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Disclaimer

By attending the meeting where this presentation is made, or by reading this document, you agree to be
bound by the conditions set out below. This presentation may not be reproduced (in whole or in part),
distributed or transmitted to any other person without the prior written consent of the Company. If this
presentation is handed out at a physical meeting or presentation, it should be returned promptly at the
end of such meeting or presentation. If this presentation is accessed in electronic form, you are reminded
that documents transmitted via this medium may be altered or changed during the process of electronic
transmission and consequently, the Company accepts no liability or responsibility whatsoever in respect
of any difference between the presentation distributed to you in electronic format and the hard copy
version available to you on request from the Company.

This presentation is not intended for distribution to, or use by, any person or entity in any jurisdiction or
country where such distribution or use would be contrary to local law or regulation. Failure to comply
with this restriction may constitute a violation of applicable laws. The Company does not accept any
liability whatsoever to any person in relation to the distribution or possession of this presentation in or
from any jurisdiction.

The information set out herein may be subject to updating, completion, revision and amendment and
such information may change materially. Neither the Company, nor any of its affiliates, its advisers,
directors, representatives or employees undertakes any obligation to update any of the information
contained herein. No representation, warranty or undertaking, express or implied, is or will be made by
the Company, its advisers or any other person as to the truth, accuracy, completeness, correctness or
fairness of the information or opinions contained in this presentation and any reliance you place on them
will be at your sole risk. Without prejudice to the foregoing, neither the Company, nor any of its affiliates,
associates, advisers, directors, employees or representatives accept any liability whatsoever for any loss
or damage howsoever arising, directly or indirectly, from the use of, or as a result of relying on, this
presentation or its contents or otherwise arising in connection therewith.

Certain statements in this presentation constitute, or may be deemed to constitute, forward-looking
statements, projections and information (including beliefs or opinions) with respect to the Company and
its subsidiary undertakings (the “Group”) that are based on knowledge and information available to the
Company at the date of preparation of this presentation. An investor can identify these statements in this
presentation by the fact that they do not relate strictly to historical or current facts. They include, without
limitation, statements regarding the Group’s future expectations, operations, financial performance,
financial condition and business. Such forward-looking statements are based on current expectations
and are subject to a number of risks, uncertainties and assumptions that may cause actual results to
differ materially from any expected future results in forward-looking statements.
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These risks and uncertainties include, among other factors, changing economic, financial, business or other
market conditions. These and other factors could adversely affect the outcome and financial effects of the
plans and events described in this presentation. All forward-looking statements contained in this
presentation are expressly qualified in their entirety by the cautionary statements contained or referred to in
this section. As a result, you are cautioned not to place undue reliance on such forward-looking statements.
Nothing in this presentation should be construed as a profit forecast. All views expressed are based on
financial, economic, and other conditions as of the date hereof and the Company disclaims any obligation to
update, revise or correct any forecast, opinion or expectation, or other forward-looking statement, to reflect
events that occur or circumstances that arise after the date hereof.

This presentation is for information only. This presentation does not constitute an offer, or solicitation of an
offer, for sale or subscription of, or solicitation of any offer to buy or subscribe for, any securities of the
Company, in any jurisdiction including the United States, nor should it form the basis of or be relied on in
connection with any contract or commitment whatsoever. It does not constitute a recommendation regarding
any securities. Past performance, including the price at which the Company’s securities have been bought or
sold in the past and the past yield on the Company’s securities, are not indicative and cannot be relied on as a
guide to future performance. Nothing herein should be construed as financial, legal, tax, accounting, actuarial
or other specialist advice. Persons needing advice should consult an independent financial adviser.

Any recipients of this presentation outside the UK should inform themselves of and observe any applicable
legal or regulatory requirements in their jurisdiction and are treated as having represented that they are able
to receive this presentation without contravention of any law or regulation in the jurisdiction in which they
reside or conduct business. The securities of the Company have not been and will not be registered under the
U.S. Securities Act of 1933 and may not be offered, sold or transferred within the United States except
pursuant to an exemption from, or in a transaction not subject to, the registration requirements of the U.S.
Securities Act of 1933.

In the United Kingdom, this presentation is being communicated only to and is only directed at those persons
who are: (i) persons having professional experience in matters relating to investments falling within Article
19(5) of the Financial Services and Markets Act 2000 (Financial Promotion) Order 2005 (the “Order”), or {(ii)
high net worth entities (or their representatives) falling within Articles 49(2)(a) to (d) of the Order, or (iii)
persons to whom it would otherwise be lawful to distribute the presentation.
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Who we are

About us

We are an exceptional B2B events
business.

We bring together global ecosystems
where our customers do business,
network and learn.

The two industries we serve are
Marketing and Financial Technology.

Financial
Technology ?

PUONS  yoney

Marketing

Key strengths

e Well-established
premium event brands

e \aluable, growing
markets with multiple
revenue streams

e Broad geographic spread:

customers in over
120 countries

e Highly attractive financial
profile

Ascential | Events - Capital Markets Day *Includes Price & Promotion, which serves retail customers (2022: £5m revenue)

Levers for growth

We have a clear strategy for organic
growth, through penetration

of new markets, geographical
expansion, pricing opportunities and
product innovation.
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Our markets

We serve two large, growing, disrupted global marketplaces

Global Advertising Global FinTech 229

Spend?, Sbn Revenues?, Sbn |~ cagR
6% |
CAGR

2023 2030 2023 2030

1 Group M, This Year, Next Year, Dec 2022: 6% CAGR 2023-2026 (extrapolated to 2030).

Ascential | Events - Capital Markets Day 2BCG and QED Investors, Reimagining the Future of Finance, May 2023.



Our business model: four key value streams
Multiple customer touch points, building upon events platform

Advisory
Insight Insight

Awards Delivering premium Setting the bar through Providing expert advisory services to

for global events that sit at benchmarking and create the conditions for creative
industry the heart of their industry = unlocking data and insight transformation and maximum
excellence and fuel connection, to raise it, accessed marketing effectiveness

business and learning through subscriptions

Ascential | Events - Capital Markets Day



Competitive positioning: why our
products are #1

We are the global standard for premium events

Category-defining
products and services

Unique proprietary industry
benchmark data

s
e | CANTAE
2\ Lows

Industry-leading customer
loyalty and advocacy

' . Actor and Entrepreneur Ryan Reynolds interviewed by Wendy Clark,
Ascential | Events - Capital Markets Day Global CEO, Dentsu International at Cannes Lions 2022




Diverse revenue streams

Increasing diversification over time

Not event
2016 driven 2%

Event driven
98%

@ Subscriptions @ Benchmark @ Delegates
@ Sponsorship

Ascential | Events - Capital Markets Day

2022

Not event
driven

33%

Event driven
67%

@ Subscriptions @ Benchmark Advisory
@ Delegates @ Sponsorship

10



Our journey to two world-leading brands
Clear long-term strategy to focus on fewer, larger events to drive growth and profitability

2010 2022

- Events #

£92m

£31m EBITDA £72m

Ascential | Events - Capital Markets Day 2010 data represents the EMAP Connect and Networks divisions. 11



Financial overview

A business of scale: strong growth, leading levels of profitability and low capital requirements

Revenue ! Adjusted EBITDA 123 Adjusted Operating Profit >3

£200m

£184m 6% =

£80m

£150m £60m

£60m

£100m £40m

£40m

£50m £20m

£20m

£0m £0m £0m

2019 2022 2019 2022 2019 2022

Il Marketing [ RFS Il Marketing W RFS Il Marketing W RFS

1 Excludes RWRC disposed of in December 2022

2 Adjusted EBITDA and Operating Profit is stated prior to share based payments and amortisation of acquired intangibles

3 Adjusted EBITDA and Operating Profit is stated prior to a share of unallocated PLC costs of £20.9m (2019: £17.3m) and PLC depreciation of £1.1m (2019: £3.5m)
Ascential | Events - Capital Markets Day



Revenue
Strong 10-year track record

Revenue growth profile (Em)

< +15% CAGR_>
200 | <7,
ME

150
Strong revenue growth
2019-2022: 6% CAGR.

100
Targets mid-high single digit
organic growth in the medium

%0 term.
0

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Ascential | Events - Capital Markets Day Revenue shown proforma for acquired businesses (Money20/20 acquired 2014, WARC acquired 2018) and excluding RWRC.



Profit
Strong 10-year track record

Adjusted EBITDA growth profile (£m)

+12% CAGR
80 + +

60 ==
Excellent levels of profit
Low-mid 30’s % EBITDA margin
. (after allocation of PLC costs).
20
0

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Ascential | Events - Capital Markets Day Adjusted EBITDA shown proforma for acquired businesses (Money20/20 acquired 2014, WARC acquired 2018) and excluding RWRC. EBITDA shown before PLC Costs

14



Strong cash flow fundamentals

&g

Net negative working capital position (2022)

Strong cash generation e
Structurally negative working capital, with
strong operating and free cash conversion 50 L 1 i E N E - Average:
targeting >100% and 70% respectively over £47m
the medium term. 25 I I I I
0 Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
[ Ny Capex (vs Revenue)
" ® .

4.0

Low capital needs
Primarily an organic growth model with 30
low capital needs and capex averaging at g

2-3% of revenue over the medium term. ' D>

0.0
2019 2022

Ascential | Events - Capital Markets Day 15



Highly attractive financial profile

Strong revenue growth

T o+
+ + +
EED_F
—=Z

Excellent levels of profit

Ascential | Events - Capital Markets Day

e

Strong cash generation

/ N
(©

Low capital needs

16



Medium-term targets

Averaging mid-high single digit per annum over the

Revenue growth medium-term

Standalone PLC costs c.50% of Ascential PLC

EBITDA margin after

Low - mid 30’s %
standalone costs

Capex c.2-3% of revenue
\§

Effective tax rate [ c.26-27%

Dividend policy and Leverage policy of the post-demerger Ascential Events to be confirmed

Ascential | Events - Capital Markets Day

17



Levers for growth - Organic

oogo 1. Penetration of existing

rl-WQP markets
I

| | e.g LIONS & WARC:
Revenue from media and technology

companies increased c.20% CAGR
2019-2022

3. Pricing opportunities

e.g. Investment in Money20/20:
Drives step change in revenue
(Sponsorship AOV up >70% vs
2019)

Ascential | Events - Capital Markets Day

2. Expansion into new
geographies

e.g. Money20/20 Europe:
Launched 2016, £24m revenue in
2022

4. Product innovation

e.g. LIONS Awards:
Successful pivot to digital
benchmarking for 2021

18



Levers for growth - Inorganic

P n
cﬁg 5. Bolt-on acquisitions < x 6. Adjacent markets
e.g WARC /N e.g Money20/20
Optimising marketing effectiveness - highly Entry into the Financial Technology
complementary to Lions’ creativity market.
benchmark.
£fm 250 £m g0
20.0 60.0
15.0
40.0
10.0 11.5
50 - 20.0 7.4
2018 2022 2014 2022
B Revenue [ EBITDA B Revenue [l EBITDA
Cash paid: ROI % Cash paid: ROI :
£24.2m 18% £82.8m 38%

Ascential | Events - Capital Markets Day !Return on Investment: operating profit /total cash consideration paid 19
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Marketing / Revenues
2022 Revenue

ZLIONS =

(including WARC £21m)

Ascential | Events - Capital Markets Day
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Marketing - LIONS

Simon Cook
CEO, LIONS
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LIONS / What we do

LIONS is the definitive global Benchmark and year-round destination for
everyone in the business of brand creativity.

Providing people with Events, Insight and Advisory services needed to drive
progress and growth through creativity.

For people, business and society.

Ascential | Events - Capital Markets Day
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LIONS / Milestones

. 8

ﬁ%%ﬂ e Iy oy 2018 2021

Global CMO Council Return of Awards in a
1954 1988 2007-9 2015 established digital format.
First Festival takes Eurobest _ Dubai Lynx, LIONS Innovation Re-Launch of Launch of LIONS
. . Spikes Asia launched bershi
place in Venice launched launched The Work membership
. ..... .. .......... .. ................ . . . . . . . .

1984 2014 2017 2018 2022

Festival permanently LIONS Advisory Acquisition of Return of
moves to Cannes LIONS Health launched WARC physical festival

launched
oo
Dj@ Entel_rl’tca)mfnent ‘:‘|:(L}‘I‘-E"_'H:, 090
Mmm

Iy launched 2020 Lf 1

Cannes Curated Launch of Lions
launched Live digital experience

2 =

i

Ascential | Events - Capital Markets Day



LIONS / Overview

A balanced revenue model

Not event driven

Sponsorship 57%

16%
Subscriptions
. 24%
Business model ’
Advisory
Delegates 5%
27%

Americas
54%
Geographic mix

Europe
31%

Ascential | Events - Capital Markets Day

Key Data (2022)

Qg Awards: > 25,000

Df@ Attendees: >11,000

Largest customer:
(A <89
% < 8 /0 of total revenue




LIONS / Customers

Global brand with broad customer base

Production
& Other 7%

Tech &
Media
12%

Top 4
Agency
Hold Cos
39%

69%
Agencies
Other
Agencies
30%

Ascential | Events - Capital Markets Day

Production
& Other 8%

Top 4
Agency
Hold Cos
27%

Tech &
Media
17%

54%
Agencies
Other
Agencies
27%

26



LIONS / How we make money

Delegates
Fee paid to enter Fee paid by ‘ , Fee paid by companies
creative work for the individuals to attend to promote their business
awards the festival at the festival
rT=T========== 1
Number of entries . Number of delegates | Number of companies
X Entry fee : X Pass price I X Fee paid
______________ |
Subscriptions Advisory
The Work: Intelligence platform Helping brands
powered by the awards 5%  Produce better, more

- effective creative work

WARC: Global authority on "= =====- i

: : ' Number of companies |
marketing effectiveness .
g : X Fee paid :

: Number of subscribers
I X Annual subscription
|

Ascential | Events - Capital Markets Day 27



LIONS / Customers

Established at the heart of the industry

Brands

We work with the world’s leading brands.

@ &

ey @ visa

mastercard

Ascential | Events - Capital Markets Day

Agencies

We work with 100% of leading advertising
and creative agencies.

OmnicomGroup

G

Interpublic Group

PUBLICIS GROUPE

Wieden

Kennedy+

1 1 AVJA T
1 I\ VI N\

* Edelman  SERVICEPLAN &2

Tech & Media

We work with the leading global media
platforms.

m N Alphabet

Meta NeTFLY  Foogle

amazon o' TikTok

Linkedffl Tencent

28



LIONS / Customer personas

Brands Agencies Tech and Media

Michel Doukeris Liz Taylor Claire Paull

Global Chief Global Chief Global Marketing

Executive Officer Creative Officer Director
ABInBev Ogilvy amazon

r"The Agency Network of the Year
award demonstrates our
commitment to creativity and our
desire to raise the creative bar, for

I “For our business, this is one of the
|

I

|

|

|

I our people, culture, talent and
|

|

|

I

|

|

most important gatherings of the
year, and there’s really nothing else
like it. It’s important for us to show
up and connect with customers
from around the world.”

i “Creativity and the number of
I'Lion wins feature in our annual
report and are now considered a
key metric for growth.”

clients.”

Michel Doukeris,

Global CEO, AB InBev Claire Paull,

Clobal Marketing Director, Amazon Ads

Liz Taylor,
Global Chief Creative Officer, Ogilvy

Ascential | Events - Capital Markets Day



LIONS / Our platform

Global destination for the creative marketing community

Advisory

Insight

Insight

BENCHMARK: EVENTS: INSIGHT: ADVISORY:
Access to year-round Community, learning, Year-round subscription On-going advice and
benchmarking & networking and inspiration to essential insight consultancy services
rankings platforms

30



LIONS / Proposition - The Lions Awards

The benchmark for industry excellence

The awards have constantly evolved to reflect emerging
trends within the creative industry and broader society.

2022

Creative Commerce Lions

2014 2016 2019

Entertainment Lions for Sport

Health & Wellness and Digital Craft Lions
Pharma Lions Recognising the rise of Creativity at the intersection of Addresses commerce, payment
A creative benchmark for the digital creativity culture, people to brands solutions and transactional journeys

healthcare industry

2015 2018 2021 2023

Glass: The Lion for Change Re-formatting of categories Creative Business Entertainment Lion for Gaming
Creative Work that challenges gender Transformation Lions Creative work that connects people to
Reinvention of operations and brands through gameplay

Creative eCommerce and Social
& Influencer Lions
Reflects shift to commerce and

community
31

stereotyping in branded communication
customer experiences

Ascential | Events - Capital Markets Day



LIONS / Proposition - Delegates

Unmissable event proposition for delegates with a range of entry points

Content Learning

Delegate pass types

Standard
€3,895 Digital
Future €299
€1,995

Platinum Gold Complete Young Lions Membership

“Fundamentally, marketing is a relationship business so the
festival allows us to reconnect and inspire each other in person
through conversations and connections. It's a creative boost.”

Kathleen Hall,
Chief Brand Officer
Microsoft

B o e e e o e e e e e M e e M M e mmm M M e M M M e Mmm M M e e M e e e e e

Networking Inspiration

Ascential | Events - Capital Markets Day 32



LIONS / Proposition - Sponsors

Strong brand engagement, with growth from major platforms

Sponsorship Revenue

£m
CAGR
7
2016 2022

REDDIT

EXPLORERS CLUB
EELOF o A complete offer:

Classic Event Inventory

Thought Leadership and Content Consultancy
Curated Programmes & Experiences

Real Estate / Yacht Pass / Corporate HQs

365 Integrated Partnerships

33



LIONS / Proposition - The Work

Insight & Intelligence platform powered by
the Awards benchmark

A single, digital destination for everyone in the business of
brand creativity for growth.

4.2
Revenue £m

2 LIONS

HOME

JANGSIVIN.U | LEARNING :: ADVISORY ::  INSIGHT

1.7

Assessment Talent - Capabilities .- Understanding
& Best Practice | & Culture Dl & Tools .+ &Forecast

2016 2022

Platform growth and expansion designed to bring the the full LIONS
‘ecosystem’ of products to market and create new entry points for a
diversified mix of customers across agencies, brands and media.

Ascential | Events - Capital Markets Day 34



LIONS / Levers for growth

. EVENTS:
i The Creative
s : ' Brand Marketer ,
Pass sy
R o EVENTS: [ _hiieelle ol | ==
. ' Cannes Ja =SIARAREE ) og/ ORISR, 2000000
Curated ]

- PRODUCT | | Hoiys USRI LT
_ INNOVATION '

o e
------------------------ | LIONS LIONS-Membership  /
: o v i Membership _
| (“/‘)‘:‘I‘.“I‘(;NS THE WORK . e oY
O, . ADVISORY: . - e e~ T e il
' LIONS Creativity Report |
Advisory k 2021
' BENCHMARK: CANNES LIONS AWARDS
""""""""""""" Entertainment Lion :
for Gaming

Ascential | Events - Capital Markets Day
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LIONS / Levers for growth

* PENETRATION

OF EXISTING
MARKETS

Ascential | Events - Capital Markets Day

Go further into
existing markets and
continue to attract and

retain top tier

customers

Introduce new
products and services
for new industry
verticals

Establish new
entry points for
new and existing

customer sets

HEALTH GAMING LUXURY?

LIONS LIONS LIONS
EVENTS INSIGHT ADVISORY



LIONS / Levers for growth

Ascential | Events - Capital Markets Day

Benchmark

TITANIUM

- Establish highly desirable
- accolades and

- benchmarks that drive

- personal, business and

- industry performance.

Events

PLATINUM
Pass

CANNES
Curated

SPONSORSHIP
AOV

1. Deliver high value

- delegate experiences.

- 2.0Offer curated concierge
* services

- 3.High average order

- value across sponsorship

Insight

ENTERPRISE

Subscription

‘Must have’

- Create must-have digital

- tools and resources that
- rely on the benchmark and :
- are viewed as essential in
- customer budget lines.

Advisory

TRANSFORMATION
Programme

‘Waiting List’

- Design bespoke creative
* consultancy underpinned
- by unique position in the

- market and brand equity.

37



LIONS / Key strengths

P ED Global # 1, market-leading brand, with 70 {? Benchmark and reference point for the
W
years of brand history. :[/i—) entire industry.

Strong financial profile, with multiple
levers for growth.

%\v Strong network effect, with deep

A\(_/ brand/ecosystem relationships.

‘\‘+
=N

- c/ ] High levels of customer satisfaction.

Ascential | Events - Capital Markets Day 38
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ASCENTIAL

Marketing - WARC

Paul Coxhill
CEO, WARC

-

SOZ

SOZ
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WARC / Who we are s e L

HOME > MEDIA > INTERACTIVE DATA

Interactive Data

Visualise, filter and export verified media data using the tools below.

Global, Advertising Spend, Q3 2022 (f)

marketing effectiveness.

(( mnagspenaoata ) WARC Media

We provide rigorous and unbiase

Daily average, hours:minutes
This chart shows WARC's global media consumption forecast for the current qua

across key media. Click ‘All Media Consumption Data' to filter demographics by age, sex,

evidence, expertise, guidance and
benchmarks to enable marketers to —

The top 10 Baby Product brands on Amazon

1 - Baby Products: distribution of top 50 brands by class
] a8 w 1 . T vy [P —
rive growth an Lo
u 3 Honest. #HONEST
. e

vent
Similac
The top performing brands in Q2: 1 The categ
5,42 H

"
erver and #3 Philips Avent toved into #4 rank after

Enfamil 5w w % o drove the higher rank

= The distribution of b
o DrBrown's B

vamasear £

Fruitof

The Loom !

Winning 709 | Leading(69:80)  Aveage(s9:50)  Lagoing (49-40)

Ascential | Events - Capital Markets Day



WARC / Milestones

1985

Founded

Ascential | Events - Capital Markets Day

@

2019

WARC for Brands
WARC for Media Owners
WARC Advisory

R

2021

WARC Awards for Effectiveness
benchmark launched Embedding data
into WARC offering through:

« Creation of Data Science capability
o Launch of new media planning

forecasts and benchmarks
Machine-learning translation of
warc.com into Mandarin, Korean

2018

Acquired by Ascential

&y

*
2020

International
growth plan:

e US team expansion
e APAC expansion
AdMap became
WARC Guides

2022

Launch of the Marketing
Effectiveness Platform with
4 subscriptions products:
WARC Strategy, WARC
Creative, WARC Media &
WARC Digital Commerce
Launch of WARC Academy



WARC / Overview Key facts

Growth through expansion of customer base

Business model

Subscribers:

c. 1,400

Advisory
10%

Subscriptions

90% s .
Subscriber retention rate:
> 95%
Geographic mix Customer type :
Locations
Government/

Education 8%

UK, US, Singapore

Americas
44%

Agency
46% Largest customer:

< 70/0 of total revenue

Europe
39% Brand

32%

Ascential | Events - Capital Markets Day




WARC / Key customers

Serving 1,400 companies in >100 countries

Brands Agencies Tech & Media

Over 450 customers. We work with 80% We work with over 600 agencies, 150 media owners globally, including 40
of Forbes’ most valuable brands including all major HoldCo networks of America’s largest networks/platforms

il dentsu  oMp OOMeta  Linked
UAEEZ:JW

Accenture Song J

y e TikTok

o E e

COLGATE-PALMOLIVE

|/
VI3CoOM wira

Certili

* Edelman Y A et
v ESri

PUBLICIS GROUPE

Ascential | Events - Capital Markets Day Not shown: ¢.200 Government and Education customers



WARC / Customer personas

Delivering trusted insight to the industry

Brands

—

Karine Roubaud
Chief Marketing
Officer

maZbDa

Challenges:

Develop in-depth knowledge of how
marketing is changing to upskill their teams
and deliver positive, measurable outcomes

“WARC helps us to stay aware of all :
the latest marketing trends. In the huge
variety of cases and content, you can :
always find insights that are supporting |
your pursuit of efficiency.” :
|
|
|
I

Karine Roubaud
Chief Marketing Officer, Mazda

Agencies

Hakon Preus
Chief Strategy
Officer

SCHJARVEN

Challenges:

Rapid intelligence on a category, audience or
marketing topic to validate strategies, client
pitch and growth ideas

“The broad selection of cases are :
insightful and inspiring, supported by |
relevant WARC content, which gives us :
a really solid strategic platform to [
develop our creative strategy. :
|
|
|
|

Hakon Preus
Chief Strategy Officer, Schjaerven

Tech and Media

Lachlan Kent
Chief Revenue
Officer

nnnnnnn

Challenges:

Trusted data to make the case for their
channel or inventory and demonstrate
impact on client business

“WARC continues to be a pivotal
resource for our strategy team,
enabling them to acquire both local and
global insights, trends and case studies
with ease. ”

Lachlan Kent
Chief Revenue Officer, Spark Foundry

Key customers: type, size and geography fully overlap with the LIONS’ base

Ascential | Events - Capital Markets Day
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WARC / Products & Services

Digital subscriptions delivering insights across verticals, supported by advisory business

WARC Strategy

WARC Creative

Maximising the
effectiveness of creativity
and transforming the
commercial impact of
marketing

Inspirational thinking,
putting insight and
evidence at the heart of
marketing decisions and
proving the business case

ADVISORY

e Team inspiration and category leading thinking, thought leadership and focus on delivering better business outcomes

e Upskilling for marketing teams, helping them keep pace with the latest trends and enhancing their marketing effectiveness, including elearning

Ascential | Events - Capital Markets Day
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WARC / Levers for growth

ik

1. Penetration of existing

markets

Under-penetration in the US and APAC
-> localised content, channel and
industry partnerships, regional sales
focus, new propositions

3. Pricing opportunities

Bundled packages to drive AoV
Auto renewal and RPI escalators

Ascential | Events - Capital Markets Day

2. Extension into adjacent

markets

The Marketing Effectiveness Platform
(“MEP”) designed to expand coverage,
use cases and audiences e.g. into Media
Planners, Creatives

4. Product innovation

WARC Digital Commerce, expanding
our offering to marketing e-commerce
planners

WARC Academy and elLearning to drive
further revenue from existing content
assets

47



WARC / New for 2023

New content stream at LIONS:

Creative Impact
A curated stream of content focusing on

creative effectiveness, in partnership with
LIONS.

DEI Hub

Featuring the latest best practice, new
research, expert guidance and case studies
to help marketers implement successful DEI
strategies.

Ascential | Events - Capital Markets Day

Academy offer and expansion into

eLearning

A portfolio of executive education
programmes, bespoke training and a first
fully online, cohort-based course on the
principles of marketing effectiveness.

Product innovation

New/enhanced data products across the
platform inc. automated advertising spend
forecasts, Search APl and a new
Portuguese-language site.

48



WARC / Key strengths
Clear, global # 1 in market, established
for over 35 years.

Industry thought leader with trusted
content and valued awards.

Ascential | Events - Capital Markets Day

High levels of customer retention,
AQOV growth, revenue resilience and
visibility.

Extensive runway for continued
growth, through product/market
expansion.
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WARC @M2020

A cross-fertilisation strategy:
leveraging WARC'’s content and
experts to drive delegate
engagement.

WARC will create a new stream of
content aimed at demonstrating the
power of brand and marketing to
drive growth in fintech.

Ascential | Events - Capital Markets Day

MONEY EUROPE
20/20  sivoam

I'M SPEAKING.
JOIN ME IN
AMSTERDAM.

Marketing on a Changing Frontier: CMO
Strategies to Succeed

MONEY EUROPE
20/20  sivoam

I'M SPEAKING.
JOIN ME IN
AMSTERDAM.

How to Build Brand Fame: Advice for Scale
Ups

ta Patel

2 Advisory Lead, EMEA

WARC

~ David Tiltman
~ SVPContent

- WARC
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Money20/20 / Revenues

2022 Revenue

MONLEY on
20/20

Ascential | Events - Capital Markets Day Retail and Financial Services segment revenue also includes Price & Promotion, which serves retail customers (2022: £5m revenue)



Money20/20 / 'W IEXL)(c{oTmMTIEN u
What we do |

We serve the Financial Technology
industry - and the broader ecosystem
of money.

We drive progress, growth and
success through creating connections,
driving deals, presenting new ideas
and generating fresh insights. We
deliver all this at pace and with fun.

As The Economist says,
“Money20/20 is the place where the rocks
fintech come to cut deals and court investo

Ascential | Events - Capital Markets Day 54



Planned Meetings

Money20/20 /
Where Money does
business

Connections Lounge

Serendipity

! [6"NECT|°NS

UNGE

Ascential | Events - Capital Markets Day




Moneyz 0/20 / Netwo rk effeCt L€ Everybody is here and every year it's getting bigger and bigger’

Success breeds further growth Q@ string ‘ AnnclEeE
ounaer

1
L€ Money20/20 is basically the finest fintech meetup | have
Attracts ever been to in the world. It attracts people from all over.
atterll:.i;:s and It feels like a family.”
exhibitors
5 from the whole 2
Megan Caywood
ecosystem ¥BARCLAYS ‘ Chief Product Officer
Attracts
Growing media d(.Z-suite ; Money20/20 is a pretty unique event — few others can
attendance GL |enﬁe GlL guarantee the same concentration of senior leaders from the
Speakers FinTech community, in one city at the same time, with a single
w o N EY goal: to do business. There's no doubt in my mind that meeting
° customers and prospects face to face is key to building
20/20 long-lasting relationships and creating more value."
@OpenPayd Michael Treacy-
Head of Marketing, OpenPayd
4 Provides a Attracts a large 3
platform number of
for new product start-ups and
and partnership early-stage
announcements companies and

investors

Announcements Media attendee

Ascential | Events - Capital Markets Day




Money 20/20 / Milestones

{ﬂﬁb

Ascential | Events - Capital Markets Day

Ry

i @

2016 2018

Europe launched in Europe moves to

Eh
=2
2021

US and Europe

Copenhagen Amsterdam. return
Launch of Asia
® @ @ @ @ ®

2017

Meeting technology
introduced

L

5

2020 2022

No events held
Money20/20 reimagines
the product

US and Europe exceed
2019 attendee levels

O O

0 ChE]
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Money20/20 / Overview

A balanced revenue model

Business model

Sponsorship
56%

Delegates
44%

Geographic mix
Asia 6%

Customer type

Other?
22%
Europe
329% Payments
) 31%
Americas
62% Data/Al 3%
Prof. Services
Blockchain & Software
Crypto 6% 15%
Banking
15%

Ascential | Events - Capital Markets Day 1Security, Lending, Regulation

Key Data (2022)

USA attendees

> 13,000

Europe attendees

> 7,500

Sponsorship customers

> 800

Meetings

> 27,000

Largest customer:

< ZOA) of total revenue




Money20/20 / How we make money

44%

Ascential | Events - Capital Markets Day

Delegates
Fee paid by individuals
to attend the event

Average pass price

X Delegates

Sponsorship

Fee paid by companies to
promote their business at the
show (includes activations,
stands and meeting facilities)

Average order value

X Companies
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Money20/20 / Attendees

Serving a complex industry in a global, growing end market

h‘ Adobe
amazon  Google

%S Chainalysis
coinbase

FALCONYX
== Microsoft 4] Fireblocks.
*§ripple 4
T l’ (@) CIRCLE %
temenos ruilioo )

6 Spotify" ”8‘

1
Walmart-’-:

FDIC FInra

NEW YORK Office of the
I Sl <> Sunmptiolier of 6 Gliecy

SoRy
éf %’;
s

@2 salesforce
NVIDIA.

Zeta

. ABN-AMRO Q“y
. THE MONEY20/20
BANK OF AMERICAZZ ) BARCLAYS COMMUNITY adyen

[ BN PaRIBAS Cabﬁa};;ne chime

. AMERICAN]
Lo Airwallex [EXprtss

DISCOVER
o 1l G

Q¢ GALiLEO . “\\II

mastercard NIUM

Pany .
C|t| X¢Citizens Bank- X SREDITACRIGLE

Qprsec 8 ING B

JPMorgan KeyBank &=

ANDREESSEN
HOROWITZ

array
C< CREDIT KUDOS
EQUIFAX’ E:e'xperion.

FICO lendio
X qonto SoFi 8

T BainCapital  CItl VENTURES

COMMERZ

VENTURES  (5neverors P PayPal B Square  stripe

Transterwate  VISA
TwWire

Q SoFif  § s

Rabobank &

ssssssss

TRUIST fBH

@ SEQUOIA =
TransUnion

Ascential | Events - Capital Markets Day

We do business with

18/20 top US
banks and 16/20
largest fintechs

1850 attendees

from startups




Money20/20 / Customer personas

Appeal throughout the fintech community

Chair/CEO Incumbent Chair/CEO Insurgent CEO Founder - Venture Capital
Start-up
Ana Botin Jason Fe_1temeh Angela
Gardner Nikayan Strange
Lamiashvil
Executive Chair of Founder and Executive Co-founder General Partner
Banco Santander, S.A Chairman, Marqgeta Rivero
andr%.?ssen.
orowitz

& Santander ») MARQETA Rivero

"Money?2 0/20 gives you the "Money20/20 was the first conference we've ever done. We're
Cltle RSl oeieln _t“”’tV to connect talking early days...today, we have massive scale, we have lots of
with companies and people th?t great customers, we're a $4.3 billion company. So, the journey
you usuall’)'/ would not see, all in has been pretty special for us at Money20/20. We do it every
one place. year and it's nice how we've grown together."
Ana Botin Jason Gardner

CONNECT INSPIRE INFORM

Ascential | Events - Capital Markets Day

Partnerships and
Business Development

Richard
Harris

SVP, Sales (APAC)

feedzcﬁ'

"We do a huge amount of
business at Money20/20.
We've signed contracts on the
exhibition floor."

Richard Harris

AMPLIFY
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Money20/20 / Levers for growth

01 Product innovation
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Money20/20 / Levers for growth

s =

----iau .:L.l -] .-l .....

02 Geographical expansion
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Money20/20 / Levers for growth

03 Digital innovation

M ONEY20/20
ONNE(

YOUR ULTIMATE
MONEY20/20 SHOW
COMPANION

NETWORK, NAVIGATE, LEARN
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Spotlight on Asia - launching 2024 Outpacing even the US with 2

27% growth rate, APAC will

become the world’s top fintech
Global Fintech Revenue Growth by Region, 2021- 2030 market by 20302,

Growth multiple (X)
2030 revenues! ($B)

North America

4x

520

Y
Africa

13x

65

" BCG - Global FinTech Report 2023
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Money 20/20 / Key strengths

¥>ED W
_ ¥7 ~%r Focal point for the entire industry,
N ]K_\ Clear, Global # 1 brand in the market. ]/j where business gets done.

@

Strong network effect, with deep 47 Multiole L ‘ ti d th
brand/ecosystem relationships. "HHH HEHIPRe VTS Tor o= 19

m High levels of customer satisfaction.

Ascential | Events - Capital Markets Day
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Closing rems

Philip Thomas =~
\\k/
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Key strengths
potetn
f Market leading, long established
products.

Significant competitive moats.

m High levels of returning customer
revenue.

Ascential | Events - Capital Markets Day

2

15

Sets benchmark for product quality.

+

+.7 .
P ”H Multiple levers for growth.

@ Highly attractive financial profile.
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Speaker biography

Philip Thomas
Ascential Intelligence & Events
CEO

Ascential | Events - Capital Markets Day

Philip Thomas is Chief Executive Officer of Ascential Intelligence & Events, which
comprises LIONS, WARC, WGSN, Money20/20 and Price & Promo. He is also
Chairman of LIONS, having been CEO of Lions Festivals for ten years between 2006
and 2016.

He began his career as a journalist, working on national and international magazines
and newspapers, and editing Empire, the UK’s biggest-selling movie magazine, before
moving into publishing and becoming Managing Director of FHM worldwide, launching
the iconic men’s magazine in more than 30 countries.

He was appointed Managing Director of Emap’s Australian and South East Asian
division, based in Sydney for three years, before returning to the UK and being
appointed Chief Executive Officer of Lions Festivals.

Philip is Chair of Media Trust and was cited as one the Agents of Change for Gender
Equality by the UK’'s Management Today magazine. In 2022, Philip was awarded an
IPA Honorary Fellowship in recognition of his outstanding contribution to the
advertising industry.
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Speaker biography

Mandy Gradden
Ascential
CFO

Ascential | Events - Capital Markets Day

Mandy Gradden joined Ascential as CFO in January 2013. As part of her role,
Mandy manages all Group financial reporting and leads the investor relations,
central finance, legal and procurement teams. Mandy also works closely with the
CEOs and finance leaders within the business operating units.

Before joining Ascential, Mandy was CFO at Torex, the privately held retail
technology firm, and was a key member of the team that managed the successful
turnaround and sale of that business. Prior to that, she was CFO at the FTSE 250
business and technology consultancy, Detica Group plc, where she was
instrumental in managing the company's growth during her six-year term.

Earlier, she was Director of Corporate Development at Telewest Communications
and Group Financial Controller at Dalgety. She began her career at Price
Waterhouse, where she spent eight years and where, in 1992, she qualified as a
chartered accountant.
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Speaker biography

Simon Cook
LIONS
CEO

Ascential | Events - Capital Markets Day

Simon Cook is the Chief Executive Officer of LIONS. He has worked in the
branded communications industry and at LIONS for over 15 years.

He began his career in creative agencies before joining the business. During his
tenure with LIONS he has spearheaded the creation and introduction of more
than two thirds of the Lions awards.

More recently, Simon has expanded the LIONS business which now provides
year-round insight, intelligence and advisory services beyond its flagship event,
Cannes Lions, the International Festival of Creativity. He founded the Global
Chief Marketing Officers’ Growth Council and The Lions Scholarship, a career
acceleration programme for underrepresented talent from around the world.

Simon is deeply passionate about the work and is a tireless advocate for creative
marketing excellence that drives business performance.
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Speaker biography

Paul Coxhill
WARC
CEO

Ascential | Events - Capital Markets Day

Paul has led WARC since it was acquired by Ascential in 2018, during which time
he has also led the development of the Lions digital strategy, including launching
The Work, the Lions Intelligence subscriptions platform.

Prior to this, Paul was CMO for WGSN, leading the marketing, CRM, subscription
management, insight and client management teams for the business and
delivering the successful integration of the Stylesight proposition after that
business was acquired in 2013. Paul’s first role in Ascential was as Digital
Marketing and Insight Director for the Group, embedding best practice and
capability across the organisation.

Prior to Ascential, Paul was Marketing Director at online payments scale-up
Ukash, part of the executive team that created an award-winning business across
6 continents (now part of Paysafe Group). Additionally, Paul has 13 years of
blue-chip Marketing experience with Barclays in the UK and South Africa across
all aspects of the marketing, customer strategy, and proposition spectrum.
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Speaker biography

Tracey Davies
Money20/20
CEO

Ascential | Events - Capital Markets Day

Tracey Davies has been at Ascential for 15 years, where, prior to Money20/20,
she led Retail Week, overseeing its transition from print to digital, including
the launch of its first digital intelligence product, as well as leading its
conference and awards events.

As president of Money20/20, in 2016 she relocated to New York to work
closely with the founders, overseeing the full integration of the business into
Ascential. Subsequently, she has led the business’ geographical expansion
and, more recently, its strong return from Covid.

Tracey is the founder of Rise Up, an accelerator programme that takes place at
Money20/20 to support the increase of women in senior roles in the financial
services and Fintech industries globally. According to FinTech magazine she is
one of the top 100 women in the industry globally.
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Speaker biography

Scarlett Sieber is Chief Strategy and Growth Officer for Money20/20. She has
a decorated career spanning financial services and technology, including
BBVA. She is a senior advisor to NASA and a regular contributor to Forbes
and The Financial Brand.

Scarlett has just published the definitive book on Embedded Finance,
published by Wiley to critical acclaim. She has won many plaudits in her
career including being named "The 100 Most Influential Blockchain Women"
by RichTopia.

Scarlett Sieber
Money20/20
Chief Strategy & Growth Officer
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