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DISCLAIMER

This document contains forward -looking statements . within the meaning of Section 27A of the Securities Act of 1933 as amended (the W& dzg A w3g [3WihpSection 21E of the Securities Exchange Act of 1934, as amended (the w MY g ULjs @fAe > Qt | Ljs 7 Wé
representatives may also make forward -looking statements orally or in writing from time to time . Statements in this document that are not historical facts, including, statements about the > Qt | Ljs Beli¢éfs and expectations, future financial performance, growth,

and future prospects, the > Qt | Ljs Streégy, business and economic trends and growth, technological leadership and differentiation, potential and completed acquisitions, anticipated operating efficiencies and synergies and estimates of amounts for redeemable
noncontrolling interests and deferred acquisition consideration, constitute forward -looking statements . Forward -looking statements, which are generally denoted by words such as W Lj3 ApLVE [ 3 g 3wy L ddAptid@dsly 3 vz dzg W3 W ¢ Azp WQ puMieLjif Qzizsidz, Q| p W
Wdzg { 3 & idzii4p dliga AW O B Mydzgi Qi T26zp N iPAB O Ljs §@afrsinz, Q| tvidzs sl (oL OpOidd, q GALLIF s [ 18 & Wi O 3isCPIV @ O O REIPOM ¢ 3G LCdery W B Wigz@WVg i @ L)@ L dpfl Svday § @ A JOLG WAGHTESPEM B XVIprQhW negative

of such terms or other variations thereof and terms of similar substance used in connection with any discussion of current plans, estimates and projections are subject to change based on a number of factors, including those outlined in this section .

Forward -looking statements in this document are based on certain key expectations and assumptions made by the Company .Although the management of the Company believes that the expectations and assumptions on which such forward -looking statements

are based are reasonable, undue reliance should not be placed on the forward -looking statements because the Company can give no assurance that they will prove to be correct . The material assumptions upon which such forward -looking statements are based
include, among others, assumptions with respect to general business, economic and market conditions, the competitive environment, anticipated and unanticipated tax consequences and anticipated and unanticipated costs.These forward -looking 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 . These forward -looking statements are subject to various risks and uncertainties, many of which are outside the
>t | Ljs Eowéifpl . Therefore, you should not place undue reliance on such statements .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 .

Forward -looking statements involve inherent risks and uncertainties .A number of important factors could cause actual results to differ materially from those contained in any forward -looking statements .Such risk factors 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 ;

demand for the > Qt | Ljs SeWiges, which may precipitate or exacerbate other risks and uncertainties ;

inflation and actions taken by central banks to counter inflation ;

the > Qt | Ljs abllitp 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 Eligtts ;

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

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

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

the > Qt | Ljs mpl@mentation  of strategic initiatives ;

the >t | Ljs 3biMg to remain in compliance with its debt agreements and the >t | Ljs 8biltg 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 abiity to manage its growth effectively ;

the >t | Ljs 8bility to identify, complete and integrate acquisitions that complement and expand the > Qt | Ljs Bu#igess capabilities and realize cost savings, synergies or other anticipated benefits of newly acquired businesses, or that even if realized,
such benefits may take longer to realize than expected ;

the > Qt | Ljs &bty to identify and complete divestitures and to achieve the anticipated benefits therefrom

the > Qt | Ljs &bty to develop products incorporating new technologies, including augmented reality, artificial intelligence, and virtual reality, and realize benefits from such products ;

the > Qt | Ljs Gsevdf artificial intelligence, including generative artificial intelligence

adverse tax consequences for the Company, its operations and its stockholders, that may differ from the expectations of the Company, including that recent or future changes in tax laws, potential changes to corporate tax rates in the United States and
disagreements  with tax authorites on the > Qt | Ljs BeWpgninations that may result in increased tax costs;

adverse tax consequences in connection with the Transactions, including the incurrence of material Canadian federal income tax (including material W dzt 3 O w L LB Q&

the >t | Ljs @bty to establish and maintain an effective system of internal control over financial reporting, including the risk that the > Qt | Ljs Fteval controls will fail to detect misstatements in its financial statements

the > Qt | Ljs ablify to accurately forecast its future financial performance and provide accurate guidance ;

the > Qt | Ljs &bty to protect client data from security incidents or cyberattacks

economic disruptions resulting from war and other geopolitical tensions (such as the ongoing military conflicts between Russia and Ukraine and in the Middle East), terrorist activies 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 2024 Form 10-K, filed with the Securites and Exchange Commission (the Vv & M>okVMarch 112025, and accessible on
the 8 M> Wapsite at www .sec.gov, under the caption we 3fdpI(g [ Cand 0 Vile > Qt | Ljs Bttwp SEC filings .
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s STAGUWELL
r
at a Glance

$2.9B $467 M

FY25 GAAP REVENUE FY25 NET NEW BUSINESS

$422 m $187Mm

FY25 ADJ. EBITDA FY25 FREE CASH FLOW

4,000 $1.3r

BLUE -CHIP CUSTOMERS ADDRESSABLE MARKET

Note: Figures as of‘December 31, 2025. See Form 10 -K filed on March 13, 2026 for reconciliations of Non  -GAAP financial measures.

Mark Penn

CHAIRMAN & CEO

T Stagwell'is a holistic, technology -first
enterprise services company , owing to
its combination of ad agency. creative

and technology enterprise.

We differentiate ourselves in the marketplace
through synergistic integration of technology

and data with creative ad solutions to drive

out -sized market share growth t



INTRODUCTION TO STAGWELL

T H E STAGWE L L STO RY Founded in late 2015 with a vision for a new digital -first
From Zero to Market Hero

marketing company , Stagwell has grown to become the first

Marketing Services company in 40+ years to reach competitive scale

Stagwell is d riven by TO DAY

visionary leadership from

Mark Penn , a committed

partner in Steve Ballmer $2 . 9 B

a best -in -class accretive CREATIVE
STGW KEY DIGITAL STGW EY 2025

2l ADDITION -
acquisition approach, and Founded Acquisitions MDC Pgrtriers Goes Public REVENUE

renowned capabilities in

Creative & Digital services -
a—
—]

X

THE
STAGWELL
GROUP




STAGWELL OPPORTUNITY

THE LEGACY ADVERTISING MARKET
Is Ripe For Disruption

$27B
OTHERS spent with the
Stagwell represent only ~2% $41B top 3 legacy holding
of the global advertising and companies
$20B

marketing services market oy
—)

Ample room to continue ( ~$ 159 B

taking market share $18B

Deloitte spent on advertising

Digital $10B $20B & marketing services with

Dentsu Accenture the Top 25 industry

Interactive

providersin 2025

An increase of 4% or ~$6B

1Top 4 legacy holding companies: WPP, Omnicom, Publicis, IPG in
Source; Company filingsand  AdAge Agency Report 2025




STAGWELL OPPORTUNITY

STAGWELL IS UNIQUELY POSITIONED
To Deliver Outsized Growth

Industry Recognition Driving Increase in Opportunities & Size of Wins

M&A Engine Growing Digital & Geographical Footprint

Geographical Diversification Expanding Global Client Remit

Digital Transformation Leading Growth Driven By Emerging Technology

Stagwell Marketing Cloud Transforming Marketing Through Technology




STAGWELL OPPORTUNITY

VISIONARY LEADERSHIP
From An Industry Veteran

Mark Penn

CHAIRMAN & CEO Steve Ballmer

FORMER CEO, MICROSOFT
FIRST INVESTOR, STAGWELL

In 2015, Mark believed that the marketing industry was ripe Tu Oljsdz 0sqQfs wpLiwd 5QqQuw tljsAlL

.y for disruption, needing a new kind of marketing company At Microsoft, he did some critical work for us,
and worked directly for me on some path -

FOUNDED an innovative polling company in 1975 breaking advertising and other campaigns.

SERVED as an advisor to multiple world leaders, including Bill Clinton & Prime Minister Tony Blair

TURNED AROUND Burson -Marsteller , a global PR and public affairs firm, tripling profits Q A lot of people make a lot of

ADVISED major global companies from Ford to Intel promises, but Mark is someone

IDENTIFIED Soccer Moms, and wrote two best -selling books ( Microtrends ) f0q 64A¢f Odzf¢ [U330¢ OQOQsc
LED strategy and advertising at Microsoft as EVP & Chief Strategy Officer just the kind of person that he is mt

FOUNDED Stagwell with Steve Ballmer




STAGWELL OPPORTUNITY

EXPERIENCED LEADERSHIP TEAM == STAGWELL
With A Proven Record Of Success

Founded Penn and Schoen in 1975 with his Harvard roommate Doug Schoen
asQday &dzsst ¢ | ddjQdzyo U3 L 03wt da#| LisQdz0 [q off& [dzql)fdz §3 0 Qoo3gdz LiwdAisQ [Udz §qul Om
Mark Penn Served key corporate (Texaco, AT&T, Microsoft, Ford, Merck, etc.) & politcal 6 & wdzp 3 Qdzs { > 3sf{Qst ¢ [ QLL odfdzwy dQqQuw ¢3% ~AdzljyoL LiOS30dqQu [Qq 03] )
Chairman Penn & his partners sold PSB to WPP in November 2001 after growing it from a mom -and -pop political polling firm to $80M+ in reve nue
& CEO Served as CEO of Burson -Marsteller from 2006 R2012, running a global PR and public affairs firm with an 80+ market footprint and tripling profits
Asked by Steve Ballmer to join ~ Microsoft & wdzts3 [ Lj, 3%wdz =3s0 3s 9¢f+ 9N wqddz [ MgGa& & >U03dzo 06 wlLjf dzOr Add3gdzy whAss3sO
Launched Stagwell Group in 2015; invested in  MDC in 2019 & assumed role of Chairman & CEO

CORPORATE
LEADERSHIP

JayLeveton Ryan Greene Jason Reid Niels Laurberg Lena Petersen Ryan Linder Stephanie Howley  Frank Lanuto Julia Hammond

President CFO Ccso cio CBCO CMO CPO EVP, Finance
24 Yrs Industry 21 Yrs Industry 20 Yrs Industry 8 Yrs Industry 20 Yrs Industry 25 Yrs Industry 16 Yrs Industry 32 Yrs Industry
Experience Experience Experience Experience Experience Experience Experience Experience

10 Yrs at Stagwell 10 Yrs at Stagwell 10 Yrs at Stagwell 8 Yrs at Stagwell 1 Yrat Stagwell 7 Yrs at Stagwell

BUSINESS ; ;
LEADERSHIP ‘ § ‘
‘ (N al:

Karina Wilsher Laurel Burton Maggie Malek Slavi Samardzjia David DeMuth Evin Shutt Jessica Henrichs
Anomaly Instrument Crispin Global Chair, Doner Partners 72andSunny Colle McVoy
Media & Network
Commerce

President
Stagwell Global
23 Yrs Industry
4 Yrs at Stagwell 6 Yrs at Stagwell Experience

5 Yrs at Stagwell

i
Dan Gardner Zac Moffatt Krista Webster
Code and Global Chair, Veritas
Theory Communications
Segment




STAGWELL TODAY

INTEGRATED PLATFORM
For The Modern Marketer

The Marketing Cloud
SaaS & DaaS Tools for the Modern Marketer

Digital Transformation
Building & Designing Digital Platforms & Technology

Media & Commerce

Delivering Data -Driven Outcomes for Brand Performance

Communications

Intelligent & Highly  -Targeted Communications Strategies

Marketing Services

Scaling Brand Reach with Al -Powered Creativity

Percentages represent Percentage of FY 2025. Company Net Revenue derived from each Capability



STAGWELL TODAY

BLUE -CHIP CUSTOMER BASE
Demonstrated Ability To Land & Expand

REVENUE FROM TOP 25 CUSTOMERS !

Johnson&dJohnson .’ Apple ama;on

% Microsoft - BASF DIAGEO
®sacarpi  uniTep ] Google

1FY25 net revenue from 25 largest customers by 2025 net revenue
2 Client relationships over $100K in revenue (representing 95% of revenue), over past two years
3 Year over Year growth of revenue for Top 25 customers by net revenue for 2025, for the same group of customers in 2024

20%

$28M+

4K+

GROWTH

IN AVERAGE
RELATIONSHIP
TOP 25
CUSTOMERS3

AVERAGE SIZE
OF TOP 25
CUSTOMERS

BLUE CHIP
CUSTOMERS




STAGWELL TODAY

STRATEGIC STHTE’:EUJ ELL
Ay
VALUE -ADDED W ATFORM

Investment
Platform =

o ®

Global Media Affiliate
Marketing Network Reach
Unified & engaged corporate $ __
team delivering value  -added = Growth
shared services driving both Central M&A Innovation Group Investment
revenue & cost synergies —
| —
Incentives to collaborate and Shared
drive overall network growth Finance Admin & Operations Services




STAGWELL GROWTH ACCELERATORS

INCREASING INDUSTRY RECOGNITION
Driving Significant Growth In Opportunities & Wins

1LTM NNB as of end of 1Q26
21n 4Q24 relative to 4Q23

TRAILING TWELVE MONTH VOGLE
NET NEW BUSINESS ! Q BUSINESS

INCREASE IN NUMBER OF
WINS ?

INCREASE IN BUSINESS
DEALS GREATER THAN $1M ?

NEW BUSINESS WIN TOP AWARDS
IN COMPANY HISTORY YTD ACROSS THE

B [ LjO dpott Befch was
{0dz U360, 3060 qd [Udz ddwlklSkLj t
ATHLETES

To| Quf = dzhjgdsterdlassh
in how to stand out from the sea of ) BRANDS .
dL3LOL §3LU LitlLj"3sO gAudpfgdFAcgds fdzs [t

CANNES 77 THE
DIGIDAY
LIONS AWARDS

WITH ADOBE STAGWELL GLOBAL NETWORK

"'Muw aweam
S+ 1A T! Odzsgrn qod [Udz AdzLjyi E3¢0 M.  Qqs¢ TAVARDS

S 50+ Technology, Product and Innovation Awards

S Award Winner at Ceremonies including:

UNITED STATES




STAGWELL GROWTH ACCELERATORS

ACQUISITION STRATEGY
Systematically Expanding Our Digital & Global Footprint

INCREASING OUR GROWING OUR REVENUE FROM
DIGITAL REVENUE MIX OUTSIDE OF NORTH AMERICA

57% = 200 =

Digital Transformation: Platform design, Increasing our global footprint
optimization, and analytics with a focus to win the largest $25M+ global contracts

on cloud, Al, and Web3 technologies

Digital Media:  Leveraging emerging
media trends and production capabilities
{Q dzs OLjOdz [ Qt Quuwaqatt ¢ gds ¢ At dzy




STAGWELL GROWTH ACCELERATORS

DIGITAL TRANSFORMATION
LeadingGrowth Driven By Emerging Tech

Emerging technologies, like Al and AR, are driving monumental

shifts in the way consumers interact with the world around them.
THIS REQUIRES
TECHNOLOGY &
CREATIVITY TO
CONVERGE

The C -Suite are focused on accelerating growth by harnessing these

technologies to revolutionize the way Customers interact with Brands

UNIQUELY BALANCED BETWEEN TECHNOLOGY
& CREATIVITY TO DELIVER END -TO-END CX NEEDS

CODE AND THEORY

Technology
‘ fua NSTRUMENT (hythm

A

Stagwell has brought its

Best -in-Class Digital

Business Marketing

Transformation

Branding
Transformation agencies

under the C&T banner

CX

FORTUNE 100 COMPANIES
IN THE CODE & THEORY
PORTFOLIO

BALANCE BETWEEN
CREATIVE & ENGINEERING
TALENT

YEARS OF Al EXPERIENCE
ACROSS STRATEGY &
IMPLEMENTATION

YEARS AS
INDUSTRY -LEADING
CHANGE AGENTS

s> L 7 \vsonr ,*
& N ‘ &

-
How does CNN
transform election
coverage to.an
industry leading
data storytelling
platform?

How does YETI
transform its brand
from transactional
to habitual?

YETI

TAKE IT
OUTSIDE

= o §
. = i
. .
a X
N

oo |

A

-~

A

- o

Not just the design system,
but the technical
infrastructure, a data cloud,
and producer tools that
unlock the ability to tell
stories on any touchpoint,
driving monetization and
lowering operational burden.

It started with an ecomm
redesign, but moved to
create industry-defining
lifestyle experiences that
created habits and daily
brand interactions.

10M+ data points
available in four
seconds. Anywhere.
That is...

Experience

Change

Impact: +14% sales
on yeti.com. That is....

Experience

Change

= YETI &=

AOVENTURE
PACKED

THE COLD
STANDARD . oF
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STAGWELL GROWTH ACCELERATORS

THE MARKETING CLOUD
SaaS & DaaS Tools For The-House Marketer

l'. The Marketing Cloud

Building complementary software solutions leveraging th e domain
expertise and distribution channels already in place at Stagwell $ 1 O 6 NET REVENUE
M from Group in FY25
Y/Y GROWTH —~
Digital Transformation TMC Advanced Media Platforms 2 3 O 0/0 18] e g el
Building Digital Platforms & Proprietary & Premium revenue in FY25
Consumer Experiences Owned Media Channels ‘
SCALING ACCESS
Consumer Insights & Strategy TMC Media Studio m mntn To TMC influencer and P K

Tracking Across the Consumer Journey Platform for In -House Media content tools to MNTN clients

Planners & Buyers

- L . CO-DEVELOPMENT
Creativity & Communications TMC Real -Time Research &

. . , of GenAl marketing use  -cases
Blue -Chip Customer Base Suite of Solutions for Market Researchers

Google Cloud and cross selling opportunities
Performance Media & Data TMC Comms Tech

Integrated Omnichannel Media, Al-Driven Platform for

Data & E -Commerce Modern Communicators




STAGWELL GROWTH ACCELERATORS

THE MARKETING CLOUD GROUP
Product Incubation Playbook :

We've developed a proven strategy to develop and incubate new technologies,
making informed product roadmap decisions based off agency clients while W I B | ’ I L D
leveraging our  world -class tech team ! DV 2 N C E D

Faster CODE AND THEORY P R O D l | CT S -
Shared infrastructure tech expertise
DEVELOP & ITERATE FAST @ GALE ’
MORE EFFICIENTLY "
<

Better
Proprietary data the best marketers in the world p t a I I t e re St
INTERNAL TESTING & INSIGHTS

THE PEOPLE PLATFORM
THAT DELIVER BETTER PRODUCTS

Cheaper

World's most ambitious clients upselling opportunities @
LOWER GO -TO-MARKET COSTS TARGET

16

2
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STAGWELL GROWTH ACCELERATORS

THE MACHINE
Agentic Operating System

120 THE MACHINE

The Machine is an agentic marketing orchestration and operating system that unifies

people, tools, and data to create breakthrough work Rintelligently.

WHAT IT DOES

Turns fragmented workflows into one connected system that learns & improves with

every campaign. Q, Alistar Joh|

o )
a tﬂg Q, WhoisC|
9)—\

WHY IT MATTERS
A Compounding Speed: Never start from scratch again.

A Creative + Performance Aligned: Shared intelligence links brand i deas to real -time

results.

Assembles localized edits
per the brief to resonate in
Norway market.

A Plug & Play: Lives inside tools like Figma, Adobe, Slack, and Teams; no platform

change required.
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Agentic
e STAGUWELL Targeting Q explore | Scale o Activate  |€ Monitor P Optimize P Oifferential Pivacy
- System

| ] A

STAGWELL GROWTH ACCELERATORS

B CHOSEANAUDIENCETO EXPLORE

B Al americans

3 LjOfdzL Lt o ! Odzs [ 3 g pIgaiTazgcslablé, dalan ¢-drideh marketing, built gl p——lC

in partnership with Palantir. == STAGWELL oot Q o gll Sl Actots & Nonior 2 Optimics P
System

Vour Audiences:
e Qi=iziy
seasc

Configuration SSPSNIOMI Crcotc Activated Segment(s)

WHAT IT DOES

Selected Segments o

Select Target Platforms

Brings together the full power of data and Al to increase marketing ROI. - ° 5 =

[B) Value-briven Research Shoppers

Bl (| (st (s (s i (s

WHY IT MATTERS s

Snapchat

A Datato Strategy: Combines first -party, third -party, and campaign data so marketers - e

Nestdaar Linkedin
Edit

Agentic
mw STAGWELL Targeting Q Explore  pf] Scale o Activate (& Monitor  ~* Optimize P Differential Frivacy
- System |

can precisely optimize spend across channels.

"Always -On" Al: Al agents find insights and manage complex marketing programs. - i

4w summary

Private and Compliant: Integrates Harvard's differential privacy to protect client

Top Segments

data.

Retired Customers - Midwest

Modern Female Apparel Buyers

Impressions
29M

%+ Cuwdeopsis A B )
Promium Athletic Shoe Buyers - High Income.




STAGWELL FINANCIAL MODEL

ADDING
It All Up

Potential Equation for Success* ($M)

~12% Total Revenue CAGR driven by:

Marketing Services (~5%)
Media & Commerce (~10%)
Digital Transformation (~15%)

Communications (~10%)

$ 5 B I L L I O N The Marketing Cloud (~25%)

+=  M&A Growth (~$100M annually)

TARGET FY29 REVENUE

* Based on applying lorig term average growth targets to 2024 revenue. Anticipated model through year -end FY29.



STAGWELL
s UNDER - == STAGWELL

APPRECIATED
Industry-leading

8 NN u3adtlz O Qaizd St [ 5 NET REVENUE GROWTH

how Stagwell is disrupting

Bestin-Class

ADJ. EBITDA MARGIN

marketing landscape

Efficient

CONVERSION OF EBITDA TO FCF

UNDER -VALUED
On Virtually AllMetrics

(P/S, EV/EBITDA, P/E) Sustainable

LEVERAGE POSITION

Note: Basedon Medium -term model relative to Ad Agency peers 20
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GAAP CONSOLIDATED OPERATING PERFORMANCE

Twelve Months Ended Dec 31,

$ and Shares in Thousands 2025 2024
Revenue $ 2,909,000 $ 2,841,216
Cost of services 1,845,958 1,842,978
Office & general expenses 732,326 711,803
Depreciation & amortization 171,249 151,652
Impairment & other losses 466 1,715
Total operating expenses $ 2,749,999 $ 2,708,148
Operating income (Loss) $ 159,001 $ 133,068
Interest expense, net (96,438) (92,317)
Foreign exchange, net (1,640) (1,656)
Gain (loss) on sale of business (2,245) -
Bargain purchase gain 9,937 -
Other, net 171 (1,372)
Other income (expenses) $ (90,215) $ (95,345)
Income before income taxes and equity in earnings of non -consolidated affiliates 68,786 37,723
Income tax expense 38,271 13,182
Income before equity in earnings of non -consolidated affiliates $ 30,515 $ 24,541
Equity in income (loss) of non  -consolidated affiliates 111 503
Net income $ 30,626 $ 25,044
Net (income) loss attributable to non -controlling & redeemable non -controlling interests (1,525) (22,785)
Net income (loss) attributable to Stagwell Inc. common shareholders $29,101 $ 2,259
Earnings (Loss) Per Share
Basic $0.13 $0.02
Diluted $0.08 $0.02
Weighted Average Number of Shares Outstanding
Basic 220,608 110,890
Diluted 264,523 115,752

== STAGWELL

TRANSFORMING MARKETING Note: Numbers may not foot due to rounding. 29



CAPITAL STRUCTURE

Net Debt & DebtLike ($m, as of 03/31/2026) Share Count (thousands, as of 4/22/2026)

Revolving Credit Facility $ 350
Bonds 1.10¢ Class A 247,854
NCI 18
DAC: 50 Share -based awards 9,373
RNCI2 24
Less: Investments 3 (21) DILUTED 251,221
Less: Cash (115

TOTAL NET DEBT & DEBT -LIKE $ 1,406

1. A portion of the DAC will be paid with approximately 2.3m shares assuming conversion as of 4/29/26 .
2. Includes redeemable non  -controlling interest and obligations in connection with profit interests held by employees.
s» STAGWELL , o o P Y employ
TRANSEORMING MARKETING 3. Non -consolidated investments

4. Share Count does not include portion of DAC to be settled in stock. Pro Forma total share count as of 4/22/2026 would be 247.9m Class A shares, 3.2m shares to settle DAC and  9.4m share -based awards, for a total of 260.5m shares outstanding. 23
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Thank You
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