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Economy Growth Slowed
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Disposable Income Growth
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Retail Sales Still Strong g [
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eTall Sales Even Stronger

Gross merchandise volume of China's e-commerce market

3L P PP PP 24:2- ...

Revenue in trillion yuan

2008 2009 2010 2011 2012 2013 2014* 2015* 2016* 2017* 2018*
| |
ote: China; 0
Further information regarding this statistic can be found on page 8. 6

Source: iResearch; ID 278552


http://www.statista.com/statistics/278552/gross-merchandise-volume-of-the-e-commerce-industry-in-china/
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More Urbanites, More Spending Power
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Annual FMCG spending per housshald Annual urban househald per capita

Number of urban households

Total number of urban househaolds

in China (2011-14) (2011-14) disposable income [2011-14) W
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Growing Middle Class, Growing
CO NSUMm p { | on MIGS: EFECTVE HOLDING COMPANY

The magnitude of China’s middle-class growth is transforming the nation.

Share of urban Urban private Income Projected growth of
households,' 2% consumption,’ %G segment” private consumption,
CAGR,? 2012-22, 2%
10096 = 256 357 10,0482 28,804 10.3
millicn million bBillicn Billiom
renminksi renminkzi

Affluert 19.6
Upper middle class 22.4
29 16 Mass middle class —3.3
5 Foor 1.5
2012 2022 2012 2022

'Figures may not sum to 100%6, because of rounding; data for 2022 are projected.

Defined by annual disposable income per urban household, in 2010 real terms; affluent, =229,000
renminbi (equivalent to >$34,000); upper middle class, 106,000 to 222,000 renminbi (aquivalent
to $16,000 to $34,000); mass middle class, 60,000 to 108,000 renminbi (equivalent to $9,000 to
$£16,000); poor, <60,000 renminbki (equivalent to <$9,000).

*Compound annual growth rate.
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Lower Tier Cities Consumption Growth

Value share in urban FMCG retail market by city tier

RMB 1,0&8BB RMB 1,144B RMB 1,2098
100% =,
15.3% 15.5% Tier 5 - 15.9%
80
Llower-
= fier
cities
&0
Tier 3 - 32.7%
40 .
Tier 2 - 24.7% Higher.
20 = fier
cities
Tier 1-12.9%
0

2012 2013 2014

Sovrces: Kantar Werldpanel; Bain analysis
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CAGR  CAGR
(2012-13) (2013-14)
7.4% 5.4%
8.3% 7.7%
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Traditional growth down, digital growth remains high ane sz
11%
Net Media Spending / billion USD 10%
11%
33%
. 20 [
46%
YOY
Growth 15%
10%  Digital 57%
ECE 22% ’ co 5% 1% 1% 1%

19%
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Our Products

CHINA
IMPACT

INSSI 439W3LdIS

CHINA IMPACT

From Added Value | The Insight-led Strategic Marketing Consultancy

BRANDZ
TOP

Most Valuable
Chinese Brands
B EHMERERA1003

China Shopper Report 2015, Vol. | A\ 2015 REEEF

WINNING OVER SHOPPERS IN CHINA'S “NEW NORMAL"

i ACCELERATING THE

| s ome. o emeom ' GROWTH OF

E-COMMERCE IN FMCG

g phina
s . .
4”2 Digital Power
\:“::' g Study 2015
®
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ANTAR The Retail and Shopper Specialists
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2013 2014 2015

M Awards M Shortlists

Cannes Lion Award - China
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Growth Potential

Local Chinese Clients

eCommerce

Mobile

Data
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Local Brands Gained Share over MNC
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Brands: Local players dominate, with roughly /0% market share, contributing more than 80%
of market growth

Market value of 26 categories by foreign vs. Chinese brands

CAGR CAGR
RMB 600B (2012-13) (2013-14)
10% 8%
35 503 >
k4 N
400
11% 10%
200
Foreign 6% 3%
2012 Foreign Chinese 2013 Foreign Chinese 2014

Market growth 21% @ 13% @
captured

Notes: Brands are categorized as “foreign” and “Chinese” according to the largest shareholder; if M&A occurred at a brand, then its brand type changed three years after the
deal

Sources: Kantar Worldpanel; Bain analysis
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25 of the
top 100
most
valuable
Chinese
brands are
WPP clients

BRANDZ

TOP

Most Valuable

Chinese Brands
BEEM{ETERE10038
20 HESHEE

CHINESE BRANDS COME OF AGE

Brand value rises 22 percent

Market-driven brands outperform SOEs

Technology surpasses banks in category value

Mnthcios gy and vakurion By

&2 MillwardBrown
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Chinese Brands New Business Wins

Huawel
Tencent
JD.com
Alipay
Aliyun
Li Ning

Bright
Vinda
Shinho
Inoherb
JZ Group
Infinitus
UnionPay

ChowShengSheng
CCB

Ping An Group
Otterbox

China FAW

999

iQiyi

W PP
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MNC Local
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Strong Growth in EC & Modern Retail R—
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Channel value in the urban FMCG retail market

RMB 1,068B RMB 1,144B RAB 1,209
100%
23.1% 21.7% 20.6%
80 2.0% [2.8% 3.3%
. 7% CAGR CAGR
7%
(2012-13) (2013-14)
10.0% 9.4% 74%  5.4%
%0 Other 1.1% 0.1%
___________ I
27.8% B Ecommerce | 41.8%  34.0% }
% B Convenience store  8.9% F.1%
B Grocery 1.1% 0.6%
20 o Tttt |
B Hypermarket I 7.9% 3.7% |
[ Supermarkets 11.2% 9.1%
0 and mini-marts

2012 2013 2014

Motes: Hypermarket refers o stores larger than 6,000 square meters; supermarkets and mini-marts refers 1o stores between 100 and 6,000 square meters; convenience slores
include both chain and individual stores; grocery refers fo stores less than 100 square meters; other includes department stores, free market, wholesales, work unit, direct sales,
specialty stores and overseas shopping

Sources: Kantar Worldpanel; Bain analysis
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Online Purchase Becomes Everyday P
Purchase Channels e[

fohmeger e hroge ol i

Online penetration™ Cnline purchase frequency Volume per erder [KG/L) Average selling price
|per year per household) [RMB per KG/L)

40% @ 5 2.0 125
36 @* @ -18%
/ 17 108
@ @ m  Pg
4 18 100 \@\.
a0 29

1.5 88
B2
25 3.2
3 75
20 1.0
2 50
10 0.5
1 25
¥ 0.0 0
2012 2013 2014 2012 2013 2014 2012 2013 2014 2012 2013 2014

* Online penetrafion is determined by dividing the number of households that purchosed o certgin brand from the online channel at least once per yeor by the totel number of
househalds
Sources: Kantar Worldpanel; Bain analysis
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Alibaba's gross merchandise volume on Singles Day from 2011 to 2015

(in billion U.S. dollars)
LB s +54%

14.3

0 T TN oo

+271%

Gross merchandise volume in billion U.S. dollars

2011 2012 2013 2014 2015
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Source: Alibaba; MarketWatch; Tech in Asia; Thomson Reuters; |D 364543


http://www.statista.com/statistics/364543/alibaba-singles-day-1111-gmv/

Increasing eCommerce Offering

. eCommerce clients

- Alibaba
- JD.com

. eCommerce operation

& total solution

- Kuvera
- Salmon

- eCommerce insights
expertise

Kantar Retall
- CTR
Millward Brown

- eCommerce marketing
expertise

- Ogilvy One
- VMLIM2.0
- GroupM EC

W PP
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China Mobile Phone Users —

Mobile phone users in millions

QOO e
D00 e
0
2010 2011 2012 2013+ 2014+ 2015+ 2016* 2017+ 2018*
T T — | |
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Source: eMarketer; ID 233291


http://www.statista.com/statistics/233291/forecast-of-mobile-phone-users-in-china/
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China Mobile Internet Users ——

Number of users in millions

2008 2009 2010 2011 2012 2013 2014 2015* 2016* 2017* 2018*
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Source: iResearch; ID 265146


http://www.statista.com/statistics/265146/number-of-mobile-internet-users-in-china/

Mobile Advertising Spend

40.00

i {
CANNES LIONS 2011/12/13/14 ?
HOLDING COMPANY OF THE YEAR

EFFIE AWARDS 2012/13/14/15
MOST EFFECTIVE HOLDING COMPANY

160%

30.00

120%

80%

20.00

10.00

Year Year

- |
Source: iResearch
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Mobile share of Alibaba's gross merchandise volume from 2nd
quarter 2012 to 3rd quarter 2015

Percentage of mobile GMV

0.0%

Q212 Q3'12 Q4'12 Q113 Q213 Q313 Q413 Ql'14 Q214 Q314 Q4'14 Q1'15 Q215 Q3'15
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Source: Alibaba; ID 298802


http://www.statista.com/statistics/298802/alibaba-gross-merchandise-volume-gmv-mobile-share/
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Alibaba Singles Day Transaction .
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Source: Alibaba; Tech in Asia; Thomson Reuters 33
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Global Initiative — Data Alliance

Data Horizontality

WPP Opco Data

+

Third Party Data
i

Data

Data Content &

Advisory

) Community
Service

Partnership

“Getting Data” “Using Data” “Discussing Data”

W PP
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Global Initiative — Compass

Convergence of all data in WPP

Consumer data + brand data + media
buying data + post tracking data +
consumption data

l

Single User Profile

W PP
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Conclusion — Hugh growth potential ——
. China a focus of our MN clients
. Local Chinese Clients

> Increasing share of revenue from local Chinese
clients

. eCommerce

» EC trading & operation capability + increasing EC
offering by major agencies in the group

- Mobile

> Phenomenon growth of trading volume & mobile
data convergence with strategic partner

. Data

» Compass & Data Alliance — convergence of internal
& external data

W PP
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