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PUBLICIS GROUPE THIRD QUARTER REVENUES
GROWTH INCREASES WITH PICK-UP IN US, ASIA ;
MARGIN OBJECTIVES CONFIRMED

Highlights at Third Quarter, 2003:
» Organic Growth : +2%

= Significant Growth in North America and Asia,
with signs of recovery in Latin America

= Net New Business hits $600 Million
Margin Objectives confirmed

Paris, November 13, 2003—Consolidated revenues of Publicis
Groupe reached 2.79 billion euros at Sept 30, 2003, compared to
1.77 billion euros during the same period last year, an increase of 58
per cent. The strong increase is due to the consolidation of
revenues of Bcom3 acquired at the end of September, 2002.

Organic revenue growth (at constant exchange rates and scope of
consolidation) grew by 0.8 per cent during the first nine months of
this year. The pace of organic revenue growth is accelerating.
Organic growth during the third quarter was +2 per cent. It was at
+1.6 per cent during the second quarter and had been at negative
1.2 per cent during the first quarter of the year.

In addition to new business won, Publicis Groupe effectively benefited
from the improvement in the global advertising market, powered by the
recovery evident for the past several months in North America and in the
Asia-Pacific region. There are also encouraging signs in the European
market, with relative improvement in Spain and of stabilisation in
Germany, although the European marketplace as a whole remains in
negative in terms of organic growth, notably in France.
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In Latin America, the noticeable improvement in several markets during
the third quarter made up for a decrease in Brazil.

Publicis CEO Maurice Levy commented:

« During the third quarter, the global advertising market continued to
improve, thanks to confirmed growth in North America, in the Asia-Pacific
region, and through a slight recovery in Latin America. On the other hand,
the situation in Europe remains a concern and, if the German market
seems to be stabilizing, several significant European markets still remain
difficult. The year 2003 should nevertheless provide us with the first year
of growth in the advertising market for three years. »

«For 2004, the simple continuation of current trends, supported by the
U.S. presidential election and the positive effects of major sports events
(the Olympic Games and the Euro 2004 soccer championship) should
create conditions for a good advertising year. On the other hand, there is
continuing uncertainty as to the importance and timing of the European
recovery. »

«This outlook should help Publicis Groupe, given its structural
advantages : more than 60 per cent of its revenues are generated outside
of Europe and 77 per cent of its revenues are concentrated on
advertising and media, with a portfolio of clients featuring the leaders in
their national and international markets. It's also important to note that
Publicis Groupe will start the year 2004 after a good year of new
business won. We confirm that, barring any unexpected event, we should
be able to achieve 15 per cent in operating margin for the second half of
2003. Our ambition is to achieve 15 per cent operating margin for the
whole of 2004. »

Revenues at September 30, 2003 by geographic region:

In millions Organic Total
of euros growth growth
Europe 1,079 -3.6% +37.6%
North America 1,290 +2.6% +70.5%
Asia-Pacific 264 +9.8% +91.1%
Latin America 106 +1.5% +79.1%
Other regions 49 +9.1% +89.0%
Total 2,788 +0.8% +58.0%
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Third quarter revenues by geographic region:

In millions Organic Total
of euros growth growth
Europe 345 -3.3% +35.7%
North America 426 +4.1% +66.9%
Asia-Pacific 92 +9.9% +80.9%
Latin America 39 +7.9% +77.6%
Other regions 16 +8.5% +101.9%
Total 918 +2.0% +55.8%

Billings:

Consolidated billings for Publicis Groupe at September 30, 2003 reached
22.9 billion euros, compared to 14.6 billion euros for the same period of
2002, an increase of 57 per cent. This growth is due to the integration of
the activities of the former Bcom3 group.

New business:

In the third quarter of 2003, Publicis Groupe experienced once again
strong activity in winning new business. The amount of net new business
won by all networks of the Groupe in the third quarter rose to $600 million
(515 million euros), This figure includes the loss of the global Philips
account and of Carrefour in France. This brings to $2.7 billion (2.3
billion euros) the total net new business won during the first three
quarters of the year, of which nearly 60 per cent is in advertising.

Highlights of new business won during the third quarter:

Publicis Worldwide:

Minute Maid worldwide (outside of the US), Canada Post and Hitachi in
Canada, Sara Lee / Deli/Meat/Cheeses in the US, Deutsche Telekom
(Corporate) in Germany, Fortis (Corporate) in the Netherlands and
L’Oréal/Garnier in India.

Leo Burnett:
Canon in Australia, Mobinil in Egypt, McDonald’s in Indonesia, Petronas
Dagang in Malaysia and Uni/President in Taiwan.
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Saatchi & Saatchi:

The International Olympic Committee worldwide (outside of the US),
Emirates Airlines in Europe, Danone in Asia, several Toyota accounts in
the U.S. including that of the New York Dealers’ Association, Procter &
Gamble/Pharmavite in the US, Deutsche Telekom/T-Com in Germany.

Fallon:
Subway globally, Simon Malls and David & Busters in the US, Citibank in
Asia and Sony (concept retail store and QRIO) in Japan and in China.

Kaplan Thaler Group:
Pfizer/ Zoloft in the US.

ZenithOptimedia Group (media counsel and buying):

LVMH in Asia, Wyeth (ext.) in the US, Canada Post in Canada,
Cadbury/Wedel in Poland, the Spanish government, JianLiBao in China,
Procter & Gamble in Vietnam, Goodman Fielder in New Zealand,
Westfield in Australia and Leapfrog in the UK.

Starcom MediaVest Group (media counsel and buying):

Procter & Gamble, Debitel and General Motors/Cadillac in Germany,
Avon, British Telecom (extension), Scottish Power, Barclay Card in the
UK, Tele2 in France, Ramenka in Russia, Cyfra Plus in Poland, Stivoro
and British Telecom in the Netherlands.

SAMS (specialized agencies and marketing services):

» Frankel: Several Coca-Cola accounts as well as London Fog in the
Us.

» Manning Selvage and Lee: extensions accounts with Procter &
Gamble, Philips and Kratft.

Publicis Groupe (Euronext Paris: 13057, NYSE: PUB) is the world’s fourth largest
communications group, as well as world leader in media counsel and buying. Its
activities span 109 countries on six continents.

Groupe activities cover advertising, through three autonomous global advertising
networks: Leo Burnett Worldwide, Publicis Worldwide, Saatchi & Saatchi Worldwide, as
well as through its two multi-hub networks Fallon Worldwide and Bartle Bogle Hegarty,
49%-owned ; media counsel and buying through two worldwide networks
ZenithOptimedia and Starcom MediaVest Group; marketing services and specialized
communications including direct marketing, public relations, corporate and financial
communications, multicultural and healthcare communications.

Web sites: www.publicis.com and www.finance.publicis.com
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