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Item 8.01 Other Event.

On March 2, 2009, The Interpublic Group of Companies, Inc. presented at the Deutsche Bank 17th Annual Media & Telecommunications
Conference. A transcript of the presentation is attached hereto as Exhibit 99.1 and incorporated by reference herein.

Item 9.01 Financial Statements and Exhibits.

Exhibit 99.1: Presentation dated March 2, 2009 (filed pursuant to Item 8.01).




SIGNATURES

Pursuant to the requirements of the Securities Exchange Act of 1934, the registrant has duly caused this report to be signed on its behalf by the

undersigned hereunto duly authorized.

Date: March 2, 2009

By:

THE INTERPUBLIC GROUP OF COMPANIES, INC.

/s/ Nicholas J. Camera
Nicholas J. CameraSenior
Vice President, General Counsel
and Secretary




Exhibit 99.1

March 2, 2009

Thiz investor presertation containg forwsard-looking statements. Statements in this investor presentation that are not historical facts,
including statemerts about management's beliefs and expectations, constiute foresrd-looking statements. These statements are
based on current plans, estimates and projections, and are subject to change bazed on a number of factors, including those outline d
in our mast recert Annual Repott on Farm 10-K under kem 14, Risk Factors. Forward-looking statements speak only as of the date
they are made, and we underttake no obligation to update publicly any of them in light of nes information or future events,

Farward-looking statements invalve inherent risks and uncertainties. & number of importart factors could cause actual resuts to
differ materially from those cortained in any foresard-looking statement. Such factors include, but are not limited to, the following:

»  potential effects of aweakening economy, for example, onthe demand for our adverizing and marketing services, on our
clierts' financial condition and on our buzinezs or financial condition;

our akility to attract nesy clients and retain existing clients;
our akility ta retain and sttract key employees;

tizkz azzocisted with azsumptions we make in connection with our crfical accounting estimates, including changes in
azsumplions azsocisted with any effects of aveeakened economy;

potential adverse effects if we are required to recognize impair ment chardes or cther adverse accounting-relsted
developments;

tizks assotisted with the effects of glabal, nationa!l and redional economicand poltical conditions, including courterparty
rizk= and fluctuations in economic grovwth rates, interest rates and currency exehange rates, and

dervelopments from changes in the regulatory and legal environment for advertizing and matketing and communications
Zervices companies around the world.

Investors should carefully conzsider these factors and the additional risk factorz outlined in mare detail in our most recent 2nnual
Repaort on Farm 10-K under tem 124, Risk Factors.




Over the past three years, significant
achievement resulting in a stronger company

Well-positioned for a more challenging
environment

Strategically, well-positioned for long-term
value creation

« QOver the past three years, significant
achievement resulting in a stronger company




G FY 2008 Results

& in rmillion:

Organic Revenue Trend

Organic Revenue Growth - TTM
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G Organic Revenue Growth vs Peers
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| G Organic Revenue Growth vs Peers




Significantly Improved Profitability

[Adjusted Operating Margin - TTM ]
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- Well-positioned for a more challenging
environment




ﬂ m Diversified Revenue Base

"Rest of World" Health/Parsanal
18%% 1998

; ; Packaged Goods

N. America : ;:-.‘. .

574%

“Fest of Warld” indudes AsiaPag Latém, E. Top 100 Clients
Europe, hMiddle East and Africa

(percent of 2008 revenue)

ﬂ m Strong Financial Resources

$2.3 billion cash & short-term investments
$2.1 billion total debt

Debt maturities well-distributed

Do not rely on short-term financing

$335 million three-year revolving credit facility
through July ‘11

$750 million ELF credit facility through June ‘09




G Cash Flow from Operations

[Trailing Twelve Months]

i b A L T

G Cost Opportunities Remain

* Focus on flexible cost structure
» Salaries and headcount
» Temporary labor
» |Incentive compensation
* Continue to address legacy inefficiencies
» Productivity is key
» Enhanced financial tools and insight
» Improved management and finance talent

* Specific agency opportunities




- Strategically, company is well-positioned for
long-term value creation
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HG

McCann Worldgroup

Major Operating Groups

Premier network for integrated, global
campaigns

Draftfch

Modern global agency model combines
accountability with creativity

Lowe Worldwide

High-value ideas in high-growth markets

Mediabrands

Unique offering aligns Initiative and
Universal McCann with brand agencies

CMG

Best-in-class marketing specialists

US Independents

Exceptional domestic agencies

i“ mm Digital: Increasingly Key to Growth

* Must be at the center of our thinking and of the
programs we create for our clients

* As such, we have embedding/are enhancing digital
capabilities at all of our agencies

* Certain stand-alone players and leading-edge

competencies work across the group




G Digital: World-class Specialized Assets

R/IGA premier creative digital agency, top 10 global agency®
MRM Worldwide top three global digital agency'(Mt:Cann Whordgroupy®

Reprise Media
HUGE el

Ansible -

Emerging Media Lab  thought leadershipfallian
Soclal Networking  Facebook, Social Ibﬁ,%

New Media Platforms

Dhgital Media Monitoring

*Based on Ad Age digital agency rarkings

The Agency for the Digital Age "

Digital advertising
Mobile

Emerging platforms
Retail

TECHNOLOGY
INTERACTION DESIGN

DIGITAL PRODUCTION




The Agency for the Digital Age "
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360° CAMPAIGNS

SYSTEMATIC DESIGN APPLICATIONS ECOMMERCE

Global Networks

= [raftfch {(Area 23, Fuel, Hacker Group) MeCann Worldgroup

= |nitiative (Amphibian, 1D Media) Mediabrands

= | owe (Brindfors, Foche, Stratef_]s]

Marketing Specialists

= Euturebrand :
* ack Morton | :: . piCal)

S s
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ﬁaé‘ém
i H

= Kaleidoscope

Integrated Agencies

= Campbell-Ewald

* Carmichael Lynch
= [eutsch




IN-HOUSE
DEVELOPMENT

DISPLAY
AND
BAMMERS

SOCIAL MEDIA /
PUBLIC
RELATIONS

DIGITAL
MEDLA

= Stratedgy Froject management « Strategy

= Planning = Infarmation architecture « User interface design
L EU'!.”ng * Flazh animation . DE"."E'meEnt

* Measurement = Analtics

= Search

DISPLAY AMD BAMMERS

= Concept
= Design
* Production

SOCIAL MERTA fIPUBLIC
RELATIONS

Email design = Strategy = Concept

= Solution development = Design
» Seeding = Production

List rmanagement
Behavioral tracking
Learning and iteration




Digital Marketing Services
Report Card 2005

Media i Technology
Creative  Planning, Buyi Er&:ﬂg‘g and
ng Programming

Marketing
Strategy

Establish digital Produce new media Flan, purchase and Build marketing on Design and develop
marketing objectives | campaigns across all |measure digital ad units | digital media channels | back-end applications
and integrate with digital channels - - trafficking and like | thatintegrate and
overall marketing sites, display ads, web | reporting of contextual |mobile, gaming. interacti  support marketing
strategy video ads, like SEM ve TV, digital OOH campaigns

Digital Marketing Services
Report Card 2009

Technology
and
Programming

Media
Creative Planning, E“ﬁ;’ﬁg‘ﬂ

Buying

Marketing
Strategy

Establish digital Produce naw madia Flan, purchasa and | Build markating on . Design and davelop
marketing objectives | campaigns across all |measure digital ad units | digital media channsls | back-end applications
and integrate with digital channels — sites, - trafficking and like mobile, gaming, that integrate and

overall marketing display ads, web videa | reporting of contextual | interactive TV, digital sUpport marketing
strategy ads, like SEM Q0H campaigns




March 2, 2009

Reconciliation of Organic Revenue
Growth

Co ents of cha during the period

Beginning of Foreign Net

Last Twelve Period Currency Acoquigtions/
Months Ending Changes [Diveditures) Organic
12131/05 =T 5 40.4 5 (107.4) 3
I HIi06 {132.6)

& 30006 423, (157.5)

9 30006 1843 (140.4)
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Reconciliation of Adjusted Operating
Margin

Regmucturing and
Other Reorganization- Long-Lived Asset
Lag Twelve Operating Income Related Charges Impairment and Cther
Manths Ending | Lizss} {Rexversal s} Chames
12/31/05 5 {104.2 3 73 3 888
3106 = - 9.8
B/30/08 {1333 82 =8
B30/06 4.2 521
1231706 108.0 345 vz
yaar 141.4 335 Zr2
BI30/07 2101 220 Iz
ara0aT 240.3 210 Zr2
123007 443 259
308 4107 27

63008 4857 280
B/30/08 5309 e
123108 BEB.T




