOCACY 7.3% 7.3% 0.2%
a STH G w E L L Note: Figures presented on a Pro Forma basis giving effect to the combination as if completed on January 1, 2021. Advocacy i ncl udes Targeted Victory, SKDK, and TMA Direct. Figures may not foot due to rounding.

TRANSFORMING MARKETING *EBITDA includes corporate expenses, notionally allocated ratably across each capability.
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3Q EX-ADVOCACY NET REVENUE & ADJUSTED EBITDA

$ in Millions
Three Months Ended,

SEPT 30, SEPT 30,

0,
2022 2021 % Change
Total Net Revenue $556 $498 11.6%
Advocacy Net Revenue 52 29 79.9%
Ex Advocacy Net Revenue $504 $469 7.3%
Three Months Ended,
SEPT 30 SEPT 30
) ) 0
2022 2021 % Change
Total Adj. EBITDA $115 $100 14.9%
Advocacy Adj. EBITDA 21 6 251.4%
Ex Advocacy Adj. EBITDA $95 $94 0.2%

== STAGWELL
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STRONG NEW BUSINESS

LTM NET NEW BUSINESS OF $247M
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NEW BUSINESS UPDATE

Net New Business

$86M
$247M

Avg. Net Revenue

$6.1M

PER CLIENT AT TOP 25

BUD
LIGHT

¥/
TOPGOLF
Q@
SONES 3M

\ 4
& 32 Dropbox

e Microsoft




BRAND PERFORMANCE NETWORK

Why Stagwell Is Rebranding Its
BRAND X Media Network as a Brand

PERFORMANCE . O Performance Network

The new name reflects client desires to combine both types of marketing

A STRGWELL NETWORK

- s
Connected creative, media, and o 45 B R A N D X
commerce solutions for global

marketing challenges WX > ] P E R FO R M A N C E

A STAGWELL NETWORK

the Media Network name after
in August

"Cl‘eative + Media + CommerceIB the new Crispin Porter Bogusky Moves Into the Stagwell Media

. . . . Network, the Holding Company's Fastest Growing Group
equation for modern marketing ¥ is simple,
but executing against it is complex,"

TBrands need truly integrated s
BUBDbI YBb bb [ UYCzYUbY DbZzZb Wb-b\?\?[\fv\?r'k

Stagwell Media Network Grew by 33% in Q2

YEAR
FOUNDED

GLOBAL HQ

MEDIA MANAGED

YTD NET REVENUE

LOCATIONS /
COUNTRIES

PEOPLE

YTD NET REVENUE

PARTNERSHIPS
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STRATEGIC M&A IN Q3

Woltaang

80% ACQUISITION (remaining stake)

Headquartered in Los Angeles, Wolfgang is a consultancy

and creative agency, purposely built for the modern age.

GqLo0LsOt¢ £36¢¢3ds 3¢ (A Gw3QOdz [Udz OLj| Gdzf f dzdzs & Ljs LjOdzt dzs |
consulting and advertising by focusing on solving client

problems with analytics and creativity, from the ground up.

GqlL o0LjsOt ¢ Qqoddwy3sO¢ 3sglLAQdz >qs AL [3s0 & &JwljfdzORL >wdzjf 3 5dz
and Production.

Wolfgang will become part of the Doner Partner Network
6TEa-tPL §3[0 [Udz [Owdzdz 8 QAs Qdzw¢ dzLjgU [LjG3sO A| LjOO3[3dsLjl wql dz
within the wider DPN. Colin Jeffery will take on the role of Chief

Creative Officer of the combined operation, Mike Geiger will

remain CEO of Wolfgang and will also lead production at X
Cahoots Studio, and Seema Miller will lead strategic and new
business initiatives across Stagwell in addition to her Chief
Strategy role at Wolfgang. The acquisition of Wolfgang further
improves 8 [ LjO{ dopthold ¢n California, while bringing it an
enviable client roster including Gillette, Adidas, Uniglo, Panda

Express, UNICEF and Georgia Pacific.



DEVELOPMENT OF THE

. STAGWELL STAGWELL MARKETING CLOUD
. Marketing Cloud

Technology is not something that others do

-3{t o ¢QtdzfU3sO fdz LjL) sdzdzQ [Q [ Liwf3g:

get across the finish line.

WE ARE MAKING INVESTMENTS

& getting ready to market products that we believe can
reach a $500 million revenue run  -rate by 2027 and add

billions to the value of the company.



SMC IS A
PROPRIETARY
SUITE

TARGETING

~$140M
$500M

OF REVENUE
IN 2023 & A

RUN -RATE
BY 2027

HARRIS
DATA

One -Stop S uite
Of DaaS Tools For

Market Researchers

MEDIA
STUDIO

DIY Platform For
In-House Media

Buyers

COMMS
TECH

SaasS Platform For
Modern Communication

Professionals

SPECIALTY
MEDIA

Proprietary &
Premium Owned

Media Channels




ADDED SMC CHIEF ADDED & INTEGRATED ORGANIZING SMC AROUND
TECHNOLOGY OFFICER NEW PRODUCTS INTO SUITE FOUR BUSINESS UNITS

MediaPost

D MEDIAsss:

COMMENTARY
Stagwell Taps Basha For CTO Role At BQ-FEEIS
Its Marketing Cloud Unit

EPICENTER EXPERIENCE

Q

POLLO

MEDIA SPECIALTY
STUDIO MEDIA

dwdzs3QA oL R §3L0 ! ggdzs [ Awdz ¢ !llLB%Q

Intelligence Practice, working on strategy
& consulting, data led transformation,
cloud analytics, Al & machine learning.




A Founded, grew and sold Penn Schoen Berland

Mark J. Penn

CHAIRMAN & CEO,
STAGWELL GLOBAL

to WPP

A In WPP, served as CEO of Burson Marsteller and PSB

A Executive Vice President and Chief Strategy Officer

at Microsoft, running a $2 billion advertising budget

A Author of Microtrends , a New York Times

and Wall Street Journal  best seller.

Mansoor

Basha

Abe
Geiger
CPO

Previously with ! g g dzs { A wdzt ¢ ! |Forin& daPO of Hudson MX

Intelligence Practice
strategy & consulting, data led
transformation, cloud analytics, Al,
machine learning

t ‘ Matthew
. f' 4 Lochner

MD

B
—

o A

Stagwell Group deal team
member, working on over
20 private equity transactions

PRophet

Aaron Kwittken

Business Unit CEO,
CommsTech

, working on

maru

Ged Parton

Business Unit CEO, Founder, CEO,
Harris Data

media buying & accounting
systems provider, with clients

& including Dentsu , IPG, WPP,
& Publicis media agencies

' Elspeth
Rollert

Served in brand, performance &
partnership marketing US & Global
leadership roles at  Uber & Microsoft

a I.l The Harris Poll

around Brand Platform
Josh Beatty Will Johnson

ARound Harris Brand Platform

Gardner
BOARD
MEMBER

Co-Founder of Code and Theory
and business leaderof & [ LjOf dz, | t ¢
Code and Theory network

John
Kahan
BOARD

Former Chief Data & Analytics
Officer, Microsoft

()

Jim Caruso

Paul Krasinski

CEO, CEO,
Epicenter CUE




DIGIDAY

MediaPost News Events Awards
Stagwell further expands its marketing cloud offerings with

Members More Q
‘research as a service’ purchase

MEDUApsccs
COMMENTARY

Stagwell Taps Basha For CTO Role At
Its Marketing Cloud Unit

by Richard Whitman . Columnist, September 29, 2022




