The Gross Prophets
Omnicom (OMC)




History

1928: the George Batten Company joined with BDO to form
BBDO

1939 -1945: BBDO gained a number of important non-
institutional accounts

1959: expand internationally for the first time

1986: Formation of Omnicom
1991: Revenues of $1.2 B

1997: as Fortune magazine's most respected advertising
group




Recent News

2014: Ended merger talks with Publicis
2015: Proctor & Gamble switch to Omnicom
2017: 2" Largest Advertiser in the world

Q3 had organic growth of 2.8%




Acquisitions

Perceptive
leading customer-intelligence agency

Verve Search
multilingual SEO strategy leader

Mobile Strategy
focuses on mobile CRM/loyalty, mobile commerce

Lucky Generals
Creative Agency




Business Overview

Market Cap $16.3 Billion
74,000 employees
2"d largest ad holding company

Over 5,000 clients in more than 100
countries




Business Segments




Business Segments

Advertising
Public Relations
Customer Relationship Management

Specialty




Revenue by Discipline




Advertising

Broadcast
' Bill
Print and Cable illboards

Online Social .




Customer Relationship
Management

Managing relationships with current and
potential customers

Organizational communications

Financial/Corporate business-to-business
advertising

Recruitment communications




Public Relations

Crisis communications
Brand Consultancy
Multi-cultural marketing

Reputation consulting




Specialty

Instore Design

Environmental
Design

Database
Management




Revenue

International

United States




Revenue by Region

: ~ Africa Mideast
Latin America oy

3.1%




Subsidiaries

250+ Subsidiaries
BBDO Worldwide
DDB Worldwide
Omnicom Media Group

TBWA Worldwide




BBDO Worldwide

Most recognized subsidiary

Largest agency in Omnicom




DDB
Worldwide

Online
Videos

Social Media




Omnicom Media Group

Media service
division

Full service
media
nhetworks

Global
Advertising




TBWA Worldwide




Revenue by Industry




Clients

NORDSTROM




Shift in Advertising

More focused on brand than product
Cable Cutting

Not as many people watching live TV
Younger Generations on Internet

Cellphones are now computers













Advertising cost per 1,000 People




Growth

Google and Facebook control 76% of internet
advertising growth

More Efficient by online advertising

Can track what you search so it can be
specific what to advertise

Emerging markets (15% of revenues)




Growth Rates in 2016

Organic Growth 3.5%

North America 1.6%
Europe -1%
Latin America 28.4%

Asia Pacific 4.1%




Risk

Loss of Large Customers
100 Largest Clients account for 52% of Revenue

Currency Exchange Rate Fluctuations

44% of Revenues are international; Reduced
revenues by 2% in 2016

Government Regulation

In house advertising




Competitive Advantage

Intangible Assets
Reputation

Multilingual
Data

Switching Cost
Consolidation

One-stop shop




Qualitative Analysis




M

Value

Low Threshold

Gross Profit Margin
% SGA
% R&D
% Depreciation
Interest % of OP
Met Profit Margin
Current Ratio
Obligation Ratio
Adj. Debt to
Shareholder Equity
Return on Equity
Return on Capital
Dividend Payout
Ratio
Preferred Stock
Capital
Expenditures
Met Earning Trend

Retained Earnings
Trend

18.10%
16.17%
MNfA
10.27%
10.33%
7.72%
4.54
4.60

4.22

46.93%
15.89%

43.83%
MNone
14.61%
Up

Up
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2011 2012 2013 2014 2015

Year

Bought back 29% Shares
outstanding




Over 50% of Treasury Stock
was retired in 2016







Dupont Historical




Industry Breakdown




DuPont Competitors




Debt

@ Debt ® Preferred ® Convertible Circle size determined by issue amount
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2018 2019 2020 2021 2022 2023 2024
Amount | Credit Coupon Type Yield to
Name Maturity Date S(Mil) | Quality Price Coupon % | (Fixed/Floating) Callable Rule 1444 Maturity %
Fe
Omnicom Grp 6.25% 07/15/2019 500.0 Middle 117.3 6.250 Fixed Yes Mo 2.35
Omnicom Grp 4.45% 08/15/2020 1,000.0 Middle 107.9 4,450 Fixed Yes Mo 2.94
Omnicom Grp 3.625% 0s/01/2022 1,250.0 Middle 101.6 3.625 Fixed Yes Mo 3.37
Omnicom Grp Cv 02/07/2031 350.0 High --- 0.000 Zero Yes Mo ---
Omnicom Grp 1444 Cv 02/07/2031 350.0 Middle --- 0.000 Zero Yes Yes ---
Omnicom Grp 1444 Cv 02/07/2031 350.0 High --- 0.000 Zero Yes Yes ---
Omnicom Grp 0270772031 1.000 --- --- 0.000 Zero --- Mo ---
Omnicom Grp Cv 02/07/2031 0.100 High --- 0.000 Zero Yes Mo ---
Omnicom Grp 1444 02/07/2031 ——- e --- 0.000 Zero --- Yes ---
Omnicom Grp 1444 Cv 07/31/2032 900.0 Middle --- 0.000 Zero Yes Yes ---




ValueBands


































Discounted Cashflow




DCF- Default










Conscious Investor




Conscious Investor — 10 Year




Conscious Investor — 6 Year




Conscious Investor — 3 Year




Conscious Investor - Default Safety
6 Year

Cut P/E by 27%
Cut Growth by 48%

Cut Payout by 62%




Conscious Investor - Kill it

Cut P/E by 35%
Cut Growth by 46%

Cut Payout by 73%




Conscious Investor - Kill it Again

Cut P/E by 40%
Cut Growth by 61%

Cut Payout by 78%




Intraportfolio




Price / Earnings




Price / Sales




Price / Free Cashflow




Enterprise Value / EBIT




Return On Equity




Return on Invested Capital




Conclusion

Intangible Assets
Switching Cost
Consolidation
One-stop shop

Undervalued







Recommendation

Market order

Current Price $72.26




Questions?




Why OMC vs. WPP

WPP lower ROE/ROC

Don’t buy back shares
Stock Options

No organic Growth

FX and lower taxes, which is why Net Margin
looks better







