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Macro Environment
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Economy Growth Slowed
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Disposable Income Growth
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Retail Sales Still Strong
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eTail Sales Even Stronger
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Gross merchandise volume of China's e-commerce market 

from 2008 to 2018 (in trillion yuan)

Source: iResearch; ID 278552

Note: China; 2008 to 2013
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Further information regarding this statistic can be found on page 8.

http://www.statista.com/statistics/278552/gross-merchandise-volume-of-the-e-commerce-industry-in-china/


More Urbanites, More Spending Power
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Growing Middle Class, Growing 

Consumption
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Lower Tier Cities Consumption Growth
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SOURCE: GroupM China TYNY

Net Media Spending / billion USD
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Advertising Spend Growth
Traditional growth down, digital growth remains high



WPP China
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• USD1.6bn Revenue
• 15,000 staff
• 100+ WPP companies
• 300+ cities



Our Products
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Our Work
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Cannes Lion Award - China
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Future Growth Potential
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Growth Potential

• Local Chinese Clients

• eCommerce

• Mobile

• Data
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Local Chinese Clients
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Local Brands Gained Share over MNC
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25 of the 
top 100 
most 
valuable 
Chinese 
brands are 
WPP clients



Chinese Brands New Business Wins

Huawei

Tencent

JD.com

Alipay

Aliyun

Li Ning

Bright

Vinda

Shinho

Inoherb

JZ Group

Infinitus

UnionPay
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ChowShengSheng

CCB

Ping An Group

Otterbox

China FAW

999

iQiyi



60 : 40
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MNC Local



eCommerce
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Strong Growth in EC & Modern Retail 

Channels
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Online Purchase Becomes Everyday 

Purchase Channels
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Singles Day Hike – Nov 11
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Alibaba's gross merchandise volume on Singles Day from 2011 to 2015 

(in billion U.S. dollars)

Source: Alibaba; MarketWatch; Tech in Asia; Thomson Reuters; ID 364543
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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
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• eCommerce insights 

expertise

• Kantar Retail

• CTR

• Millward Brown

• eCommerce marketing 

expertise

• Ogilvy One

• VMLIM2.0

• GroupM EC



Mobile
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China Mobile Phone Users
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Source: eMarketer; ID 233291
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http://www.statista.com/statistics/233291/forecast-of-mobile-phone-users-in-china/


China Mobile Internet Users
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Source: iResearch; ID 265146
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http://www.statista.com/statistics/265146/number-of-mobile-internet-users-in-china/


Mobile Advertising Spend
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mCommerce > eCommerce
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Mobile share of Alibaba's gross merchandise volume from 2nd 

quarter 2012 to 3rd quarter 2015

Source: Alibaba; ID 298802
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Alibaba Singles Day Transaction
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Data
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Global Initiative – Data Alliance

Data Horizontality

WPP Opco Data

Third Party Data
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Data
Partnership

Data
Advisory
Service

Content &
Community

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



Global Initiative – Compass

Convergence of all data in WPP

Consumer data + brand data + media 

buying data + post tracking data + 

consumption data

Single User Profile
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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
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