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WPP'’s Digital Strategy
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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 unigue
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

enoe FT.com / UK - Web beats TV to biggest advertising share
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We all know digital is the future

China Mobile Added 5 million subs last month
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We

all know digital iIs the future

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

A billionaire
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Spend iIs shifting to digital media

Global Spend on Interaction 1999-2010 (GroupM)

64.1

2005-2010
CAGR % 459

Digital Media 20.6%
Traditional Media -0.2%

1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010f

Source: GroupM, December 2009 o
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Digital transition positive for revenues

Share of Client Expenditure to Agency and Media Owner
100% -

80% -
60% -
40% -

55-60%
20%

15-20%

0% - |

Traditional Media  Search/Display Mobile/Social
Media

B Agency Share @ Media Share

Source: Exane BNP Paribas April 2010
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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 guantification 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



What clients need In a digital partner

. Digital everywhere
. Specialist digital expertise

. Technology

. Partnerships with digital
leaders & innovators
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Our organisation delivers this to
clients

Creative and Word of Mouth Ac Cijl;:itt(i)(;ze;nd Media Targeting > Insights and
Brand Building And Social Media q and Optimisation Analytics
Engagement

yé@ HILLZKNOWLTON G
T w OgilvyOne :

J Burson-Marsteller ¥ worldwide
GREY ohn&wolfe m:c
% VML

wunderman

WPP Digital

Technology Specialist Digital Low-Cost Production Innovation and Insights

Expertise
WISIBLE
5 [ schematic . } OMNITURE | ' wevoms
Dellver 4

ICONMOEILE
REALMEDIA
QUOSOr facebook.




1. Digital everywhere

Advertising

Media Investment
Management

Public Relations

Global
Networks

Branding, Identity and
Design

Healthcare Communications

Direct and Interactive
Communications
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Advertising agencies embracing digital
You etrade case study Search Browse @ TV Shows @ L

E*TRADE Singing Baby

etrade 25 videos (¥ Subscribe

i _ 0:02/0:33 o 3 SBOp‘ r ::

etrade — 01 February 2009 — The E*TRADE Baby and his buddy leamto fiyagain2nd ¥ 3,396,601 (=)
Quarter, Big Game, Sunday, Feb. 1. Wantto see more? http... views
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PR agencies embracing social media

@ZZZ» THE FORD STORY  fordis different Join the Conversation [ siare s e » suescruee o

FORD SOCIAL NETWORKS »

Home | Ford on Blogs
ford on blogs

WHAT WOMEN WANT WITH BLOGHER

In July we invited B0 prominent women bloggers from the BlogHer network to come experience the Ford

difference at our Chicago Assembly Plant youtube B

From test drives, to assembly line quality checks, to Eco Driving lessons, these women truly got under -
Ford's hood. Use the filters below to sortthrough their stories and discover What Women Wantin a et Womtest Werk with Cowles,
wvehicle.

Comments are based on the wriler's experience and may not be representative of all driving experiences

Vehicle specifications are available at fordvehicles.com. 2010 Ford Taurus SHO was provided as par of
Ford's new Drive one marketing campaign.

share this: [ SEOBE

My Ford experience @ mamikaze

eins ‘ flickr

What Women Want with BlogHer

CityMama™

flickr

Read More (%

Dude! | dig FORD « What Did You Do All Day

nay reme edt

Tune in to what others are saying about Ford.

Ford Racing Performance Part of the Week: 2010 Cabra Jet
& Internet | Protected Mode: Off
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Direct networks effectively digital

* Ogilvy, Wunderman and VML ranked as
wundermon “Leaders” in Forrester’s Interactive

Agency Report

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

—Wunderman 53%

OgilvyOne
* worldwide _ Og | Ivyon e 56%

%vw_
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Wunderman will share how a
global digital agency helps
many of WPP’s largest clients
acquire customers and build

relationships in digital channels

wunderman
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Strength outside the US -- Africa

Main Prize :

Johannesburg Stadium
Ticket, accommodation

Win tickets to the 2010 FIFA World Cup ™ including and transport to the
- flights and accomodation, and stand a chance to win ~ 2010FiFAWorld Cup™
L - weekly prizes. Play now to get more entries for you Weakly prizes:
and your team | Ps3
- EA Game

4 weeks, 4 winners . One team going all the way.

Think fast!

Tell us about yourself and gain 40 entries.
What is highest level of education completed?

|Please choose... n

2 messages : 0 invites ‘op 10 | Weekly winners.

- OFFICIAL SPONSOR

Go get more entries...Game On!

—— o Q@
/l.ocker "Locker,Room) /5| ‘Scoreboard)|
o= ®$‘J!

© 2005 FIFATM
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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
[] schematic ICONMOEILE




3. Technology

No doubt that technology is changing marketing
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Already many category-leading
technologies powering our businesses

sor $520m annualised search billings on the technology

|

e amounting to >50% of search spend at end 2009
EC\P $100m annualised display billings at end of ‘09;
: 80+ clients using the platform
Largest online panel in the US: 2m people; 3m websites
§jf compete and 16m search terms each month
oV 5,500+ campaigns, 8.2m respondents surveyed to date

Dynamic Logic

160m unique visitors: No7 Comscore US network

REAL

'safecount.net,

WISIBLE

TECHNOLOGIES

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

150 clients, 40% from WPP

KANTAR RETAIL 57m person US frequent shopper database

13313

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 ROl 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 unigue 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 3" 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

mediaedge:cta MEDIACOM rinosrare @ MEOUUS OTA"J ' Y662 GREY *The ZEUS Advertising
Platform (ZAP)

f ‘t f “ integrates providers of:
B3

New —Technology

Search Engine Research &

Demand Side Data . _
Platform Management Businesses Analytics Data
—Inventory
= Q)
J *Unified agency
G 0 interface with external
0 > — cC [ .
. 0 kK > S . 0 technology companies.
g & a S @ 235 o =
£ 5 o8 &5 8g <8 . .
< g g s S= 03 *Maximises advertising
< ® 2 Z campaign performance

ZEUS Data Warehouse
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Significant progress in running media
on our technology

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

$569M

$384M

$286M

2007 2008 2009

M Display O Search/Decide DNA
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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




4. Partnerships
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Technology investments in high
potential growth areas

eCommerce

Commera

wﬂaﬂqanl Lnglr’lrng X videoegg
Jumplap ar
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e
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Omniture Partnership

OMNITURE® PRODUCTS ~ SERVICES ~ RESOURCES  EDUCATION  PARTNERS ~ COMPANY  CONTACT (| <. |
— — —

e e Since partnership was
announced in January 2009:

OMNITURE ANNOUNCES:

24/7 Real Media
AdStream Integration

nds based on SiteCatalyst
s

v’ Integrated technologies from
both 24/7 and Compete

= v" More than 500 WPP staff trained
S in Omniture solutions

ol v
TestbTarget  SiteSearch Recommendations

Vistor Thu, 1 Jan. 2009 - Tue, 3 Mar, 2009()
Acquis

] Metric Definitions
C el Widaguie Vinitor

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

00000

Huti-Channel
Analytics

Walmart

v WPP investment gain of $36m

P S e Partnership is continuing with

‘ | : Adobe senior management
e [ support, additional product
integrations under development.
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Key Strategic Partnerships

Google

~audience

network

Microsoft

YAaHoO!

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 APl underway

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

Partnership on the research area in search
Integration into Atlas (24/7 Real Media)

Integration with the Right Media Exchange
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Bringing It

Together




Integrated Client Digital Delivery

HSBC <X»

The world’s local bank

Microsoft

NOKIA

Connecting People
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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;
. , - \Y
Sp I’I I’l't ; @ 'mlovin’it”
D Qe
@ v
ZURICH
P&G W PP Digital

. 1 4 : B "
INCULUIND

...for a better mobile life



Live Dashboard Demo
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Our Digital Progress




Digital growing faster

Annual Organic Growth — 2008 and 2009
11%

-8%

@ Digital B WPP Average
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Digital significant share of WPP

Digital Share of WPP’s Revenues !

25%

24%

20%

2006 2007 2008 2009

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

Share of WPP’s Digital Revenue by Region -- 2009

North America Western Asia Pacific Latin America Rest of World
Europe
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WPP has the leading competitive

position

Digital Revenues $'billion

1.9

0.3

WPP Omnicom IPG Publicis Havas

1 Peer digital revenue according to Ad Age %’s applied to FY US$ revenue.

2 Publicis adjusted to include Razorfish for a full year. 46
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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 unigue
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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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
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