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THE WORLD CONTINUES TO CHANGE

A New Pope, St. Peter’s Square, Rome



#1 
Top Digital Network 
in the World

#1 
Top Mobile Network 
in the U.S.

#2 
Top CRM/Direct 
Network in the World

WUNDERMAN IS STILL # 1 DIGITAL NETWORK

rankings



OUR NETWORK KEEPS US CLOSE TO CONSUMERS

North America

2 Countries
36 Offices
2,200+ People

Latin America

9 Countries
14 Offices
950+ People

Europe

22 Countries
49 Offices
2,300+ People Middle East

8 Countries
10 Offices
150+ People

Africa

6 Countries
7 Offices
200+ People

Asia

12 Countries
26 Offices
950+ People

Australia/
New Zealand

2 Countries
3 Offices
150+ People

Wunderman has 6900+ 170 60
people offices countries

in in



OUR INVESTMENT IN TALENT KEEPS US CLOSE TO CHANGE



WE ENGAGE GLOBAL BRANDS WITH LOCAL CONSUMERS

North America

Latin America

Asia Pacific

Europe, Middle East & Africa



WE ENABLE LOCAL RELEVANCE ON A GLOBAL SCALE

Russian Kazakh

PortugueseEnglish

Uzbek

350 Sites
Web and Mobile



WE MEET THE CMO NEED FOR EFFICIENCY & EFFECTIVENESS

Speed to Market

Coca-Cola Project-U: Reducing deployment time of new 
websites from 25 days to 5 days (+80% efficiency) 

One Version of the Truth

Nokia Global Tagging and Tracking: Consistent and coherent 
metrics enable a globally managed dashboard and comparison of 
metrics between countries 

Cost Savings

HI-LOW-NO Touch Model: a requirements based 
resourcing model customized to address specific scope

Local Insights to Global Scale

Microsoft Xbox: Halo 4. Each market using local insights to 
adapt and increase relevancy of campaigns



CONSUMER CHANGE IS ACCELERATING

Worshipping the Accounts, Diwali, New Delhi



WE SEE NEW CLIENTS MAKING THE SHIFT

Top 10 Clients in 2012 Top 10 Clients New or Growing in Last 12-24 Months

http://en.wikipedia.org/wiki/File:Coca-Cola_logo.svg


OUR NETWORK KEEPS US CLOSE TO OUR CLIENTS

http://www.google.com/url?sa=i&rct=j&q=adidas+logo&source=images&cd=&cad=rja&docid=_VWM0nRFD9ULFM&tbnid=pKZ9sxJgpyZtUM:&ved=0CAUQjRw&url=http://logolitic.com/lets-talk-about-copyinspire-in-logo-designs/&ei=iHYNUYruGMimigLo3oCIBQ&bvm=bv.41867550,d.cGE&psig=AFQjCNGBIBqu2T0OyyvhxdeCmLef-h6Tqg&ust=1359923170442768
http://www.google.com/url?sa=i&source=images&cd=&cad=rja&docid=qpTKibkvAhDaIM&tbnid=Hx7066vpJ0ZmWM:&ved=0CAgQjRwwAA&url=http://africanbrains.net/2012/09/19/mtn-and-ccl-conference-aims-to-boost-womens-leadership-skills/mtn-logo-8/&ei=Bj4ZUbHfDIz8yAGtn4HADg&psig=AFQjCNHLniNNgcA3rnpQEQOxJ8GEe6DvTg&ust=1360695174245887


“Analytics, once a back-of-the-house 
research function, is becoming entwined 
in daily strategy development and 
operations. 

Executives who were pioneering early 
digital marketing teams 10 years ago are 
advancing to the CMO office. 

Already wired for measurement, they are 
often amazed at the analytics immaturity 
of the broader advertising industry.”

CLIENTS ARE FOCUSING ON DATA



THE OLD CRM

Discounts

Promotions

Email Acquisition without Retention

Reward Points



WUNDERMAN NOW OWNS DATA CRITICAL TO INSIGHT

110010
001101
110111
010001
100100
111010

Data / Data Management Resource Within a 
Billion-Dollar Consumer Engagement Agency

134 Enterprise-Level Data Warehouses

500 Million+ Consumers Tracked Globally

Six Strategically-Located Global Service/Production Centers

1,500 Data Management Professionals Globally

Data Strategy & Consulting
Data assessment and roadmap

Regulatory advisement

Data Sourcing
Data assets – e.g. AmeriLINK, i-Behavior, 

connected to WPP assets

Data Management
Customer data integration

Consumer engagement platform

Marketing Intelligence
Descriptive and predictive analysis
KPI development and measurement

Measurement & Reporting
Campaign analytics
Data visualization and dash-boarding

Engagement Management
Campaign management and execution
Loyalty program design and execution



WE CONNECT DATA ACROSS WPP AND BEYOND
THE TRADITIONAL WAY

COLLECTED DATA
Create and build data infrastructure to physically house all 
data assets in one environment. High capital expenditure, 
lead times and deployment costs.

THE SMART WAY

CONNECTED DATA
Link and develop insight from behavioral and attitudinal, 
acculturation, foundational, and fast, structured and 
unstructured data, at multiple forms of identity.

Client 
Consumer 

Data

Social 
Networking
Connectivity

Web and 
Mobile Click 

Stream Panels

160MM Active 
Buyers Across 

Categories

Demographics and 
lifestyles on 

265MM

OUR
CLIENTS

Cross domain web and 
mobile digital behaviors 

Buying behaviors and patterns, across 
categories and channels

Social graph data based on 
consumer opt-in

Cross domain web and mobile 
digital behaviors



Comm Channels

Brand Affiliations

Profile

Broad
Interests

Relevant
Content

Consumer
Needs/Desires

Potential
Touchpoints

Consumer
Passions

Specific
Touchpoints

Social
Circles

CONNECTED DATA REVEALS THE WHOLE CONSUMER



THE WHOLE CONSUMER NEEDS A NEW CRM

CENTRE ON PASSION 
POINTS

Halo 4 Launch Campaign

CREATE AN ALWAYS 
ON FEEDBACK LOOP

Evoque Launch

ADD UTILITY, OR ELSE

United MileagePlus

SHAREABLE IS SHARE-
WORTHY

Share A Coke



THE NEW CRM IS REAL-TIME RELEVANCE

From Stockholm, 43 markets, 175 programs, 
connected data and digital, measurable ROI



INTEGRATE WITH WPP PARTNERS – AND MASTER MARKETING 
TECHNOLOGIES OF CHOICE TO OUR CLIENTS

CDI

Brand Operational Data

Third Party 
Intelligence Others

Listening
Data Mart

Consumer
Data Warehouse

Consumer 
Profile

Digital Deployment
Performance 
Measurement 

& Analytics

Web Service CDI

Call Center/ SFA

Kiosk/Clerk
Listening
Platform

Content Decisioning
EngineInteraction 

Management
Preference 

Center
Web Site
Analytics

http://www.google.com/url?sa=i&rct=j&q=sas+institute&source=images&cd=&cad=rja&docid=H8G0qSYIHXCREM&tbnid=rEfOCDwrcnwtGM:&ved=0CAUQjRw&url=http://www.asterdata.com/blog/2009/11/partnering-with-sas-institute-for-big-data-analysis/&ei=WpdlUdjPH7Lx0wG1hIGgCA&bvm=bv.44990110,d.dmQ&psig=AFQjCNG7bwNvoeNsDGeLzkiDTxrghLBkMg&ust=1365698749749396


DATA AND THE NEW CRM WILL IMPACT ALL MEDIA

Other Third-Party Data

DATA MANAGEMENT
PLATFORM

Segmentation  
Engine

CONSUMER ENGAGEMENT 
PLATFORM

Campaign 
Manager

SERVICES

Consumer Data

Customer Data

Purchase Data

Clickstream Data

POS Systems Receipts

Social MediaMobile Apps

SMS

Email

Online Video

Direct Mail

Data Hygiene

Data Integration

Client Suppressions

Client Business Rules

Audience/ 
Content Rules

Content 
Library



Basic Buying

Monopolized Measurement

Unconnected Data

Complex 
Buying & 
Targeting Reaching actual users who 

follow, blog

Measurement 
Cross-Channel

TODAY TOMORROW

Connected 
Data

DATA AND THE NEW CRM WILL IMPACT TELEVISION 



THE CONFLUENCE OF DIGITAL AND DATA, CRM AND MEDIA

CONSUMER 
ENGAGEMENT

DATA & 
INSIGHTS

BRAND 
EXPERIENCE

WORLD 
HEALTH

Wunderman organization, February 2013



WUNDERMAN LOOKING AHEAD

Mission Be the agency that
changed marketing, again.

Vision 

Value Proposition Through data and insight anticipate 
consumer needs and behaviors to 
inspire them everywhere

Propel our clients’ growth through brand 
experiences and consumer engagement
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