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Third Quarter 2005
Summary

• Reported revenue growth up over 26%. On a constant 
currency basis, revenues up almost 23%, primarily reflecting 
strong organic growth and the inclusion of Grey Global Group 
(“Grey”). Reported growth was above the constant currency 
growth primarily due to the strength of the dollar and euro.

• Like-for-like growth up almost 5%. 

• Double digit growth, in constant currency, across all sectors 
other than information, insight and consultancy reflecting the 
de-consolidation of AGB following the formation of the joint 
company in television audience measurement with AC 
Nielsen.

• Geographical pattern of revenue growth varied, with growth in 
North America and Europe reflecting the impact of Grey.
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Third Quarter 2005
Revenue by Discipline: Third quarter

               Revenue    
 2005 2004 % Change 
 £m £m Reported Constant 

Currency¹ 
Like-for-

like² 

      
Advertising, Media Investment 
 Management 

 
648.3 

 
479.9 

 
35.1 

 
30.8 

 
3.6 

 
Information, Insight & Consultancy  

 
203.5 

 
195.6 

 
4.0 

 
1.5 

 
7.1 

Public Relations & Public Affairs 134.1 112.5 19.2 16.5 4.5 

Branding & Identity, Healthcare and 
 Specialist Communications 

 
362.5 

 
279.6 

 
29.6 

 
26.6 

 
5.7 

      
Total 1,348.4 1,067.6 26.3 22.8 4.8 

 

¹ Constant currency revenue growth excludes the effect of currency movements

² Like-for-like revenue growth excludes the effect of currency movements and the impact of acquisitions
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Third Quarter 2005
Revenue by Discipline: Year to Date

               Revenue    
 2005 2004 % Change 
 £m £m Reported Constant 

Currency¹ 
Like-for-

like² 

      
Advertising, Media Investment 
 Management 

 
1,833.0 

 
1,416.6 

 
29.4 

 
27.6 

 
5.1 

 
Information, Insight & Consultancy  

 
591.0 

 
532.0 

 
11.1 

 
10.0 

 
6.8 

Public Relations & Public Affairs 385.9 334.1 15.5 15.4 5.5 

Branding & Identity, Healthcare and 
 Specialist Communications 

 
1,006.0 

 
810.5 

 
24.1 

 
23.5 

 
5.6 

      
Total 3,815.9 3,093.2 23.4 22.2 5.5 

 

¹ Constant currency revenue growth excludes the effect of currency movements

² Like-for-like revenue growth excludes the effect of currency movements and the impact of acquisitions
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Third Quarter 2005
Advertising, Media Investment Management

• Constant currency revenue growth almost 31%, largely as a 
result of the acquisition of Grey Worldwide. Like-for-like 
growth almost 4%.

• This sector performed well with strong organic growth in 
Media Investment Management. 

• UK, Asia Pacific, Latin America, Africa and Middle East all 
showed above average growth. 

• Acquisitions in the US, Australia and Russia completed 
during the quarter.
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Third Quarter 2005
Information, Insight and Consultancy

• Constant currency revenue growth up over 1%, largely 
impacted by the de-consolidation of AGB in 2005. Like-for-
like growth up over 7%. 

• Strong organic growth from Millward Brown, Kantar Media 
Research, IMRB, Ziment, Lightspeed, Management 
Ventures and Glendinning.

• Above average growth in North America, Latin America, 
Asia Pacific and Africa.

• M:Metrics (USA) investment completed.
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Third Quarter 2005
Public Relations & Public Affairs

• Constant currency revenue growth over 16%, partly as a result 
of the acquisition of GCI. Like-for-like growth over 4%. 

• Strong performances at Burson-Marsteller in Latin America 
and Asia Pacific, Hill & Knowlton in Asia Pacific, Cohn & Wolfe,
Penn Schoen Berland and Ogilvy PR in the USA.

• Acquisitions completed in USA and China.
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Third Quarter 2005
Branding & Identity, Healthcare and Specialist 

Communications

• Constant currency revenue growth up almost 27%, largely 
driven by the acquisition of Grey Synchronized Partners. 
Like-for-like growth up almost 6%.

• Strong organic growth in direct, internet and interactive at 
OgilvyOne, rmg:connect and Wunderman, in healthcare at  
Grey Healthcare, and in branding and identity at Landor, 
Enterprise and Fitch.

• Geographically, strong growth in the USA and Latin 
America.
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Third Quarter 2005
Revenue by Region: Third Quarter

               Revenue    
 2005 2004 % Change 
 £m £m Reported Constant 

Currency¹ 
Like-for-

like² 

      
 
North America 

 
539.3 

 
416.9 

 
29.4 

 
26.4 

 
4.3 

 
UK  

 
204.5 

 
186.5 

 
9.7 

 
9.7 

 
3.0 

Continental Europe 333.4 262.0 27.3 24.7 3.1 

Asia Pacific, Latin America, 
 Africa & Middle East 

 
271.2 

 
202.2 

 
34.1 

 
25.1 

 
9.5 

      
Total 1,348.4 1,067.6 26.3 22.8 4.8 

 

¹ Constant currency revenue growth excludes the effect of currency movements

² Like-for-like revenue growth excludes the effect of currency movements and the impact of acquisitions
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Third Quarter 2005
Revenue by Region: Year to Date

               Revenue    
 2005 2004 % Change 
 £m £m Reported Constant 

Currency¹ 
Like-for-

like² 

      
 
North America 

 
1,512.7 

 
1,226.8 

 
23.3 

 
24.2 

 
5.3 

 
UK  

 
593.4 

 
529.9 

 
12.0 

 
12.0 

 
2.8 

Continental Europe 995.8 786.3 26.6 23.9 3.7 

Asia Pacific, Latin America, 
 Africa & Middle East 

 
714.0 

 
550.2 

 
29.8 

 
25.3 

 
11.4 

      
Total 3,815.9 3,093.2 23.4 22.2 

 
5.5 

 

¹ Constant currency revenue growth excludes the effect of currency movements

² Like-for-like revenue growth excludes the effect of currency movements and the impact of acquisitions




