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BRANDZ Valuation Process

STEP 1:

Financial
Value ($)

Financial value created
by a brand
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& MillwardBrown

X

STEP 2:
Contribution (%)

Proportion of financial value generated
by the brand’s ability to increase
purchase volume and charge premium

STEP 3:
Brand
Value ($)

WPP



Strong brands generate superior
shareholder returns

BrandZ™ Strong Brands Portfolio vs. S&P 500 vs MSCI World Index
(Apr 2006 - Apr 2015)
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63% 30.3%
S&P 500 102 . 6%
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China is Rebalancing
Moving from Market-Driven

to Consumer-Driven Economy



The Chinese
Dream combines

PERSONAL
DREAMS with
a NATIONAL
AGENDA
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Strong Chinese brands are able to deliver
superior returns to their shareholders

Brand Z™ China Portfolios vs. MSCI China (July 2010 to October 2014)
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BrandZ™ China Top Brands by Brand Contribution
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I MSCI China
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A rapid rise in the brand value of
technology and tech-related retail brands
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The power of consumers
requires brand creativity

and technology innovations



BRANDZ
2015 Tencent becomes the Most Valuable TOPI®®

Most Valuable

Chinese Brand with Alibaba second Chinese Brands
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BRANDZ
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Most Valuable

In 2011 the BRANDZ Top 5 were all SOEs Chinese Brands
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BRANDZ
TOPI@G

. Most Valuable
Tencent surpassed Facebook in brand value Chinese Brands
93,615
(USS Mil.)
21,261
20N 2012 2013 2014
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Chinese brand value
grew at the fastest
pace since 2011



BRANDZ

Chinese brand value grew at the fastest pace MTQ\IZEQ
Top 50 Chinese brands rose 59% since 2011 Chinese Brands

2015 AESHE

China Top 50 Brand Value
(USS Mil.)

218,849 325,369 320,224 362,462 443,761

+59%

201 2012 2013 2014 2015

2015 Global Top 100 brand value increased 41%0 vs. 2011
Source: BrandZ™ Report WPP
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Chinese brands led fast-growing
markets in total value

Top 50 Brand Value Across Rankings

(USS Mil.)
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443,161

2015 China
Top 50

Source: BrandZ™ Report
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2014 Latam
Top 50

69,585 45,868
2014 India 2014 Brazil
Top 50 Top 50

BRANDZ
TOPI@G

Most Valuable

Chinese Brands
AN ERERZI003

2015 AESHE

WPP



5 years of Chinese valuations

5 key observations



1. Advance China Dream by building strong brands

8%
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64%

In today’s economic
circumstances, building strong
brands worldwide is an essential
way to achieve the Chinese Dream

Source: BrandZ™ Chinese Dream Report
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2. Market-driven brands value rose 278% in 5 years

China Top 50 Brand Value by Ownership

223,926
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258,591 263435

236,361

SOE Brands in Top 50

Source: BrandZ™ Report

+6%
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Market-Driven Brands in Top 50
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3. Chinese and multinational brands in China BRANDZ
TOPI®®
close the gap Vst Valuable

Chinese Brands
AN ERERZI003

| 205 HESHEF |
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Il Chinese Brands
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4. More big brands increase consumers’ choices

BRANDZ

TOPI@G

Most Valuable

Chinese Brands

Chinese Brands in BrandZ™ Top 100 Most Valuable Global Brands

7\ %

2006
39 US$ BIl.
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5. Going Global: Huawel, Lenovo and ZTE achieved ?_I(!)%I;I@Dé“

>=50% revenue from abroad i aluaple
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10-Year Plan China Dream requires strong brands

Strong Chinese brands generate superior shareholder returns

Innovation and creativity trigger rapid growth in Technology and E-commerce

Market-driven brands dominate brand value growth and outperform SOE

initial success on globalization

The fast growth of Chinese brands and increasing competition for

consumer attention bring big opportunities for WPP
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