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Afternoon Sessions

13.30 Welcome Martin Sorrell, WPP

13.35 WPP’s Digital Strategy Mark Read, WPP

14.10 Global Digital Networks David Sable, Wunderman

14.30 Media and Technology Rob Norman, GroupM Brian Lesser, MIG

14.50 Consumer Insight Eric Salama, Kantar

15.10 Specialist Digital Expertise Trevor Kaufman, Schematic

15.30 Specialist Digital Expertise Thomas Fellger, iconmobile

15.50 Q&A All
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WPP’s Digital Strategy
Mark Read, Director of Strategy, WPP
CEO, WPP Digital
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Summary

• WPP is adapting effectively to the digital world
– In all areas of the business from advertising to public relations

– Particularly in digital, media and consumer insight

– 27% of WPP’s revenue from digital with margins at or higher than “traditional”

• Specialist digital agencies deliver new high-value services
– Providing specific expertise to clients in new areas, like mobile or applications

– Offering new revenue growth opportunities

• As data and analytics become ever more important, WPP has a unique 
combination of assets and a differentiated strategy
– Ability to combine media, digital and consumer insights

– Technology investments and integration to bring them together for clients
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We all know digital is the future

Internet spend surpasses TV in the UK
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We all know digital is the future

China Mobile Added 5 million subs last month



7

We all know digital is the future

“Print” is Back
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We all know digital is the future

A billionaire
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Spend is shifting to digital media
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As well as increasing WPP’s relevance 
to clients

• Overall, greater need for our advice and services in a more 
complex and fragmented media landscape

• Increasing value to the data and insights for decision making 
and ROI on media spend
– Greater quantification of digital marketing activities

– Particularly in direct/digital, media and consumer insight

• In the long-term, ability to pull together the full range of  
WPP services on an analytic and data foundation
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WPP’s
Digital 
Strategy



Creativity +
Media +
Data +

Technology
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4. Partnerships with digital 
leaders & innovators

3. Technology

2. Specialist digital expertise

1. Digital everywhere

Client

What clients need in a digital partner



Insights and 
Analytics

Media Targeting 
and Optimisation

Customer
Acquisition and 

Engagement

Our organisation delivers this to 
clients 

Technology Specialist Digital
Expertise

Low-Cost Production Innovation and Insights
WPP Digital

Word of Mouth
And Social Media

Creative and
Brand Building
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Partnerships

Technology

Specialist Digital
Expertise 

Global
Networks

1. Digital everywhere

Advertising

Media Investment 
Management

Public Relations

Branding, Identity and 
Design

Healthcare Communications

Consumer Insight

Direct and Interactive 
Communications

Client



17

Advertising agencies embracing digital



18



19

PR agencies embracing social media
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Direct networks effectively digital

• Ogilvy, Wunderman and VML ranked as 
“Leaders” in Forrester’s Interactive 
Agency Report

• Strong global presence -- percentage of 
revenue outside the US:

–Wunderman 53%

–OgilvyOne 56%



21

Wunderman will share how a 
global digital agency helps 

many of WPP’s largest clients 
acquire customers and build 

relationships in digital channels
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2. Specialist Digital Expertise
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Strength outside the US -- Africa
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Two of our specialist agencies 
will show how they are opening 

up new, innovative ways to 
engage with consumers using 

new digital channels
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3. Technology
No doubt that technology is changing marketing
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Already many category-leading 
technologies powering our businesses

5,500+ campaigns, 8.2m respondents surveyed to date

Largest online panel in the US: 2m people; 3m websites 
and 16m search terms each month

$520m annualised search billings on the technology 
amounting to >50% of search spend at end 2009
$100m annualised display billings at end of ‘09; 
80+ clients using the platform

160m unique visitors: No7 Comscore US network

150 clients, 40% from WPP

57m person US frequent shopper database

Serving 3m surveys a year via 1,200 of the largest 
publishers in 25 countries

750k Internet pages scanned per day, tracking and 
categorizing ad occurrences from 3m brands
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Our focus is on technology for marketing 
insights and media optimisation

• Area of greatest innovation – potential for new business opportunities 
and for disintermediation by new competitors

• Of most value to clients by improving their ROI on media expenditure

• Able to simplify a complex set of technologies for clients

• In the long-term, the opportunity to integrate data and insights from 
across WPP companies in a unique way

– Bring together GroupM, Kantar, with direct / digital business

– Unite creative, media and research on data and analytical foundations
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Competitively differentiated approach

• Best-in-class technology platform
– Own the critical pieces

– License from 3rd parties where appropriate

• Maintain a strong technology team in 24/7 Real Media
– Able to integrate and build technologies we need 

– More than 150 engineers working on digital marketing technologies 

– Able to build what we need in the future

• Focusing on two technology areas: 
–Dashboards – that bring data and insights to teams and clients

–Data – as the foundation for analysis, integration and optimisation
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An integrated digital platform

•The ZEUS Advertising 
Platform (ZAP) 
integrates providers of: 

–Technology
–Data
–Inventory

•Unified agency 
interface with external 
technology companies.

•Maximises advertising  
campaign performance

ZEUS Data Warehouse
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Significant progress in running media 
on our technology

164
266

372

$122 $197$128

2007 2008 2009

Display Search/Decide DNA

Billings run on Proprietary 24/7 Technology
(US $million)

$286M
$384M

$569M
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GroupM and Kantar will show 
how they are using technology, 
data and analytics to transform 

their businesses and help clients 
build brands more effectively
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4. Partnerships

Strategic Partners

Investments
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Technology investments in high 
potential growth areas

Social Media
And Gaming

Mobile
Marketing

Advanced
Television

Data and 
Analytics

eCommerce
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Omniture Partnership

Since partnership was 
announced in January 2009:

 Integrated technologies from 
both 24/7 and Compete

 More than 500 WPP staff trained 
in Omniture solutions

 Co-marketing investments have 
resulted in dozens of joint client 
engagements, across US, EMEA 
and Asia

 WPP investment gain of $36m

Partnership is continuing with  
Adobe senior management 
support, additional product 
integrations under development.
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Key Strategic Partnerships

• Joint client summits and development plans
• Google WPP Market Research Awards and Kantar Media’s 

largest US client
• Technology integration between 24/7 Real Media and 

AdWords and DoubleClick Exchange 

• Co-Lab Partnership on 5 key clients
• Technology integration with 24/7 Real Media and 

the Facebook API underway

• Partnership with Compete (Kantar) and 24/7 Real Media 
on audience insights with data integration

• Integration with the Right Media Exchange

• Partnership on the research area in search
• Integration into Atlas (24/7 Real Media)
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Bringing it 
Together
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Integrated Client Digital Delivery
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Increasingly delivering insights through 
integrated dashboards

• Live dashboard being licensed by more than 40 clients 

• Aggregates data from:
– GroupM’s media spend and performance data
– Kantar and other market research firms
– Digital ad servers, social media (Facebook, Twitter), search engines and web 

analytics (Omniture)
– Client systems (CRM, sales and forecasting)

• Customers include:
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Live Dashboard Demo
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Our Digital Progress
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Digital growing faster

-8%

3%

11%

1%

2009

Digital WPP Average

Annual Organic Growth – 2008 and 2009

2008
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Digital significant share of WPP

20%

27%
25%

24%

2006 2007 2008 2009

Digital Share of WPP’s Revenues 1

¹   Revenues converted into US Dollars at 2009 constant 
rates with 2008 revenue adjusted to include a full year 
of TNS
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Digital also strong outside North 
America

47%

35%

11%

4% 3%

North America Western
Europe

Asia Pacific Latin America Rest of World

Share of WPP’s Digital Revenue by Region -- 2009
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WPP has the leading competitive 
position

3.6

1.9

0.9

1.4

0.3
0.6

WPP Omnicom IPG Publicis Havas Aegis
¹   Peer digital revenue according to Ad Age %’s applied to FY US$ revenue. 

²   Publicis adjusted to include Razorfish for a full year.

Digital Revenues $’billion



47

Summary

• WPP is adapting effectively to the digital world
– In all areas of the business from advertising to public relations

– Particularly in digital, media and consumer insight

– 27% of WPP’s revenue from digital with margins at or higher than “traditional”

• Specialist digital agencies deliver new high-value services
– Providing specific expertise to clients in new areas, like mobile or applications

– Offering new revenue growth opportunities

• As data and analytics become ever more important, WPP has a unique 
combination of assets and a differentiated strategy
– Ability to combine media, digital and consumer insights

– Technology investments and integration to bring them together for clients



48

Coming up

• How Wunderman, a global digital agency, helps many of WPP’s largest clients 
acquire customers and build relationships in digital channels

• How GroupM and Kantar are using technology, data and analytics to transform 
their businesses and help clients build brands more effectively

• How Schematic and Iconmobile are opening up new, innovative ways to engage 
with consumers using new digital channels


