





























Public Relations

Market Research

Non-Media Advertising

Allstate Quaker Oats Abbey National Alberto Culver Kratt

American Airlines Racal American Express Allied-Lyvons [cgal & General
American Standard Republic of Turkey Anheuser-Busch American Express [.ever Bros
Ameritech RJ Reynolds Arthur Bell Anheuser-Busch [.cvi Strauss
Arthur Andersen Rowntree Asda Arthur Bell [.ex Service
Barclaycard Schering-Plough Barclays Bank Arthur Young [.ondon Regional
Cetus Corp Seagram Bass AT&T Transport
Chase Manhattan Bank Shell BAT Austin Rover Matrel
CIBA-GEIGY SmithKline Beckman Beecham Barclaycard Metal Box
Citicorp Southland Corp British Airways Bass Miller Brewing,
Colgate-Palmolive (7-Eleven) British Gas BBC 3M

Co-operative Retail US Steel British Telecom Booker McConnell Monsanto
Coopers & Lybrand Sterling Health Brooke Bond Oxo Boots Nabisco

Crown Estate

Texas Instruments

Central Office of

Briush Airways
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Daewoo Corp Thomson-McKinnon Information Briush Gas Fxchange
Dean Witter Unilever CIBA-GEIGY British Oxvygen PepsiCo
Dowty Group United Artists Crown Britsh Petroleum Post Ottice
EftPos Vaux Group De Beers British Rail Quaker Oats
Eli Lilly Warner-Lambert Department of Trade British Telecom Ralston Purina
Exide Corp Wellcome and Industry Brooke Bond Oxo R] Revnolds
GEC Wendy’s International Digital BUPA Roval Mail
Geest Wyeth Pharmaceuticals Ford Burger King Roval Opera House
Gerber Xerox Gillette Burton Group ] Sainsbury
GTE Spacenet Yamaha Guinness Cadbury Schweppes Scottish & Newcastle
Goldman Sachs Hertz Carnation Scalink

International ICI CIBA-GEIGY Securities & Investment
Hitachi Kellogg Citibank Board
IBM Kimberly-Clark Citizen Shell
ITV Asstociation Kodak Clorox Standard Chartered Bank
Indonesian Government Lever Bros Colgate-Palmolive Tenneco
Johnson & Johnson LWT Co-operative Retail Texaco
Kellogg 3IM Coopers & Lybrand TSB
Kodak Parker Pen Crown Estate Unilever
KPMG Philip Morris Del Monte Unisys
Kraft | Price Waterhouse Digital United Rum Merchants
Lever Indu,smal Prudential EftPos USAIr
McDonald’s Regional Electricity Elders IXT. Wyeth Pharmaceuticals
3M Boards Eveready Xerox
Monsgmto Scottish & Newcastle Esso Yamaha
Nestlé Sealink Firestone
New York Stock Shell Eyied

P,x'cl\mnge Unilver Frito-lay
PepsiCo United Biscuits General Foods
Philips United Distillers Gillette
Proct.cr & Gamble Wellcome Grand Metropolitan
Prodigy Wrigley Company Habitat

Yamaha Heublein

Homebase

House ot Fraser
International Paint
Kodak

KP Foods

KPMG
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tie-ins between media and promotions
in a smart, synergistic way.””” The
company uses sports and special
events, sponsors a Spanish-language
magazine which is distributed in
doctors’ and dentists’ waiting rooms
and beauty salons, and is
experimenting with a whole range of
other vehicles stretching from radio
to American Health’s wallboard
programme 1n health and fitness
clubs.

Perhaps the most extreme and
bizarre example of non-media
fragmentation is the high-tech
grocery cart, “a high-tech video-
equipped gadget that can say hello
and offer games, shopping tips, sport
scores, and...on the spot advertising
to consumers,” according to
Associated Press. Obviously a
market opportunity for the Wire and
Plastic Products company where we
have our roots, the VideOcart reflects
“the use of in-store advertising —
signs attached to shopping carts, sales
pitches on store sound systems and
the like — [which has] burgeoned in
recent years, with spending growing
at 14% a year over the past decade to
an estimated $12.6 billion last year.”

As well as increasing the number
of alternatives to TV, growing
technological sophistication has
fragmented that medium, too.
Leaving aside such US exotica as a
proposed 24-hour gambling network
and Whittle Communications’
Channel One, a twelve-minute news
programme for schools, in Furope
“it will be possible to single out baby

boomers on Sky Channel, children
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on Channel ] and Children’s Chan nel,
sports enthusiasts on Screen Sport
and Eurosport, movie-freaks on
Channel Plus and Premiere, and even
businessmen on their own purposc-
built channels,” according to
Michael Hook in Media International,
May 1988.

Whether all these new vehicles
will be able to attract the necessary

advertising is highly debatable. At the

British Film Institute’s Broadcasting
Research Unit, Dr Michael Tracey
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believes that “European satellite
enthusiasts have grossly
underestimated the terrestrial
broadcasters’ hold on their national
audiences.” The main effect of
satellite competition, at least in the
short-to-medium term, may
paradoxically be to reinvigorate
these land-based broadcasting
organisations, much as commercial
TV did to the BBC in the 1960s. Both
ITV and BBC are much more
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receptive to “publishing” new

programme ideas from independents;

while the ITV companies, 1n

particular, have taken the opportunity

to cut down on unneccessary staff,

transform working practices and cut

costs, at a time when income from

advertising 1s booming.

Cable Deals

Average Price per Subscriber

1,000

500
S+ 85 86 87

Daata Pand Kagan Assocrates

The shifting attitudes of clients are
not only a reflection of supply-side
phenomena, but also significant
demand-side trends. These are
perhaps best expressed by key
demographic and marketing

statistics.

US Demographic and
Marketing Statistics

Buying habits

In 1989 over 80% of every $ spent
resulted from In-Store decisions
versus 65% 1n 1977.

The average length ot a shopping
trip has shrunk from just under
30 minutes in 1975 to just over

20 minutes 1n 1985.

88























































































































































































	WPP Group 19880001
	WPP Group 19880002
	WPP Group 19880003
	WPP Group 19880004
	WPP Group 19880005
	WPP Group 19880006
	WPP Group 19880007
	WPP Group 19880008
	WPP Group 19880009
	WPP Group 19880010
	WPP Group 19880011
	WPP Group 19880012
	WPP Group 19880013
	WPP Group 19880014
	WPP Group 19880015
	WPP Group 19880016
	WPP Group 19880017
	WPP Group 19880018
	WPP Group 19880019
	WPP Group 19880020
	WPP Group 19880021
	WPP Group 19880022
	WPP Group 19880023
	WPP Group 19880024
	WPP Group 19880025
	WPP Group 19880026
	WPP Group 19880027
	WPP Group 19880028
	WPP Group 19880029
	WPP Group 19880030
	WPP Group 19880031
	WPP Group 19880032
	WPP Group 19880033
	WPP Group 19880034
	WPP Group 19880035
	WPP Group 19880036
	WPP Group 19880037
	WPP Group 19880038
	WPP Group 19880039
	WPP Group 19880040
	WPP Group 19880041
	WPP Group 19880042
	WPP Group 19880043
	WPP Group 19880044
	WPP Group 19880045
	WPP Group 19880046
	WPP Group 19880047
	WPP Group 19880048
	WPP Group 19880049
	WPP Group 19880050
	WPP Group 19880051
	WPP Group 19880052
	WPP Group 19880053
	WPP Group 19880054
	WPP Group 19880055
	WPP Group 19880056
	WPP Group 19880057
	WPP Group 19880058
	WPP Group 19880059
	WPP Group 19880060
	WPP Group 19880061
	WPP Group 19880062
	WPP Group 19880063
	WPP Group 19880064
	WPP Group 19880065
	WPP Group 19880066
	WPP Group 19880067
	WPP Group 19880068
	WPP Group 19880069
	WPP Group 19880070
	WPP Group 19880071
	WPP Group 19880072
	WPP Group 19880073
	WPP Group 19880074
	WPP Group 19880075
	WPP Group 19880076
	WPP Group 19880077
	WPP Group 19880078
	WPP Group 19880079
	WPP Group 19880080
	WPP Group 19880081
	WPP Group 19880082
	WPP Group 19880083
	WPP Group 19880084
	WPP Group 19880085
	WPP Group 19880086
	WPP Group 19880087
	WPP Group 19880088
	WPP Group 19880089
	WPP Group 19880090
	WPP Group 19880091

