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The WPP Data Advantage

e 136 unique data assets within WPP

In God we trust,

— Both Fast and Foundational Data

— What Consumers See, Think and Do everpyonée EISE_’ l]'}“iﬂq dﬂfﬂ

— Descriptive and Predictive

e Live multichannel marketing data management platforms in 20+ countries
— Crosses industry verticals and data suppliers

— Integrates 100’s of most commonly used marketing sources as well as client-specific systems

 Connected insights: learnings feeding directly into executional systems,
people and processes



Our “Data Accelerator”

Powering faster,
smarter marketing
through data
integration and
collaboration

THE
DATA
ALLIANCE
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Example 1:

Reaching the Right
Audience
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Example 2:

Making Faster Decisions



facebook

§ David spitz

People Against Temptatio... Timeline ¥ Joined Facebook ~

Beverly Anderson » People Against Temptations by
ﬂ Jell-0 Commercials

I think these commercials are horrible and they promote
child abuse. They are not a bit funny. | wonder what Bill
Cosby would think of them.

Like - Comm

People Against Temptations by Jell-O Commaercials
1 11

The purpose of this page is to get a representation of
people who are against the latest Jell-O advertising
campaign that purposely r hildren as a way to
advertise thier new Temptations products made for just
adults.

Susan Mobley Charles =ople Against
Jell-O Commercials

14, 1

It's a shame that a company with so many delicious
products thinks its acceptable to show parents frightening
children. As a mother, grandmother and elementary teacher
with 30 years of experience | object to their advertising. As
I stated in my emails to this company....I will never buy this

Like - Comr

Home

Sponsored ¥

Social Gaming
Advertising

GaMING

Joined Facebook

19, 2011
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Example 3:

Transforming Consumer
Experiences



CLEAR
Hair Tips and Tricks

1) Find a shampoo that lathers less

CLEAR WOMEN Shampoo
The Care and Feeling of Beautiful Hair 1.20

2| Give your locks a buret of cald

3) Play hotand-cald as you dry.

4) Do on athone gloze betwsen
colar appo

5) Use rollers |

&) Drop the 1

y products 10 minutes before
le

¥

8) Wrop—dan't clamp—your hair for
quick curls

9) Use spray bottles as your
doy BFF,

10 Use dry shompeo e different way

NOTHING TO HIDE.
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1. Client Marketing Technology Solutions

-
acceleration

. Fabric
rGlobant

we are ready

0 Salmon




2. New Products

ONLINE MOBILE

20m

Cross-Screen
profiles

171m mobile users
(82% of US market)

180m online users
(86% of US market)

Cross-Device
(e.g. TV/IP, Mobile/Display)
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Cross-Discipline
(e.g. Brand/Behaviors,
Paid/Owned/Earned)



3. Workflow Automation

segmenthuiider. ed slasll ance.com

Baby Product Searchers
597,567 = e = o

it Cersn

Chevrolet Buyers

[ searsacy
= Daily TV Watchers

2788

Laundry Supply
Purchasers

23934 508
Heavy Internet Users

5943877
Carbonated Beverage
Buyers

[ 1282000
s Economist Readers

40% |

e e

28

(RS-

Tota Awdtence

145,362,

Recant Segmanty

4567800 e
Households with Children =9
0-3

5254587
Animal Cause
Contributers 5

TATT
Newly Married Couples

73,088,145
Enjoy Gardening

2694,003
College Graduates

12,893 625
Travel Enthusiasts

C fi | seprantbuiderthedatestliancesom

Demographics .
Modia Consumption >
Purchase Behavior -
Catagteins

Shopping Cirasnel

Purchase Altudes

Product Usage -

estyle and Interosts -

A Entomuine

Alncmiotive

Animads and Par

Blogging

Denar

Fashion

Faod and Disng

Haaltls and Fane

Home atd Gaiden

Tethnology

Social Networking
Spors

TRIG Drgital Life T

PaRIO

m

July 24, 2012 - Augus1 7. 2012 ¥

Purchase Behavior

* Categories Cheor = =
Household Cars  » Fabeic Care r ABFabnc Care  #
Personal Care  » A Household AL 3

Care
Baby Care Arrn & Hassmer
Air Freshe
Pet Care IR Bounce
5. Feod and :*‘h o Cheer
i ih Washs
s s Downey
Facial Tissue
Gain
Gartage Bags
=nd Plastic Wars D
Household
Cleaners.
Mops. Brooms
and Dusters
Paper Towsls and
Hapkins
Lifestyle and Interests
» Sacial Al Social Metworking = =

Hermwarking

AN Socisl

Networking
Parsonal Sacial

Networking

Diating and
Retationshep Soceal
Networking

Prafessicnsl
Socisl Networking




A 00 The Data Alliznce Segment Builder o

(< r 1sf| (W [G8 + (g segmentbuilder. hedataallance.com/ ux/pratotype site=09 ¢ Q- Google © |0]

ALLIANCE i
WPP y AUTENCES ERMPRISHS REPORTS

College Graduates View | Expor

2,684,0{]3 R i Tolal Audlence

40%

.
Py
s 7 b ik
| BOL i ) 145,362,281
( g 5 | 20% %
A [ '
13-17 18-24 25-35 35-45 4665 65+ Recent Segments
Harvy Imemaot |
3 EI;J_I" CELIiI-E-d Figr-Y ot auﬂ}n Chalaired Twa-Yeaar EEUE‘ Waork in Ihe Public Secbor oot
Diagraes, Diegraes.
IIr L

All  Demographics  Madio Consumption  Purchase Bahavior  Lieslyles & inferests  Nama Sl

o 167,140 Jt 4,567,900 Baby Product Searchers
S¥ Chevrolet Buyers Households with Children R O
0-3 i®| Tom Swarson

Dally TV Watchars
Crosimd: (4 92012
38,575,407 . 56,254,987 B s
Daily TV Watchers 4' Animal Cause
Cantributars




4. Culture Change & Integration
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nd Technology Partnerships

ExactTarget.
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5. Data and Technology Partnerships - Example

Spend Report - Traditional and Digital

MF Net Media Cost Day
$800.000
| A HER
woono AR RER A R | I

AR I L
[PEIET] dul 11 Sep "1 Now 11 Jan '12

MF Net Madia Gost Day (by Media Channel Level 1)
$500,000
$400,000)
$300,000|
s200,000
$100,000

A A
4 Sep "1 Nowv "11 Jan 12 Mar "12 May 12 Jul"12
Brand Position MF Net Media Cost Madia Channel Level 2 MF Net Media Cost

Q% | $117,207,725 DI $198,059,928 I

Media Channel Level 1

$268,609, 780 I——

MF MNet Media Cost

Traditional $240,613,570 I—

Digital $137,438,242 I
$7,164,523m

PR and Cause related Marke $691,170-

Unknown Datamart Plan Plac $0

Unknown $0

Onlme Display

$110,550,921 I

$27,018,794 1
$12 ,385m

Onlme Search

Interactive TV $12.477.6573m
Cinema $11,871,159m
Reserve $4,270,875=
Out of Home $3,302,590~
Production $2,818,007 «
Gaming $905,363
Entertainment / Event Spon $691,170"
Radio $361,098-
Other $75,641-
Mobile 30
Unknawn Datamart Plan Pl $0

Mar'12

May 12 Jul'12

MF Demographic

Men 18-24

Women 18-49

Women 25-49

Men 25-54

Women 18-34

AA D554

20,501,289 N
13.854 304




Spend Report - Traditional and Digital

MF Net Media Cost

MF Net Media Cost

Sl
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1,984,014
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1,180,004 ——— = |
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Closing Thoughts

e Data fuel the best marketing insight and executions (always have and will)

* WPP companies routinely analyze and act upon High Velocity, Big Data in
combination with Foundational Data (sales, brand health, etc) leveraging a
combination of proprietary and third-party tools

e We are continually developing more efficient ways of working and net new revenue
streams from data

— “Centers of Excellence” models and procurement initiatives (including the group’s
continuing IT consolidation) that leverage WPP scale

— Leveraging lower cost technologies (e.g. Amazon cloud, Hadoop)

— Incremental new revenue opportunities from data and analytic products (e.g .Kantar,
Wunderman), proprietary trading on data (e,g, Xaxis) and consulting offerings (e.g.
OgilvyOne, Wunderman, Globant, Acceleration, Salmon)
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