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WPP Group plc 
Annual Report & Accounts 

'The purpose of a ll WPP Group companies 

is to add va lue and worth to clients' businesses through 

the management of the imagination ' 
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Strategic Vision 

lt is the aim of WPP Group: 

To understand the increasingly complex 

marketing needs of our clients at every leve l from 

local to worldwide. 

To provide those clients with a comprehensive , 

and when appropriate, integrated range of 

marketing services of the highest quality: both 

strategically and tactically. 

To ensure that each service provided returns 

more in value th~m its cost to every client. 

To build and maintain companies of such 

excellence that they provide the most stimulating 

career opportunities for talented professionals in 

all disciplines. 

To provide those professionals with 

rewards and incentives which encourage the 

greatest number to a sense of ownership. 

To be the major multi national marketing 

services company. 



Financial Strategy 

To reduce indebtedness and strengthen the Group's 

capital structure for the benefit of all shareholders. 

To maximise the cash flow of the Company and 

to limit capital expenditure to that level required to 

maintain its long-term competitive position. 

To increase earnings per share through organic 

growth, including improvement in market share 

and profit margins. 

Progress to date 

1986, the first full year following our change in st rateg ic direction from 
manufacturing to services, saw the Company build a dominant 

position in the United Kingdom in non-media advertising and develop 
a strong base in specia list comm unications in the United States. 

1987 brought substantia l organ ic g rowth wh ich, together wi th major 
developments by acquisition concluded at the sa me time, positioned 
us to achieve our strategic objective more rapidly and more effectively. 

1988 was spent conso lidating our operations worldwide and 
addressing functio nal or geographic weaknesses/opportuniti es 
through 'in-fill ' acq uisitions or start-ups. 

1989 saw further significant organic growth. In addition. major 
acquis itions have now larg ely put in place the overall organ isational 
structu re required to meet the strategic vision. 

- --- - --------

1990 saw conti nued organic growth and in-fill acquisitions, especially 
1n the first half. However, the unexpectedly severe recession. wh ich 
parti cula rl y affected the last qua rter, resulted in a significant slow­
down in major markets. 

1991 was the first year since 1983 that profits fell and reflected the 

pa rti cularly severe recession in the Company's most significant 
markets in the United States and the Un ited Kingdom. 
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Financial Summary 

91 

90 

89 

88 

87 

86 

Turnover 

Revenue 

Trading Profit 

Profit before Taxation 

Profit after Taxation 

Attributable Profit 

Basic Earnings per Ordinary Share 

Basic Earnings per ADS 

Dividend per 10p Ordinary Share 

Revenue (£000) 

1,204,418 

1,264,100 

1,005,453 

547,129 

284,082 

23,685 

91 

90 

89 

88 

87 

86 

Dividend per ADS 

Trading Margins 

Pre-Tax Margins 

Revenue per 
Employee (£ ) 

56,764 

55,958 

5 7,232 

52,391 

52,941 

55,599 

91 

90 

89 

88 

87 

86 

% 
1991 1990 Increase / 
£000 £000 (D e crease ) 

5.460.454 ( 7 ) 

1.264.100 (5) 
---

132.945 (37 ) 

90.040 (38) 

53.664 (39) 

32.920 (59) 

781p (64 ) 

52 .79 (65) 

n / a 

n / a 

10.5% 

7.1 'Jb 

P rofit before Tax (£000) 
Basic Earnings per Share 

56,105 

90,040 

75,039 

4 0 ,318 

14,117 

1,757 

91 

90 

89 

88 

87 

86 

91 

90 

89 

88 

87 

86 

Pro fit before Tax 
per Employee (£ ) 

2,644 

3,986 

4,271 

3,860 

2,631 

4,124 

27.9P 

78.1P 

73.0P 

54. 3P 

32.1P 

13. 2P 



Revenue 
by Activity 

Revenue by 
Geography 

Shareholders 
by Country 

Strategic Marketing Services 1 % 

Media Advertising 51 % 

Public Relations 10% 

Market Research 12% 

Non-Media Advertising 12% 

Specialist Communications 14% 

Manufacturing <1 % 

United 

United States 

United 

2 % Strategic Marketing Services 

65% Media Advertising 

1 % Public Relations 

11 % Market Research 

1 % Non-Media Advertising 

20% Specialist Communications 

<1 % Manufacturing 

Pens1on Funds. 
Insurance and 

Investment 
Compan1es 83% 

Employees 9% 

Trading Prof it 
by Activity 

Trading Profit 
by Ge ography 

Shareholders 
by Type 
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Chairman's Statement 

Thank You 

I started one of our advertising agencies 4 3 ye ars ago . Some of 

those years were easier than others. Without doubt, 1991 was the 

most difficult of all- for all our companies in all our disciplines . 

In 1991 most companies cut back their expenditure on 

marketing services and a lot subjected their agencies to "review ". 

One invited 64 agencies to compete for his account ; we won 

that one, but we didn't win them all. 

In this pervasive atmosphere of anxiety, it isn ' t easy to 

perform miracles. But throughout the world, the people in our 

companies went on servicing existing clients, bringing in new 

ones and creating work as good as I have ever seen. 

I admire their guts. 

Our earnings per share declined for the first time since 

WPP entered the marketing services industry six years ago. 

But the decline would have been a lot worse if our people 

had not performed so nobly. We owe them our gratitude. 

David Ogil vy Chairman 



Chief Executive's Review 

Summary of Results 

199 1 revenues fell by 4.7% from £1.264 billion to £1.204 billion. 

199 1 profit before tax fell by 38% from £90.0 million to £56.1 million. 

The 1991 profit figures include net exceptional profits of £18 million principally 

comprising a release of excess provisio ns of £34 million less reorganisation 

and rationalisa tion expenses of £15 million. 1991 underlying profits were therefore 

approximately £38 million. 

Basic ea rnings per share fell by 64% from 78.1p to 27.9p. 

As last year, due to covenants given to the Group's lenders, there were insufficient 

distributable reserves for WPP to pay a dividend on either its preference or ordinary 

shares for 1991. 

On a directly comparable basis, operating margins fell from 10.5% to 7.0%. 

To a large ex te nt, this reflected the Group's determination to maintain high standards 

of client service during difficult times and was ameliorated by a reduction in 

Group plc personnel by 17% to 88 people. 

On the same basis , Group pre-tax margins (after net inte rest paid of £46 million) 

fell from 7.1% to 4.7%. The helpful impact of lower dollar interest rates was more 

than offset by higher debt levels and higher banking margins following 1991's 

financial restructuring. 

At the yea r-end , the Group had net debt of £334 million compared with £297 

million in 1990 (£310 million on a constant currency basis). Negative shareholders' 

funds of £258 million compared with negative shareholders' funds of £256 million 

in 1990 in constant currencies; retained profits in 1991 were offset by additional 

goodwill arising from earnout payments . 

The Group ta x rate on profits including exceptional items was 42.0% in 1991 

co mpared with 40.4% in 1990. 

Background to Results 

199 1 was an extremely difficult year and the first since 1983 in which the Company 's 

profitability failed to improve. With the end o f the Gulf War in March 1991, it was 

believed that prospects for recovery were good in both o ur major markets of the 

United States and the Un ited Kingdom . However, these prospects did not 

materialise . Client expendi tures at best remained static and in many cases did no t 

meet expected leve ls. 
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Chief Executive's Review continued 

As a result , the Group's budge ted len:l o f ren: nu es ,,·:ts n<Jt :te ll ic\·L·d: :m d. although 

sign ifica nt ad justments were m ade to the cos t h:tse. C<>S ts cou ld nut rcspunsi hh· 

be reduced suffic ient l y in th e short term for margins to he pr<>tcc tn l p:trti<.:ul:trly 

after the inc lusio n of reo rgani sa ti on and ration:llh:ttion cus ts. 

These adverse facto rs affec ted the whole of the nurke ting scn· iccs scU<>r :tnd 

m any of its cl ients ; and, to a sig nifi ca nt extent. the co ntinuing prufit:thilit\· uf th e 

Group is an indicatio n of the stren g th of the G n >up's business fr:t nch ises :1 n d the 

qua lity of the people who const itute them. 

Review of Operations 

199 1 revenues were 4. 7% clown o n the previous year. '5. 2"" in C< >nst:t n t cu rn: nc i<.·.~. 

Operating costs, including reo rganisa ti o n and rationalisation expe n ses. ,,.LT<.' roughly 

the same as the prev io us yea r. Excluding these exre nses co.~ts \\'er<.· d<>,,·n I "'"· 

Staff leve ls fell throug h o ut the year, and b y th e yea r-e nd were H""' ' d< l\\·n :tg:tinst th e 

previous year: from 22,308 to 20,5 14. Salary costs. h 0 ,,·eve r. in constant c urren c ies. 

showed a decline of on ly 2.3"AJ. W h en c lien ts red u ce Ie\·els of expend iture . th ey 

continue to expect at least the sa m e leve ls of se r v ice. Acco rdingly. a,·er: tge sa !:tries 

rose as higher quality staff were retained or hired and outsta nding l y successful 

offices rewarded. 

Some o utstanding performances we re achieved and deserve recognition . 

Functionall y, market research and some direct marketing, des ign . saks promotion and 

spec ialist communicati o ns compan ies met their targets . Geograph ica ll y. stnmger 

performances were registe red in Con tin enta l Eu rope and South Eas t Asia . 

Revenues by sector fell by 13% in non -media advertising: hy Il' lii • i n public rela tions : 

by 3% in media advertising ; and by 2'% in spec i ali st comm uni cat io ns . Thev ,,·ere tlat 

in market research and m anufactu ring; and rose b y 8'Vo in stra teg ic marketing .~en · ices. 

Geograph ica ll y, revenues fell by 9'Yo in the Un ited Stares. '5 % in th e Uni te d 

K ingdom and rose by 1% in the Res t of rhe World . 

In 1991 , the Group aclcled net n ew business revenu es of ovc r £ .149 m i 11 i< >n ( S2(>2 

millio n) equiva lent to n et bi llings o f £995 million ($1. 7 '50 million) 

The Golclman Sachs Advertis ing Indust ry Survey. ruhlish ed in Fchruan 1'>'>2. 

ranks the Group first of the f i ve publi cly quoted hol ding compan ies su rn:ved in terms 

of net new business gained in 1991 . 



WPP's Six Service Sectors 

Media Advertising 

The planning, production and placing of 

adverti sing for multi nat ional and national 

advertisers in all categories. 

Market Research 

Consumer, media, 

corporate communication 

and policy research; 

advertising research, 
pre-testing, tracking and 

evaluation; design and 

management of international 

market studies; new product 

development and testing . 

Non-Media Advertising 

Identity, Design and Architecture 

Architectura l services; 

exhibitions; furniture, industrial , 

product, environmental and retail design ; 

packaging ; corporate 1dentity ; 

market ing and corporate literature. 

Incentive & Motivation 

Bus1ness seminars and entertainment; 

mcent ive strategies and programmes ; 

conference and travel management. 

Sales Promotion 

Consumer and trade promotions; 
po1nt -ol -sate ; coupon redemption , 

self -liquidators; on -pack offers. 

Audio Visual Communications 
Corporate and train1ng v1deos; exhi b1t1ons 

and conferences ; eqUipment mstallation, 

serv1cmg and hlfe ; presentations, 

product launches and trade shows ; 

product1 on, edit1ng and transfer. 

Strategic Marketing Services 

Social, economic and market forecasting ; 

development of corporate strategy; 
econometric modelling; envi ronmenta l 

changes tracked throug h regular surveys. 

Public Relations 

National and international corporate, financial 

and marketing comm unications ; crisis management ; 

publi c affairs and management counselling. 

0 
Specialist Communications 

Ethnic, business-to-business, corporate , 

entertamment, pharmaceutica l, travel, 

recruitment, reta il and flotation advertising ; 

ann ual reports ; d irect mail and direct 

market ing ; 1nvestor communications ; 

corporate Identity. 
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Chief Executive's Review continued 

Media Advertising 

In 199 1 Ogi lvy & Mathe r Wo rldw id e in c lud e d Cole & \X.e b c r. Og iln· D irect - th e la rges t 

direct ma rke ting age nc y in the wo rld - Og il vy Adams & H.ineh a rr :111d Promotional 

Campaigns Wo rldw id e. To ta l reve nu es fe ll by 5'*• a nd o p e ratin g cos ts h\· 2"" (d esp ite 

reo rganisation and rati o n a lisati o n cos ts acco un tin g fo r 2"'< • o f to tal ). Operatin g m a rg ins 

were 8% excluding the surplus pro p e rt y cos t of Wo rkhYid c Pla za in Ne\\. Yo rk . 

Ogilvy& MatherWo rldw id e gen e ra te d n e t n evv bus in ess billings o fm·cr 

£ 271 million (S478 m illio n). 

J WalterTho mpson Company 's reve nu es fe ll by 3' V< , a nd o p e ra tin g cos ts rose by 1% 

including reo rganisati o n and ra ti o nali sa ti o n cos ts o f! %. O p e ratin g marg in s \\·e re 6 . .3 %. 

J Walte rThompson Company ge n e ra ted n e t n ew bu s in ess b illin gs o f o \·e r 

£ 251 million ($443 millio n). 

Befo re reo rganisatio n and ratio n a li sa ti o n cos ts a nd in c ludin g th e profit o n the sa le 

o f its share ho lding in Ab bo tt Mead Vicke rs PLC, Sea l i, McCa b e . Sloves In c. m ad e a 

pre- tax profit. Revenues fe ll by 9% and ope rating cos ts we re fl a t. Ope ra ting iss u es 

have now been addressed and recent s ig nifi cant n ew bus in ess w in s s h o ul d result in a n 

improve me nt in profitability in the nea r furure. 

Conquest Europe's revenues were fl a t and o p e ra ting cos ts rose b y 8%. 

Public Relations 

The public relations secto r o f o ur business w as s ig nifi ca ntl y a ffec te d by th e G ul f Wa r 

and the recession . 

Hill and Kn owlto n 's revenues fell by 11% and o p e rating cos ts b y 2°/c>. As a result. 

after reorganisation and ration alisati o n cos ts, Hill a nd Kn ow ! to n m ad e a loss. 

Market Research 

Resea rch International had an o the r exce ll e nt yea r. Reve nu es rose b y 5% a nd ope ra ting 

costs by onl y 1%. As a result , p rofits a lm os t d o ubl ed fo r th e seco n d s uccess ive year. 

Mill ward Brown also perfo rmed stro ngly in th e United Kin gd o m a n d th e 

United States. 

At MRB Group, strong pe rfo rmances we re reg is te red a t MRB UK a nd Ja p a n MRB. 



Strategic Marketing Services, Non-Media Advertising and 

Specialist Communications 

Several of ou r co mpanies in these secwrs pe rformed part icularl y we ll - including 

Anspach Gross ma n Portugal , Tho mas Fe rguson Assoc ia tes and Mando Market ing. 

All mhcr compa nies pe rformed reasonably we ll w ith the e xception of SBG in 

packaging d es ig n and McColl Gro up and Wa lke r Group/ CNI which were bo th 

seve re ly affec ted by difficulties in the re tail and property markets. 

Manufacturing 

Our manufac turing divisio n had ano the r successful yea r, wi th profi ts o f ove r 

£0.3 million (50.5 millio n). 

Business Mix and Growth 

The Group e mpl oys 20 ,514 people in 625 offi ces in 64 coull[ri es. 

We serv ice over 300 of the Fo rtune 500 compan ies ; and 868 major national or 

multinatio nal clie ll[S in two o r mo re funct io ns. This con tras ts w ith 830 last yea r and 

re fl ects the inc reas ing opportunity fo r cross re ferral be twee n acti v iti es both nationa ll y 

and ill[e rnatio nall y 

The Group works w ith 33 0 clients in three o r mo re se rvices (3 11 at December 

1990); and w ith 15 5 clie ms in five o r more coull[ri es (149 at December 199 0). 

Sales and Profits by Function 

Functiona l div isio ns in 199 1 accounted fo r the fo llowi ng propo rti o ns o f Gro up sa les 

and ope rating profit: 

Strateg ic Marketing Se rvices, 1% and 2%; Media Advertis ing, 51% and 65%; 

Pub li c Re la tions. 101!/n and l'V. •; Marke t Resea rch, 12% and 11 %; Non-Media Advert is ing, 

12• v. , and 1% : and Spec iali st Co mmunica tions. 14% and 20%. Ma nufacturing still 

acco unts for unde r 1% of bo th . 

Sales and Profits by Geographical Area 

Geographica l reg io ns in 199 1 accounted fo r the fo ll ow ing propo rtio ns of Gro up sa les 

and o pe rating pro fit : 

United States and Ca nada, 45% and 46%; United Kingdom. 22% and 17%: 

a nd the Res t of the World . _),)% and 37%. 

Clients using 2 or more 
WPP Service Sectors 

1991 868 

1990 830 

1989 690 

1988 325 

1987 78 

Clients using 3 or more 11 
WPP Service Sectors 

Clients served in 5 or 
more countries 

1991 330 

1990 311 

1989 255 

1988 125 

1987 41 

1991 1 55 

1990 1 49 

1989 129 

1988 60 

1987 37 
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61 

34 

22 
23 

17 

11 
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Wpp Worldwide 
1 Argenllna 

Australia 

3 Austr ia 

Bahram 

Belgium 

6 BraZit 

Canada 

8 Chrle 

9 Chma 

10 Colombia 

11 Costa Area 

12 Czechostovakra 

13 Denma rk 

14 46 

63 
41 

10 

15 

42 6 

62 

14 Dominican Republic 

15 Ecuador 

16 Eire 

17 Et Sa lvador 

18 Fmland 

19 France 

20 Germany 

21 Greece 

22 Guatemala 

23 Honduras 

24 Hong Kong 

25 Hungary 

26 lndra 

39 53 18 

13 
36 

16 60 5 20 4 4 
54 12 

19 3 25 

28 
45 51 21 

38 
57 

49 

27 tndones•a 

28 Italy 

29 Japan 

30 Kenya 

31 Korea 

32 Kuwa tl 

33 Malaysra 

34 Mexrco 

35 Myanmar 

36 Neth erlands 

37 New Zealand 

38 N1gena 

39 Norway 

50 

9 31 29 

58 

40 
32 

4 7 
4

59 26 35 24 55 

56 64 

43 

52 33 
48 

30 
27 

2 

40 Paktstan 
53 Sweden 

41 Panama 
54 Swt tzerlan d 

42 Pe ru 
55 Ta•wan 

43 Phd tpptnes 
56 Tharland 

44 Poland 
57 Togo 

4 5 Portuga l 
58 Turkey 

46 Puerto R tco 59 Unr ted Arab 

47 Saud• Arab•a Em•ra te s 

48 Srngapore 60 Unrted Krngdom 

49 South Alrr ca 6 1 Unrted States 

50 Russ•a n Fe d era tton 6 2 Urug uay 

51 S pa tn 63 Venezuela 

52 Sr t Lanka 64 V•e tnam 



Cross Referrals 

The bene fits o f c ross refe rra ls co ntinue to grow. In 1990, 18% o f new business 

revenu es. o r 545 millio n , came fro m business oppo rtunities brought fro m o ne Group 

co mpany to ano the r. In 19 91 , these fi gures remained at 18% o r 549 million. Mo reover, 

we estimate potential revenues o f ove r 580 mi llion we re generated through refe rra l. 

Grea te r atte n tio n is be ing g ive n to conve rting these oppo rtunit ies and it is hoped th at 

the conve rsio n ratio w ill co ntinue to increase from the present 6 0%. 

Balance Sheet 

At the yea r-e nd , ne t d ebt to ta ll ed £334 mi llion aga inst £297 mi llio n at the end o f 

1990 or £3 10 mil lio n in constant curre ncies. Ne t de bt ave raged £472 mi llio n in 1991 

aga inst £432 mil lio n in constant curre ncies in 1990 , p rimarily due to cas h ea rno ut 

payme nts o f £2 1 millio n . Furthe r earnout payme nts are estimated to to tal £70 millio n 

in the pe riod 1992·95, o f wh ich £39 mi llion are in cash. This compares with a tota l 

o f £ 11 0 mi llio n at the end of 1990 . In 1991 capita l expenditure to ta lled £ 19 mi llio n 

aga inst d eprec iatio n o f £26 million . 

The Gro up traded with in its banking covenants in 199 1. Lo ng te rm p ro jecti o ns 

suggest ad equate pro fit abi lity and cash fl ow to mee t its finan c ia l needs and 

obli ga ti o ns. However, budge ts fo r 1992 and actua l results fo r the first quarte r suggested 

littl e econo mic recove ry. As a result , bank covenants w ill have to be adjusted and 

furt he r cash fac ilities nego tiated . Du e to the lack o f a recovery in the Gro up's 

revenu es and ea rnings, debt repayme nts currentl y scheduled fo r 1993 also require 

re nego ti a tio n These issues are curre nt ly unde r discuss ion w ith the Gro up's banking 

sy nd icate, and o utline proposa ls have been fo rmulated and presented to the sy ndica te. 

Th e bank co-o rd inating co mmittee sup ports the princ ipal fean1res o f these proposa ls. 

The p roposa ls a re o utlined in No te 23 ro the Accounts. 

At the sa me time the Group , w ith the co-operati on o f its banking sy ndica te. 

is assess ing a lte rnati ve ways of making signifi cant im proveme nts ro the Gro up's 

cap ita l stru cture. inc lud ing through cap ita l restructur ing and asset di sposa ls. 

13 
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Chief Executive's Review continued 

Some specific examples o f poss ib le asset di s p osa is ,,.<Ju id he : the sa le of Sc ali. 

McCabe , Slaves Inc. ; the fl o tati o n o f th e Group·s .Japanese :tnd Sour h East Asi:tn 

interests ; and the flotati o n of th e Group's marke t research business . . 'vlc :tn,,·hik. 

progress continues to be mad e in operat io nal ways of impro,·ing profitability 

and cash flow. 

Resolution of these financi a l issues will e nabl e man age ment t<J c on ce ntrate 

exclusive ly on maximising th e Group's lo ng te rm p e rforman ce on he half of c li e nts . 

employees, investors and o th er stake h o ld e rs. 

Future Prospects 

In the first quarter of 1992, Group compani es have b ee n awarded a number of 

significant new assignments, tota lling more than £42 million (575 million ) in n e t 

revenue o r £280 million ($500 millio n) in n e t billings 

Despite this, there has been n o s ignifi ca nt upturn in bus iness in the first three 

months of 1992 , a lthough the Group has o perated in accordance w ith its hudge t. 

Revenues were approximately the same as in th e prev ious yetr and operating cos ts 

were slightly down. 

Staff costs account for about 55% o f reve nu es. A thorough rev iew of sala r y costs 

has shown that fixed salary levels througho ut th e Group are broadl y in lin e with o r 

slightly above marketing services industry le vels. 

Comprehensive compensation policies are being intro du ced throughout th e 

Group which are designed to increase the relative significance o f p e rformance-related , 

short and long term incentives. 

Office costs are the Group's second largest cos t ca tego ry accounting for about l0°i!J 

o f revenues. As a result of the recession and the con sequ e nt red u c ti o n in staff 

numbers, the Group has cons iderab le excess and unl e t pro p e rty Eve ry e ffo rt is b e ing 

made to sublet o r otherwise dispose of thi s excess . It is primaril y loca te d in the 

depressed pro perty marke ts of New York and Lond o n ; it amo unts to a pproximate ly 

10%ofthe Group's worldwide o ffice space; and its cash flow cos t is a pproximate ly 

S20 million a year. 

Of the Gro up's fun c tio nal divisions , advertis ing and publi c re I at ions a re st i 11 

the most affected by th e recess io n . Re tail d es ign , rea l estate advertis in g. 

recru itment adve rtising and some p a rts of sa les promotion a lso continu e to suffer. 

Operatio ns performing we ll include: s tra teg ic marke ting se rv ices : m a rke t resea rch ; 

direct marketing; some d esign , sa les pro motio n a nd a udio -v is u a l com p a ni es. 



and specia lis t communica tio ns companies such as hea lthca re. 

Geographica ll y, trading conditio ns in the United States, the Un ited Kingdom, 

Ca nada , Scand inav ia, Australi a and New Zealand remain difficult. Be tte r 

pe rfo rmances are to be fo und in France , Ge rmany, Sp ain , The Ne the rl ands, 

Be lg ium , Austria and South -East Asi a. In the las t few months, the re has been 

so me im proveme nt in Braz il and Japan. 

Ma ny of o ur cl ie nts have se t the mse lves annua l pro fit growth ta rge ts of 

be twee n 5% and 10%. Given the maturity o f most o f the product markets in 

w hich they opera te , and the low rates o f population growth in the ir majo r 

consume r marke ts, achievement o f such o bj ecti ves is depend ent on a 

co mbinatio n of three re lated ac tio ns: revenue growth ; cost containment ; 

and acquisitio n . 

Despite the recess ion, stock marke t va lues remain high, particul arl y in 

the United States, making acqu is itions by our cl ie nts no less expensive than 

they we re in the 1980s; and cost cutting has become mo re and more 

difficult as oppo rtuniti es are progress ive ly ex hausted. As a result, it seems 

probable th at clie nts w ill increas ingly concentrate on growing revenues, 

w ith inc reases in marke t share be ing the principal contributo r to growth 

o bj ecti ves . In circumstances o f this kind , the demand fo r marke ting serv ices 

trad it iona ll y increases. 

Lo nge r te rm trends w ill contribute to th is demand : we are li ke ly to see 

continued increases in the speed of technologica l change ; the geograp hica l 

and functi o nal co mplex ity o f our clients' businesses ; the fragme ntati on of 

communications media; and the power of retail d istri bution. 

In the absence of econo mic recove ry it is too earl y in the year to pred ict its 

outcome wi th any confidence. 

What is ce rtain , however, is this: given the Group's remarkab le fu nctiona l 

and geographical stre ngths, and the continuatio n o f its new business 

record , it is unique ly placed to capitalise on the recovery w he n it co mes. 

Marti n So rre l! Group Chief Execu tive 

1 5 





WPP Group Companies 

In each WPP Group co mpany, the re are so me 

remarkable leaders, ch aracte rs, ind ivid ua ls. 

The following pages sh ow just a few of the m: 

the Figures w ho are even more important 

than the figures. 
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Strategic Marketing Services 

THE 
FUTURES 

GROUP 

Robert H. Smith 
Chairman and Chief Executive Officer 

"The Furures Group specialises in long-range 

planning and forecasting. We explore risks 

of strategic choices by examining the 

prospective developments which make the 

furure different from the past. " 

Media Advertising 

SCALI. MC(ABE. SLOVES. IN C. 

Marvin Sloves Chairman and CEO 

"The mission of Sca li, McCabe, Sloves, Inc. 

is very simple ... to crea te 

great advertising, 

hire professional people 

who love the advertising 
business and , after all 

is said and done, 

to have treated o ur 

employees and clients 

with dignity and pride." 

M-IENLEYe CENTRE 

Bob Tyrrell Cbief!~n·ctllit ·e 

··our husin <.:s~ is the future : turning un Lh.: r:...t ~ 1 nding o f societies 
econ on1 ics ~tnd 111a r kct:-. int c > pract ic~t l :-. t r:llcgi c o ptio n s. · 

O ur co ll a h o rath·c rcbtions lti p:... ' ' ' ith c li c nt s CO\'c...'f pric ing, 

pro duc t dc, ·c lc>plllL' rlt . hr:and p<):-.i ti <>n ing :tnd fo n.:ca.sting issu ~· 

··our rni ss io n is to ..... pcnd a.-.. 

l inle tin1c 3 :-. p os:-. ihlc ,,·riting 

n1iss io n statcrncnL-.. . 

a nd n1ore t inlL' c n .. :ating ads 

that c ut through ... 

Cole c--t\ Neber 
Scott Marshall 
f >resic/(~ 111 

Mark McNeely 
c:bairn/(./11 

Ogilvy & Matl1er 
Worldwide 

Charlotte Beers 
Cba inn a 11 and 
Chie{J::,·ec tlf it •e 

"OMw·s prima ry miss io n is 

I< 1 gt.·nc.:r~ ttL' .... ~ ti cs results for 

it.' d i<•n ts - W E SELL O R EL'f 

Thi .... cornrnitnl t'nt is p :tr1icuiJ 

sign ifica n t as nothing is of 
111<)rL' inlp(>rtance to o ur cliel' 

toda y than h:11·cl sales results 

Tlw age-ncy h;os ahvays been 

wc· ll pl aL·c-d to ach ic\'l~ th is 

rni ss ion on ; t g loh:tl sca le 

h cc; tli SL' \"\ 'L' h :tVL' : 111 enviab!f 

ft lrt y - y L':II· hist o ry o f cre:uing 

:tLh·(:"·rti s ing th:tl se lls in 

pn )d u c ti, ·e C< llllhin:ttio n. 

\\'ith thv world 's l:trgest 

dirv ~.. · r nl:trk t.·ti ng cornp an 

( >!'V1\.X ' h : IS 2'~ llfficL'S in ') 

..._ ·< l llflt riL·.-.. ( >ll L'ring :td\ 'L' T1ising. 

tl!n.·~.. · t lll : trkL·ting . p ubl ic 

rv i:IIH lll ..... . ..;: il L'S pn.Hnotio n 

.llh. l I"L' I : llc..'d ..;L' tTit'L'S . 



LANSDOWN EURO /(;~~ 
Tony Abraham Chairman a11d Creatiue Director rs 

,· ess pan ne .. 
"A hands-on approach . working with clients as bu"n · · .. · . LOP _?0. 

·create rhe most effective. distinctive 

advert ising in the marketplace ... 

I . I UK ·tdvert tstng las enabled LtnsdownEuro to cl imb tnto tle • . . . a ins during 

f . hustne" g .. A heahhy string o new _.
11 

continue. 
1992 ensures rhat the success "' ' 

Jean-Manuel Guyader 
Preside111 CEO 

E rOJJe has been conce ived 
·'Conquest u . , 

. . , s'ngle agency tn Europe. 
I f 11 ·t tOilS JS a ~ I ..__ 

anc U L eel lO service centrally-
1! is stnJCt ur . .. 

I . .vhose market ts l: urope. . cd bra ne~ ' · 
tmtn"g cl lefencl loca l ones w ithin :t 

' 111 {0 ( 

' European perspeuive . ·· 



Public Relations 

Carl Byoir & Associates, Inc. 

Joseph M. Howell, Ill 
President and Cb ief Executil'e Officer 

"Our mission is to provide va lue to o ur clients : to assist 

them in senio r-level decision making in publ ic n.: latio ns 

and public affairs, and to help them shap e :md irnplcmt:nt 

effective communications strategies.·· 
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William E. Timmons 
Cbairman, Executive Comm illee 

"' Timmons and Company, organised in 1975, 

represents major American corporations 

and associations in the field of federal 

government relations. The company provides 

a fu ll range of professional consu lting services 

to a limited number of clients. " 

Market Research 

~?., M illward Brown 
~'l International 

Gordon Brown 
Cbairman and Chief Executive 

HILL AND I(NOWLTON 

Thomas E. Eidson 
President a nti 

Chief l::.xec:utit ·e (Jfji't·,·r 

" \V/e are a worldwidt: ruhlic rt:l ations 

and ruhlic a f fa irs firm e< Hnrn iut:d 

10 pro,· iding th~· highest qua l ity 

counsel and scn: icL' in o rt k ·r to c rL"alL' 

ta ng ib le va lu e and :-.uccc:-.:-. 

for our c lien ts.·· 

Ogilvy Adams & Rinehart 
Jonathan Rinehart Chairman 

"Ogilvy Adarns & Rinehart is loca tt:d in key 

financia l, governmental and m ed•a ct:ntrt:s. 

The firm offers sophistica ted ca pahi l iti t:s in 

corpora te p ublic relations. 

financial communica tio ns. health 

and medica l communica tio ns . 

publ ic affairs, strategic m arketing 

and special situatio ns ... 

f.:a RE SEAR CH 
... iNTERNATIONAL 

PhiliP aarnard 
c;hairmtlll a 11d 

Ch ief Executive (~peer 
··our mission is to serve 

o ur clients b ener than an y 
o the r custom resea rc h 

agency: Miohaii J.' .. 

M 
R 
B 

"Leading thinkers in advertising 

research , practising in over 

30 countries including the USA UK 

Europe and the Far East. The s~nio~ 
management time, intellectua l 

curiosity (and money) that we 

devote to our own new product 

development produces research 

tha t move~ clients' bra nds and 

'>ervices forward - internationa ll y. " 

Tim Bowles r .hie/lc\·e, utin ' 

·· Thv 1n :lin p urp<1_...c..· ( )f 

JV1HB (!roup ,_... !1 1 h l" lp , n1r 

n1al.;c..· h t.: llcr h u ..... uh·...,..., 

;_tnd pr) l ic ~ ~.. lc.. -c t _... i, w1_..., 

\V/t.: rr< ,, ·i<.k- pnlft.· ......... ,( lfl;t ll ~ 

eX<- c l lt·nl .... un· ~,.-, fl"'"'l.' :tn h 

( (I \<l "l ' l ) 11 11.. "\1\ Ill \lltll.\\ 

\\ ' till tiH: II" t. U<.; H 1\ll t."l" .._, 



Incentive & M otivation, 
Sales Promotion and 
Audio V isual Communications 

Promotion.:'11 Campaigns 
Worldwide 

Keith Bantick Chairman and Creatiue Director 

"Sales promotion isn 't easy. hut it never has been 

easy to gain an advantage over a competilOr. 

This is what we do fo r our cl ients at the point o f 

sale . . every day." 

Philip Dexter 
Chairman 

Roger Williams 
Managing Director 

Richard Norman 
Director 

"TMC prov ides its clients \V ith 

professional excellence in 

sa les promotion consu ltancy 

with no vested interest in 

any specific technique ... 

METROVIDEO LIMITED 

D avid Pacy Chif!/lixecutiue 
"Among 20.000 jobs in 199 1. MerroVideo 

Msndo Marketing Limited 

Alan Selby joint Chief Executive 

"Risk management of cliems' consumer 

promotions is par.~mount to Mando. 

particularly as higher levels of cover 

are required as a result of 

increasing consumer redemption. 

It's no longer su fficient ro simply 

win the business - we must also be 

sure that the redemption 

forecasts are accurate. 

To paraphrase Mr Micawber: 

'999 redernptions, result, happiness. 

1001 reclernptions, result , misery. "' 

~l..c-Y\.--· 
FREEM AN 

Jeffrey K. McEinea President 

··our mission is lO be the major 

promotion marketing force 

in North America .. 

in innovation. reputarion. clients 

retained and marker results. 

That is on ly achievable hy 

crea ting the most dist inctive 

and effective promotional 

campaigns in the marketplace. 

helping cl ients lO determine 

their brand-building needs 

as well as fill them ... 

buiil a multi-camera Outside Broadcast Truck. 

supplied sound equipment lO 10 Downing Street. 
dupl icmed Ford's in-house video p rogrammes . .. 

and organised Tex:teo's sarellite conference. 

21 
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Identity, Design 
and Architecture 

Anspach 
Gro.ssman 
Portugal 
!ne 

" Personal and professional service . 

quality solutions that solve client problems 

and produce results ... our client 's success 

is the best measure of our success.·· 
Joel Port ugal Panner 

\ 

Flavio M. Gomez 
Senior . \ftiJ itl,~ing f Jtil11lc'r 'ng h r 1 

Larry Roellig 
. \ /en lt l,!!, ill,!!, I )a rtncr r l j ·Jt 1 

·· c:0.\ 1.\ 11 "'-: 1<:.-\TI ·:. 

DOYT DFCO I< .-\TI ·: . .. 

OAKLEY YOUNG 

22 

Jan Hall Cha irman and Chief Executive 

"We are designers of corporate and brand ident ities. 

The most imponant people at 

Coley Pon er Bell are clients and 

0 l SIC 
we judge our success by the 

success we create for them.·· 

WalkerGroup/ CNI 

Kenneth H. Walker FAIA 

C:bairman and Chief Executive Officer 
"HE'IA IL Archi tecture RETAil G h ' _ , - - rap tcs, 
HI:TA IL Interio rs, RETAil. Ba nks, 

RETA IL PROFITS." 

GEOFFRE\" REID 
ASSOCIATES 

Geoffrey Reid Managing /Jirectur 

"Geoffrey Reicl A"ociates are internationa l 

architect'. town p lanners and landscar<: 

architectb. Operat ing nut of our Lo ndon. 

Birmingham , Glasgow and Madrid offi c<:., . 

rhe practice h ambitiou ..... in deliveri ng 

a .., rrong service to our clienb in lei...., ure. 

higher educa tion. housing, the corpnn.Hc 

-,c:cto r and commcrci: ll clc vclormcru . ·· 

Ll _ _ 4-'-'T-'-'H'-"D / M~NS ION 

Robin Spence C/Jie/ IC\n·lltit ·•· 

·· Thc rL· ·.., :1 I in k· hir c >f n1e..: in 

l 



VAP 
,aer:;:: 

Trevor H. J. Jones Chairman 

··vAP. through ir s strong crc·:nin: and 

accou nt tean1s. augn1entecl hv the 

ach-antage o f in-houst.: anwo;·k :me! 

prim fa cilities. gi,·c·s ackkd ,·:dut.: 10 

its cl iL"nts by creating. producing ~1nd 

managing thei r through-the-line corpor:ne 

con11nunication packagL· - offering diL·nrs 

T OTAL C:OM.\11 ':'\ IC:\TIO:'\ ,\ \r\ :\:V;E.\ IE:'\T. ·· 

Busmess De~1gn Group 

~(n J111 leji to riJ.!./;1 J 

Andrew Howard Cbairmc111 

Stephen Todd J\4cmaging Director 

Derek McConnell Ma rketill.f!. !Jirector 

Stephen Hitchins Graphics !)irec/or 

Keith Lawson Design Direc/or 

Chris Legg Sales !Jirectur 

Frank Hindson 
I JireC/fJJ" (!I" (.(J J/stntc tifnt .Hrlllti,L!,l' !Jtelll 

Brian Tho1rn Fincii !Ce /)irector 

Stewart McColl 
Group Cbairman and Cbief Executive 

Stefan Zachary 
Group Managing Director 

Gordon Watson 
Group Business Development Director 

"We aim w be tbe leading internat ional 

Sampson I Tyrrell 
Figure Head 

fig. I Teny Tyn·e/1 

fig. 2 Cbarles Trevail 

fig. 3 Dave Alien 

fig. 4 j onMosty n 

fig. 5 josie Bowman 

fig. 6 Malcolm Glyn 

fig. 7 Peter Widdup 

fig. 8 Ten yMoore 

··Figurehead -carved bust 

ere. over ship"s prow. 

nominal leader. 

Team- ser of persons 

working roger her. ·· 

archirecrs and designers. advising rerailers 

and developers on a worldwide basis.·· 

.. Business Design Group is an organisa tion 

of ralenrecl. comminecl people w ho share 

goals and ideas. Committed to in1proving 

the performance of people ar work . 

Commiuecl ro meeting our clienrs· 

husinL'SS objectives. Talented in creat ing 

new solutions in analysi~ . design. 

\. ·ommunication and. :1hove aiL service. 

The quality o f w hat we do :tnd how we 

do ir is nor negotiable . for ir is only 

rh rough our pursuit o f qu:tliry rhar 

we c 1n fulfi l our clients' :1spi r:uions. ·· 

SCOTT 
STERN 
Harry Scott 
j oint Managing Director 

Raymond Stern 
joint .Managing Director 

··scor land·s largest design and 

a unique and comprehensive 

crear ive serv ice backed up 

by rhe finest compurer 

graphics configurarion 
in rhe UK. ·· 



Specialist Communications 

2+ 

JWT Direct ® 
Mitchell A. Orfuss 
President, ]W'T Direct USA 

"]\Vf Direct's corporate mission is to provide 

direct marketing programmes in suppo rt o f 

]\Vf advertising clients who could benefi t from 

them, and to serve direct marketing-driven 

companies outside of ]\Vf 's client base who 

retain us as thei r full agency resource.·· 

I .,·t··nd telemlli Eric Wright (.' '' "~"~""" -- ~~~ ~L· I<> L., ~ 
l · w .•\ .trL· .le tl\ L· h I Ill I L".I"'IIH .. : tilt . ."\ I pn ldllt ·t I. . I . JliC:.IliOflS-. 

" I '""'n c· :~rc .IPI .. ' 1·1-rL·c·t lll.·lrkctin.g. Ll.il:th:t ... c.: prc H.l ul t-.. .I! H.. I . of ·lggre - 1\ e 
' 'f1ilii<JS<IJ1 ~ ~ • . I I il . (.'( llll p : t 11\ Thi :-. :tct i<> n t '<llllpl iL'' \\ ' 11 l L .. . 

~lh · :_tnccrncnt in tilt.: rn :lrkc .. :t pl:~t.: t· . 

C Q \1 :\Il :~ ~C:~\},~ IQN 
T If f. R r 

Michael N. Gr,ah1a1~,-,,cutin• OjJicer 

A Eicoff@ Company 
. I Co l<' - . 

fJreszd enl tlllt . • I lx ·opk .lt -
I. I t·tklltL C od. 

·· f t "s the " ·ondcr u. . k. 11. look so go 
. ·f > 111~1 <.. I L The wrc G ro up \\ H 

Ron Bliwas 

President and Chief Executive Officer 

'· A. Eicoff and Company 's phi losophy is based on 

the belief that a commercial is on ly creative if it sells. 

For over 25 years, 

we have translated 

this philosophy into 

Television Advertising 

for Immediate, 

Measurable Results ." 

- ~"''..-'~, 
/}"' Healchcare John H . Stevens 

Group Chairman 

· . th . picture of hea lth . "' Led by our captain. our company 1s e _ 

communicating wit h hca lthcare professionab through pnnt 

and broadcast advertising, new product lau nches. 

market research. and cominuing n1c..:dical cd uca tion _·· 

Thompson Recruitment Advertising ~ 

RESUME 

Name: 
Title: 

Objective: 

Kim Macalister .. 
President and Cbief Executive O.f/zcer . 

"To create ideas that help our clients htre , . 

retain , motivate and educate their employees 

M "lton F. Bagley . . . . . , O/Jlcer (c<'lllz ·l 1 
1 ( /?ie/ le \"<'LIIIII< · 

(/nunlltlllllll t -- - ·te
11

t i1<11l 
. . A Nulman l'resu Richard · 

.John Grimes -. I 'Ill I ri~bl) 
Fno.'C IIIil't.! \ ·;ce- l're: ... u < • I ,,-1\·el. 
~ f rL' ·il t.'SU ic...' :tilt ~ 

'' A':-> lllark c..· tc..·rs o . I . to buy 
. I ..... (() <._'IHl\ ' iflc.._'(._' pt.'()p t.. .. 

< >ll r 1c 
1 1 

L 
1 

•• • • hntnc..· . 
:tndtht.·n <.. , 1\L 



MENDOZ~. DJLLON & ASOCJADOS, INC. 

! 
") 

Richard Dillon Chair111a 11 

Robert Howells Presiden t 

Andres Sullivan 
F . .xecutive \lice President/ Creatil'e Director 

Eduardo del Rivero 
Executh·e \ 'ice Preside nt/ Clie nt St~n'ice."· 
Deborah Gagne 
E.:xecutive Vice Presiden t;~ l chn in isl rtlt ion 

Pri mar~' Contact 
John Armitage Cba ir111a 11 

·· Prinlary Cont act serves clie nts 

requ ir ing direct mail and other 

helo\v-t he- line aniv ities as \Ve il 

as advert isi n g. 

Resu lts orientated cultu re. 

Divisions: Business-to-Husines:-.. 

Financ ial. Consumer. Recrui tment. ·· 

Theodore A. Maurer 
Presidem and Cbiej'Fixecu tiue C?f!icer 

"T he goa l of HLS CORP is to 

help improve the q ualily © 
"f hea lth care through V 
ed uc at ion anU effecti ve;:.· TM 

U H11Tllllnica ti on w ith 

p lwsicia ns. o ther he:l1 1h 

prc) f<:~:-. i <>rlab . pa ti e n t:-. . 

and 1he puhlic 

··tvlendoza. Dil lon & Asociados is 

the leading Hispanic advertising 

agency in the US. The agency 

utilises a strong tea m approach 

in demonstrating to clients how 

Hispan ic marketing and advertising 

can quickly and permanently build 

sales \ 'O lume and franchise loya lty." 

s 
~ 
~ 
~ 
lrL- "--- 0_ r'\_ "--"'-- ' 

BROUILLARDCOMMUNICATIONS 

Ogilvy &Mather Direct 
Jerome W. Pickholz 
Cbairmcm and Cbief Executiue Officer 

.. As the leading direct marketing agency we strive 

10 know more about our cl iems. their customers 

and how to build relationships berween them. 

This leads 10 the most creative selling ideas. 

suppo rted by our proven abil ity 10 serve cliems 

ben er. locally and internationally." 

Jim Foster Preside Ill and Cb ief E.-eculiue Officer 

"What 's our special talent ' Integrated communicat ions. 

T he right balance of advert ising and public relations­

fo r corporate, financia l services. associations 

and premium brands. 

Keeping it all in sync. 

Making it look easy." 

FER GUSON 
COMMUNICATIONS 

G R 0 U P 

Thomas G. Ferguson 
Cbairman and Cbief£\·ecutive Oj)lcer 

John F. Zweig 
President and C1Jief0perating Ojjlcer 

Pamela A. Rossetti 
Executive Vice President and Chief 
Fina ncial Oj/i'cer 

"The mission o f the Ferguson Communica1ions 

Group is to identi fy and develop opportunitie~ 

for growth in the healtbcare industr\' ... 

Manufacturing 

WIRE AND PLASTIC PRODUCTS LTD 

Gordon Sampson Cb ief E,·ewtil'e 

·we keep househo lds , stores :rnd 

supermarkets happy by supplying 

effect ive . quali1y prnduns 

:mclth:\1 keeps 111l' happv ." Jl 
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Thoughts on the Growth and Development o f the 

Worldwide Marketing Services Industry 

Fo r the first yea r s ince 1974. th e \Yo rld\\'iJe denund f< , r nurketing se r,·ices did n o t 

grow in rea l te rms in 199 1. It fe ll hy approx imat e !, · 1 .. ,_ Funh e i'Ill<'re the s hon -terrn 

o utlook fo r the industry Ins bee n clouded h,· th e recL·s .~ion . S<JillL' indu s tn· 

co mmentato rs have a rgued th a t the c \·c l ica l dec line in m ;trkc ting .~ en · i ces expenditure 

that started a t the e nd of 1990 is th e begi nning o f ;1 lo ng ter m trL·n d ,,·hidl marks a 

change in the pattern of demand . 

The Group be li eves th at the re h as h <:en no funcLimcnral shift in th e n ;nure ol 

demand fo r the indus try's se rv ice a nd th a t as th<: r<: co\'L:r,· co m L·s t he L1c tors t h :ll have 

histo rica ll y driven the d e mand for marketing se n ·ices ,,· i ll re asse rt thL·msel\'L'S in the 

1990s. Despite the recess io n the tre nds th a t th e G roup has prc,· ious l\' id en tified 

have persisted and have been reinforced h y th e recession . first. m e dia ad,·ertising is 

grow ing fas ter o uts ide the United Sta tes. Second ly. ac ross the " ·orlLI. non -m e dia 

advertising is grow ing faste r than m e dia advertising 

The marketing services industry 

In 1991 worldwid e marketing se rvices expenditure was S720 hill io n ;tnd g re'" at 

approx imate ly 3% in no minal te rms. Media adve rti s ing. tha t is ach ·L·rtising o n te le \'i s io n , 

in newspapers and magaz in es, o n radi o a nd o utdoor. accounted fo r approximate ly 

38% of the market. The re m a ining 62°/c, con s is te d of the o ther se n ·iccs that co mp:ln ieS 

use to communicate, such as public re la ti o n s , m a rke t resea rc h . n o n -media ach ·e rri s ing. 

which includes des ign , sa les promotion, audio-v is u a l and ince ntives. and specialist 

communicati o ns. 

As befo re, the marke t o uts ide o f med ia ad ve rt is ing co ntinu e d ro g row at a faster 

rate than media advertising. 

Worldwide Media Advertising Expenditure 
Sources: WP P Gro up . } Walt£•rTb o mp.wm . Ogill')' & Mat her 
l.alt•st <•stimates f or 19 91 cm d j ore<:as ts fo r 19fJ2 
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Worldwide Marketing Services Expenditure 1991 ($bn) 
\uur,,., f.tll t ' .'' l ''ltt l l clf , ·, jr" " l t ndt t .,fn· a, S•Itlllflu iJ.' gurc 'rt llllt ' l l l a :<S u t u t luHtS. \r "f'/' (; r o u p 

Media Adverti sin g 

Public R e lations 

Marke t Research _Jj 
Non~ M e dia Adverti s i ng 

Gra ph ic s & Design 

Inc e ntive & Mot iva t ion J­
Sale s Pro molion 

A udio Visual Commun ica t ion s ~1 
Specialist Communications I 

Rea l Estate - · 

~ F ina n cia l Co mmu n ica tion s 

Ethn ic 

Pub l ic Affa i r s 

01r ect M ai l 

Recru1tment 

H ea lth ca re 

Total 

_j 

~ 

USA 

13 1.0 
12 .7 

2 .5 

17.0 
2 .7 

145.6 
3 .2 

1 .1 
1 .3 
1.5 
5 .5 

24 .9 
4 .0 
4 .1 

357. 1 

UK 

13 .5 

2 .0 
1 .0 

5 .3 
0 .7 

16.2 
0 .7 

0 .2 
0 .5 
0 .2 
1.4 
4.8 
0 .5 
0 .8 

47.8 

France 

10.5 
0 .8 
0 .6 

1 .5 
0 .3 

10.4 
0.6 

0 . 1 
0 . 1 
0 . 1 
0 .5 
2 .4 
0 .2 
0 .5 

28.6 

Size and Growth Rates of UK Marketing Services 1981-1992 

Germ any 

13 .2 
0 .9 
0.7 

1.8 
0 .5 

11.0 
0.7 

0.3 
0 .3 
0 .1 
0 .6 
3.1 
0.7 
0 .6 

34.5 

Ja pan 

35.1 
3 .3 
0.7 

7.2 
0 .9 

39.0 
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1990 J 
1989 
1988 
1987 
1986 
1985 
1984 
1983 
1982 

3 
_J 

1981 -1 

10 year histori c ~ 
growth r ate 

5 year historic 
growth rate 

M edi a 

Adverti s ing 

Cbn Ofo 

7 .85 4% 
7 .55 -5% 
7 .95 - 1% 
8 .00 10% 
7 .26 17% 
6 . 18 12% 
5 .50 24 % 
4 .44 9% 
4 .06 13 % 
3 .58 14% 
313 11 % 
2 .82 10% 

11.7% 

6.5% 

Sal e s 
Prom ot ion 

Cbn % 

9 .37 3% 
9 .10 2% 
8 .88 8% 
8 .25 13 % 
7 .30 12% 
6 .53 7% 
6 .10 11 % 
5 .50 10% 
5.00 12% 
4 .00 14% 
3 .50 17% 
3 .00 11 % 

10.3% 

8.3% 

The outlook for media advertising 

Public 
Re lat io ns 

£m % 

1,325 6% 
1,250 3% 
1,2 10 9% 
1,110 17% 

950 16% 
8 16 15% 
708 18% 
600 20% 
500 16% 
430 23% 
350 27% 

275 38% 

16.3% 

12.0% 

Rest ol 
World 

68 .0 
1.8 
1.9 

2.5 
1.4 

61 .0 
1.2 

0 .5 
0.2 
0 .3 
0 .5 

10.5 
1.4 
1.0 

152.2 

Direct 

Total 

271.3 
21.5 

7 . 4 

35.3 
6.5 

283.2 
7 .1 

2.9 
3.2 
2.3 
9.9 

53.5 
7.7 
8 .2 

720.0 

Marketing 

£m % 

965 10% 

880 9% 
810 10% 
735 14% 
645 12% 
575 1 1% 
517 10'\'o 
470 9% 
430 6% 
405 6% 
370 19% 

310 3% 

11.0% 

11.2% 

In 199 1 ex pe nditure on media ad ve rti sing d eclined in real te rms. This fa ll could have 

been the result e ithe r of th e recess io n o r because o f a fund a mental change in the 

fa c tors th a t a ffec t th e d e mand for ma rke ting ex pe nditure . 

The ev id e nce suggests the fo rme r as those countri es w he re th e industry was most 

affected al so suffered the greatest ge ne ra l econo mic d ownturn , and the lo ng run trends 

discussed o ve rl eaf point to continuing d e mand fo r marke ting se rv ices in the l990s. 

Media advertising and the recession 

The d ec line in medi a adve rti sing was concentrated in the mature markets o f the United 

Sta tes. United Kingdom . Japan a nd Austra lia. These markets account fo r approx imate lv 

70"t" o f wor ld w id e medi a ad ve rti s ing expe nditure Outs ide th ese countri es adve rtis ing 

g rew. a lbe it a t a s lowe r rate th a n be fore because of th e g lo ba l recess io n . 

Rea l g row th is ex p eL· te d to cuminu e wo rl dw id e in the 1990s. 
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Marketing Services continued 

It is clear that a . . . - ' 11 . 1 l' "<>!) lc in the re unne d Ge rman\·. with th e :tddi t i<>J1 "'the f (> I 1111 t<> 1 ,c 

New Te rrito r ies 1 . 1 , . . 1 .. · . · 1 ·tch ·c nis ing , , ! l o re tl ,tn h a l f of \\·h om h :t, ·e he c n cx p< >~c d t<> re L ' t ~ J < ll · 

w ill rep rese nt a b 1 h ·tn J ap 'tn , o ut O' Yt , ofwor lcJ,\· id e _.,pending. 111<Jre itnp<lrt:lnt c, ·cn 1 • ' ' 

as th e two la rges t) ' . . . 1 1 1 . ... · t .111ll ,\·h o lcsa le a panc.:se ::tge n c tes con tro l -~tJ "" of t 1c () C l 111 .11 KL • 

media. Im agi n . . . . . l . · . 1 Kingdom e co mpc t!t tvc advert is ing in the l ntt ed .O..,t:tlc..., <ll nttcl · 

buying m edia fro m o n e ::tnothc.:r. In a n\· e,·en t. (jerm:tn :tnd .J :tp:tn csc ,,·ill become 

increas ing! · 
Y tmponant la n g u ages in marketing . 

1991 Advert ' · 
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Th . . · ·u re s on c l ie nt ere is n o doubt th a t the recessio n h as p laced e n o rm o u s ptcss · 

profitabili ty. In m a ny cases cliems have take n s h o rt-te rm m easures to restore 

Prof b'I · · Tl · 1 >ng-te rm impac t Ita t n y a nd cut costs b y re du c in g marketing expenditure . 1 c < 

o f th ese cuts o n the ir vo lume, m a rke t s h a re and p rofi t m a rg in s as the wor ld econo m Y 

mo f . . · d . h ese imme diate ves ou t o recessiOn ts n ot ye t known. As th e recess ton e n .s t · 

pressures w ill aba te a n d clients w ill re turn to fo c us on the long-te rm fac tors affec ting 

the ir bus iness. Mo reove r, th ose c lie nts w h o sacr ifi ced marke t s h a re for in creased 

profitab ility in the short-ter m by dec reasing adve rti s in g ex penditure wi ll find it 

expens ive to rega in the ir p rev io us pos iti o n . This is pa rti c ul a rl y so as m any m o re 

far-sighted clients (main ly Japanese) have take n a differe nt pos iti on 

The growth of new markets 

New advert ising marke ts continu e to ope n . The Group is now re pre .~ e ntcd across 

Easte rn Europe and has rece ntly o p e n e d offices in Vietnam and Mya nmar <Bu r m a) . 

Vie tnam has a p o pu lat ion of65 mi ll io n and m ay thc:ref{,re ri, ·al the ma rke rs uf 

Spain (39 millio n) and Tha il and (5 1 million) in clu e co u rse . 



In the s hort-te rm it is probable that SOlnh-Easr As ia and Latin 

Ame ri ca o ffer th e g re atest opportun iti es. In bo th sub-contine nts , 

politi cal a ttitudes. population size and - parti cularl y in South· 

East Asia - a capitalist \York ethic. suppo rt growth. 

World Advertising Markets 1991 
Source.;; ·./ \\'fi lter Tbompson. Ogilt ·y & .\ tatber 

Libe ral eco n o mi c policies and open marke ts in Latin America 

s ho uld provid e the backgro und fo r m o re sus ta ined and s tead y 

growt h in marketing serv ices in the reg io n. In Eas te rn Europe 

p o liti ca l ins ta bilit y and a lack o f an infras tru c ture wil l hinde r 

growth. Eas t Ge rmany and Hungary are clearly exceptio ns, 

bur Po land , Czcchos lm·akia and Russia a re proble matica l. 

Total market $271 billion 

Rest of the World 12% 

Howeve r. thcse e m e rging marke rs prov id e th e same 

o ppo rtuniti es fo r o ur c li e nts as It a ly a nd Sp a in did so me te n 

yea rs ago- e n o rm o us . potentially co nsume r-dri\·e n eco n o mi es. 

Howeve r, th e re arc o the r lo ng run fa cro rs that indica te continued grow th 
Japan 13% 

in adve rti s ing and marke ting services in the m os t developed econo mies. 

The difficulty of achieving growth targets 

Most o f o ur c li e nts p ro mise s h areholders. a na lys ts , jo urnalists and ba nke rs, that 

th ey w ill achi eve g row th targe ts in profitab ility of 5-15% p e r annum o r even mo re. 

G ive n th e la rge s ize o f the ir co mpanies a nd rhe re la ti ve ly s low wo rldw ide grow th 

o f p opu lat io n . this b eco mes inc reas ingl y difficult to d o. Bas ica ll y the re are three 

ways - reve nu e growth. cos t red uc ti o n and acquisitions. 

Acqui s itio n re m a ins the m os t ex p e ns ive a nd ris ky ro ute. Despite th e recess io n the 

pric in g of acqui s iti o ns h as re main ed high , primarily due to the sca rc ity of trul y globa l 

o r multi n a ti o nal brands. Rece nt stock marke t s tre ngth has no t he lped e ithe r. 

Th e second route. cost contro l. o ft e n in the di sguise o f the "low cost produce r 

s trategy·: is rea ll y h a lf a stra tegy. Cos t cutting is a finite ac ti v ity. You can o nl y cut costs 

s ignifica ntl y o n ce o r twice and a ltho ug h continu o us cos t improve me nt programmes 

a re esse nti a l, th ese a re re all y ca re a nd mainte na nce programmes. 

By fa r th e most important avenue for growth is revenu e ge ne ra tio n. and this g ives 

s ig nifi ca nt ca use for optimism fo r growth in the m a rke tin g services industry. 

In a n in c reas in g ly co mpe titi ve na tiona l a nd mult i nat io na l envi ron me nt. where 

techn o log ica l and product diffe re nti a ti o n is inc reasi ngl y difficult to mainta in . where 

advanc in g co mmuni ca ti o ns technol ogy is red uc ing the diffi culty of transmitting 

messages ac ross the wor ld . th e need to es tablish percei\·ed diffe re nces between 

co mpet ing products a n d serYices is intens ify ing. With the grmvt h of media tech no log\· 

resultin g in m e di a fra g me nta tion . these diffe re nces are increas ing lv being estab lished 

by mi c ro or s p ec ialist me thods of co mmun ica ti o ns such as d irect market ing as we ll as 

m ore traditional m ass commun ica ti o n me thods such as te leYis io n ad\·ertising. 
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Marketing Services continued 

The continued need for building brands 

As the recessio n e nds, compa nies w ill n eed tc> ac h ic \·l· \"<>lumc :tn d m :trg in improve ments 

to res to re profitabilit y. 

Companies w il l find it imposs ib le to reh· sokh· <>n :t tcchn o log ic:t l lc :td to 

maintain th e ir m a rke t pos itio n a nd p rofit m :ug ins . Progress i\·c h · s h o ncr prod u c t li fe 

cycles mean tha t m arke t leade rs hip thro ugh techn o log ic:tl d o m in :ti1 LT b eco m es 

increasingly difficult and expens ive. E\·e n tcchn o log ic:tlh· :tl h ·ann:d good s. such as 

compute rs and fin ancia l se rv ices, a re beco min g m o re co m m od it \· -likc. :tnd th e ir 

markets are ex h ibiting s imi la r ch a rac te ri s t ics to m o re m :tturc p :tc k :tgc d -good s marke ts. 

Companies a re being fo rced to turn to b ra nd loya lt y to maint :t in th e ir m a rke t 

leade rship as recent tren ds in th e com p ute r in d us tr y demon .~ t r: tt e. T h e techn o log ica l 

d o minance o f the lead ing co mpute r m a nu fact ure rs is b e ing re du ced h \· c h e a pe r cl o nes 

fro m South-Eas t Asia. Una b le to co m pe te th roug h p ri ce c uts \\· ith o ut d: tm ag in g the ir 

p rofitability, th e o rig inal PC m a nu fac tu rers arc in c reas ing lv turnin g ro hr:tn d 

advertising and p ro m o tio n to inc rease vo lumes a nd p resen·e m a rg in s. 

Commenta to rs have qu es tio n ed w h e the r con s u me rs· b ra n d loyalti es have 

declin ed - pa rti cula rl y as price-based pro m o ti o n s h ave in c re:tsed . 

Whilst the ev ide nce is mi xed , th e la tes t s urvey in th e Un ited Sta res fro m NPD 

Group shows th at w h ils t brand loya lty h as dec lin e d by H'lti • ove r th e Lt s t 17 yea rs 

"there has been n o measurab le ch a nge in th e las t e ig ht yea r.< 

The impact of competition on promotional expenditure 

Increas ing compe titio n in com pa nies ' m a rke ts w ill re in fo rce rh e n eed ro m a inta in 

expenditure on brands. Growing inte rn a ti o n a li sa ti o n in c reases th e nu mbe r o f 

compe tito rs in m arke ts. Within Europe th e s in g le m a rke t w ill int e n s ifv co m pe titi o n in 

a num ber o f p rodu ct secto rs , fo r examp le in fin a n c ia l se r v ices a n d food. W ithin As ia . 

Japa nese mult ina ti o na l com pa ni es a re inc reas ing ly compe tin g w ith Am e r ica n a n d 

Europea n companies. The US auto m obil e in d us try illustrates the imp:tc t that 

compe ti tio n can have o n p ro m o ti o n a l ex p e ndi ture. Desp ite th e p re ss ure o n e arnin gs 

and the decl ine in sa les vo lumes m anu factu rers spe nt n ea rl y $5 '5 billion - a red u c ti o n 

of o nl y 2.7% on 1990 leve ls - to p romote th e ir prod u c ts aga in s t th e rh rea r o f fo re ig n 

and domesti c compe titio n . The re is no th ing to s ugges t tha t co mpe tit ion in thi s 

ind ustry or in any o the r w ill become a ny less fie rce in th e 1<-)l) Os 



The fragmentation of the media 

It now appears that the decline in the market share o f network televis ion in th e United 

States has slm\·ed . The penetration of cable has reached 560;b and is unlike ly to grow 

significant ly at the expense of network telev ision. Veronis. Suh ler and Associates now 

predict that network 's prime time share.:· \\·ill stabi li se at a round 6 1% for the nex t three 

United States Network Television Viewing 
Sourcl.'S l 'eron;s "'"uiJ/t'r & ..t ss ooott·.~. H''tlkof d:y ( ;rt•t•n & .-l ssonatcs 

Network TV Share of Prime Time Audience and Cab le Share o f Viewing 

% 

100 

80 

60 

40 

20 

0 

-----

I I 
75 77 79 

I 
81 

Share of ne twork TV Prime Time Audience 

I 

83 

.... .... 

Cable Share Viewi ng 

.... 

I I I I I 
85 87 89 91 93 95 

yea rs. In the United States and 

e lsewhere, cable and sate llite 

te le\·is io n \vill continue to 

become more attractive to 

advertisers interested in 

attracting niche aud iences. 

However in those countries 

\V ith well-developed 

tel ev ision ne two rks, prime 

time ne two rk te lev ision will 

re main the most important 

medium for mass-market 

communication, and the 

cheapest and quickest 

way of reach in g the 

maj o rity of the population. 

In th e United Kingdom 

sate llit e tel ev is io n \Vill proYide the sa me compet itio n to the traditio nal ITV franchises 

as ca ble in the United States. It is unc lea r \vhether rates w ill fall significan tl y but the 

ove ra ll m arke t should e xpand as ne\v advertisers a re attracted to the medium. 

For ou r c li e nts this me ans m o re co mplex med ia decis ions. This w ill increase our 

importanc e to th e m as purveyo rs of a lt e rnative media a nd as experts. Resea rch into 

adve rti si ng effect i\·e n ess and audience meas ure me nt w ill become a g rowi ng part of 

th e media opportunity. Paradoxicall y th is co mple xity may lead tO a grea ter integration 

of th e media bu y ing service w ith crea tive work as c rea ti ve ideas are directed at 

more spec ia li seu audie nces . 

Media buying 

With the grow ing co mple x it\' uf aYai lab le media. med ia buying w ill beco me an even 

more important parr of uur industry. This does not necessaril y mea n that a successful 

me dia bu ye r must he large and pursu e si ze a t any expe nse . 

Th e in creas ing compe tition seen in the media bu y ing industry in the pas t year. 

espec ia ll y in EuropL· . re fk L·ts a cycle seen so me 100 years ago. Advertis ing agencies 

we re original!\· media hnJkcrs Ltking a l'i "'" commiss ion fo r se lling space. 
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Marketing Services continued 

A5 the ma rke t beca me m o re co m pe titi\·e a n d r ro fit nurgi n s \\ ·ere squ <.:ezcd age n c ies 

looked to increase the m in so m e way. 13 \· IH9'5 .r \\ 'alt e rThom pso n C:o mpa m· \Y as 

amo ng the first med ia bro ke rs to ad d c rca ti n :: \\·o rk to it s m n li :t hu\· in g to 

d ·f• · · If f · d 111 J<.J<.) I s o me m e di a 1 1ere nt1ate Itse ro m ItS co mpe tit o rs a n m a in ta in ma rg in s. 

bu ye rs in the UK b ega n ta lking a b o ut d o in g th e sa m e thin g. 

In the lo ng- te rm the s itu a ti o n w h e re m ed ia bu v in g is b ased soJc h · o n \·o lume. \Vith 

the buye r re taining the vo lume disco unts. ca nn o t b e s ta ble . ,vlcdi a buyin g bus in esses 

h . . . I r· 1 J · ir c l ie nts de m a ndi ng w ose margms are based so lel y o n vo lume dt scounts wtl tnc t le 

mo re of these re bates. O the rw ise c li e nts w ill m o \ ·c th e ir \·o lu me to :t h u \ 'C r that is 

prepared to pass all the discounts thro ug h to th e m . T hi s has :tl re ad\· s ta rt ed to happe n 

in the most idiosync rati c m edi a bu y ing m a rke ts in Fra n ce \\ ·h e re m ed ia bu y in g 
· , . . h . 110st cos t-effec ti ve age nCies marg ms h ave a lread y bee n sq ueezed . C lt en ts \-\·an t t c 1 · 

media and vo lume is o nl y pa rt o f thi s equ a ti on. 

Th M d . . . . . I 1 r W·tlt e r Th o m pson e e ta Partne rshi p , w htch tnc lud es Og tl vy & Mat 1e r a n l . • ' 
· · · · · a further 1. It wo rks 
IS now o perattng successfull y m 7 cou ntn es a n d a b ou t to s ta rt In · 

to ensure and p ro tect clie nts ' med ia inte res ts, w ith th e hes t m ea n s ava il a bl e. 

Agency compensation 

Th · h · · · · At th e same time e recessiOn as m c reased the pressure o n age n cy co m m tss to ns . ' 

howeve r, some cl ie nts a re ta king a m o re m o ti va tin g approach . So m e a d ve rti se rs , 

including the ve ry la rgest, such as Unilever, Nes tl e , Phili p Mo rri s a n d Procte r & Ga mble , 

are cl I · · · · · f' 1 ·e ll link in c re m e ntal eve opmg tmagm att ve new com pen sa ti o n sys te m s so m e o w 11 

agency re munerati o n to results ra ther th a n to th e a m o unt o f m ed ia b o ug ht . 

Further p ressure o n compe nsa ti o n w ill h ave th e in ev ita bl e effec t o f red u c ing the 

quality o f age ncies' strategic and c rea tive thinking a nd in c rease c rea ti ve hip -s hoo ting 

as a respo nse to clie nt p roble m s, ra th e r th a n th e d eve lop m e nt of a we ll t h o ug ht 

th rough strategy w ith an app ropria te c rea ti ve execu tio n . 

It is esse nti a l to deve lo p w ith o ur clie nts th e co n ce pt o f a n accep ta bl e leve l of 

re tu rn fo r o ur wo rk, perh aps re la ted to q u a nti ta ti ve a nd q u a lit a ti ve s u c cess. This w ill 

ensure that the cl ients do no t fee l th a t adve rti s ing age n cy reco mme n da ti o n s re fl ect 

the ir own econo mic inte rest as a result o f th e co mmiss io n sys te m . 

The structure of advertising agencies and the role of the country manager 

The structu re o f advert ising age nc ies h as a lways re fl ec ted th a t of th e ir c li en ts . 

Whereas mu lti nat io nal merge rs in ma ny serv ice in d ust ri es we re a la te !9HOs 

p heno menon , the adve rti sing industry h as bee n a n inte rna ti o n a l bu s in ess s in ce befo re 

the last war. J Wa lte r Thompson had over 30 offices ove rseas in rhe 19:'>0s in c lu d ing 

throughout Eastern Eu rope. 



One co mmon p ro blem b ei ng :tl l our clients. ~,·hcthcr na tio na l 

o r multinatio na l. is h ow t<> o rga ni se thcmsc iYcs :ts free 

trade bl ocs deve lop in Europe. 1 orth :tnd South Amer ica. a nd in 

Austra lasia . Th ese arc largch· politica l\\· insp ired cong lo me ratio ns. 

w hich are lla,· ing s ign ifiL·; I11t im pact on th e suppl y s id e of o ur 

c lie nts ' bus inesses. parti c uLtr lv in terms o f prod u c ti o n a nd 

dis tributi o n . In th ese :treas. th e re a re s ignificant econo mies of 

sca le. Howeve r. c lien ts arc look ing perhaps dangerous ly for 

s imila r econ o mics on th e cl e m:tnd silk . Alth o ugh th e re a re 

some trul y gl o ba l produ c ts or sen· iccs su ch as de te rge nts. they 

are few (pe rh aps) . [()% of our bus iness) . It is probabl y tru e that 

as wea lth a nd income grow. consumers a rc as l ike ly to b eco me 

mo re diffe re nt th a n s imilar . .Just think abo ut the growt h of Fle mish 

te lev is io n in Be lg iu m or the Scott is h ationa lis t m oveme nt. O n Janua ry 1 

1993 . a Euro -consumcr w ill n o t be born . 

WPP Group Cl ients 

Sa les by Geog raphic Activity 

Multinational 50% 

National 30% 

Despite th is , ad ve rti se rs a rc increasing ly in tegrat ing the ir marke ting fun ctio ns 

across countries . Clie nts a rc se tting up ce ntres o f exce lle nce o r innova tio n centres tO 

manage brands a c ross co untri es. Age nc ies have respond ed by setting up co-o rdination 

stru c tures match ing their c lien ts . Manage rs a re inc reas ing ly respo nsible fo r single 

brands o r cli e nts ac ross countries. 

In thi s s itu a ti o n , the rol e of th e co untry manage r a t bo th the cli e nt and the agency 

beco mes inc reas in g ly diffi cu lt to define . It m ay we ll be that differe nt markets wi ll 

dema n d differen t s tru ctures gi ve n th e ir sp ec ia l 

Global 2 0 o/o 

charac te ri s ti cs . Fo r exa mple. m ore ra p idly developi ng. 

less m a tu re , m o re en trepre n e u ri a I m a rke ts m ay demand 

country manage m e nt. Conve rse ly a m o re ma ture. less 

Top Ten Advertising Agencies Worldwide 
Ma rket Share of Advertising Age Top 500 1979-91 

d y na mic market m ay h e m o re approp ri a tel y m a naged 

by a reg iona l approach 
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In response to thi s th e re h as be e n continu e d 

conso lid a tion in th e advert is ing industry. Th e re a re now 

o n ly 1.) o r 14 m a jor agencies ah le to se rv ice the m a jo r 

multina tion a l c lie nts . The las t yea r h as see n continu ed 

consolida ti o n a nd me rge r in the indust ry, bo th in the 

UK quote d se ctor a nd e lsew h e re 

44 I -1 

79 80 81 

I I I 
82 83 84 85 86 87 88 89 90 9 

Th e mu ltin at iona l age n c ies h ave gained m a rke t 

share , espec ia ll y amo ngst the la rgest ad ve rtise rs . Th is w ill continue to be reinfo rced 

both b y conso lid at i<>n a m o ngs t c lie nts a nd incre as ing comp lex ity in th e ir businesses 

wh ich n ecess i tate .~ th e use of mu ltina ti o n a l age ncies to se rv ice th em . 
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Marketing Services continued 

Howeve r, as w ith al l su c h issues , th e s oluti o n i ~ n o t hi:H: k " r " ·hir e . :\n y su c h 

o rga nisatio na l cha n ges bring r is ks . In the c ase· o f age n c \· <> rg :tni sa t i<> n .s in Euro p e . 

fo r exam p le, w hil st Lo nd o n . Pa r is , Fra nkfurt . .\I :tdrid :tnd .\l i l:tn nLt\· gain . th e re is a 

risk that sma ll e r marke ts mi g ht s uffe r a nd th e qua l it \ <> f se n ice :tnd the abi lit y to 

attrac t loca l c rea ti ve ta le nt mi g ht d ec lin e . 

At the same time the re is g rea te r a nd mo re c<> mplcx c li e nt c <>nlli cr than befo re. 

The recent tre nd rowa rds jo int ve ntu res . fo r e x a m p le b e t\\·ee n L'nilc \·er :l!1d Pc p s i. 

Ge n e ral Mi ll s and Nes t le a nd Coca -Co la a n d Nestl<:: . m ean s rh :tt b o th c li en ts an d 

age ncy gro ups increas ing ly n eed mult i n e t \York o rga ni s at io n s to se n ·ice these confli c ts. 

Trends in non-media advertising 

Short term 

W Id 
·d h · · . ·I· Jnihr e xt e nt C li e nts 

o r w 1 e t e recessio n a ffec ted n o n -m e di a a d \·erllsJn g to ·1 ~ • • · 

either did no t inc rease as b e fo re , o r they red u c ed their e xpenditure o n p ubli c 

re latio ns, o n d esig n , o n sa les pro m o ti o n , o n in ce n t ives. on a u d io-\· is ual. o n direc t 

k 
· d · · _, 1 • I rn ·trkc ts non -m e di a 

mar e tmg an o n sp ec1a l1 s t co mmuni catio n s. In th e ucve o p cl · · · 

adve rtising, w ith the excepti o n o f direc t m a rke tin g . m ay h ;t\ ·e su ffcre d 
10 

a g rea te r 

ex tent than adve rtis ing. 

E d
. · 1·. · muni c tt ions :t rcas su c h 

x pe n 1ture o n m a rke t resea rc h a nd so m e s p eCJa 1s t co m • 

as healthcare we re much m o re res i li e nt. In th e case of resea rc h . thi s rc tl ec ts th e fac t 

th at clients became m o re conce rn e d a b o ut ju s ti fy in g vari o u s t y p e s o f e x pe nditure. 

and in hea lthcare the grow ing impo rtance o f ove r-th e -counte r as opposed to 

prescriptio n d ru gs. Pha rm aceutical co m pa ni es a re inc reas in g ly loo k in g fo r 

packaged-goods appro aches to marke tin g. 

Within the ma rke ting se rv ices indus try th e sec to rs wo rst a tlccre d h y th e recess io n 

were public re lati o ns a nd d es ig n . Bo th secto rs saw rap id g row th in th e l l)H Os a nd a re 

less marure disc ip lin es tha n ad ve rtis in g. The d i ffi c ul ry in m e as urin g 1 h e c o s t­

effecti ve ness o f public re la ti o ns a nd d es ig n m ay have co ntribut e d ro th e d ec lin e by 

a llowing cl ie nts to v iew such exp e nditure as di sc re ti o n a ry. In co m pa rison . sa les 

promo tio n and di rec t m a rket ing did n ot suffe r to th e sa m e ex te nt. T h e s h o rt te rm 

benefits they p roduce can b e directl y co m pa re d aga in s t rh e cos t o f ca rn pa ig ns . 

Mo re easil y measu rable media see m to be m o re recess io n -p roof. 

Long term 

Mo re sophi sticated techno logy a nd fragme nted med ia w ill st re n g th e n th e a rr racr i,·e n ess 

o f ta rge ted p1·o · d 1 I ' I I mo ti o ns. A va nces in d a ta base techn o logy a nd in 111 a r '-L' t rcsca rc 1 w t 

reduce the cost o f ta rgeted pro m o tions a nd inc rease th L· ir e ffcL·ti vc n css . 

Clients w ill increas ing ly see k some fo rm of inte g rat ion o f th e m a rke tin g se rv iL·es 

that they use whe the r th e y or the age ncy p ro v id es th e s tru c turL· fo r in 1cg ra ri u n . 



As Group companies work togethe r across disc iplines tO deve lop strateg ic solutio ns to 

c lknts' n eed s th e G roup \\·ill increasinglv find \Y:I)'S o f co-o rdinati ng these se rv ices. 

Ou r strategi c marketing sen· ices acrh·iti es. fo r example a t the Hen ley Centre, may 

prov id e a competiti\·e edge . Certain kev issues can be addressed for clie nts such as: 

\v ha t should d eter min e the lc\-c l o f the ir to ta l communicatio ns expe nditure' What 

shou ld d e te rmine th e sp lit of the to tal communica ti o ns budget be tween d iffe rent 

di sc iplin es. such as ad\·enising. direc t. public re latio ns and so o n' How sho uld clients 

o rgan ise thcmsc h ·es to spend this budge t in the most e ffective manner' 

Healthcare marketing 

One specialised area of the m a rketing se rYi ces industrv w he re the Group has a 

s ignifican t presence a nd w hich eYe n las t year sa\v s ig nifica nt growth is hea lthca re 

market ing. The h ea lth ca re industry was probab ly the fast est grow ing industry of the 

19!:l0s and a t th e same time cl e·e loped a mo re ma rke ting-o rie ntated focus. Increasing ly 

large am o unts a re be in g sp e nt on produ ct promotio n for two reasons. Firstl y, the 

develop me nt time o f n ew drugs is inc reas ing so that co mpa nies a re faced wi th sho rte r 

per iods of pate nt protecti o n to explo it their inn ovatio n. Secondly, generic and 

copy-cat drugs arc red uc ing the pro fit ability of drugs afte r they have lost their patent 

protec ti on. To co mbat both of these tre nds p harmaceuti ca l compa nies are building 

brand s to protec t th e ir o ri gi nal investme nt. Brands can be built unde r patent 

protecti o n both to ex te nd the benefit o f the innova tio n a fte r the patent has expi red 

and to co mbat ge n e ri c drugs. 

The G roup is deve lop in g a wo rldw ide hea lthcare ne two rk to match the needs 

of th e globa I ph armaceuti ca I co mpanies and to take advantage of a ma rket that 

w ill continu e to grow. This wi ll be the m ost e ffecti ve ly resourced hea lthca re gro up 

in th e wo rld . ab le to h and le g loba l promo ti o na l ca mpaigns for new drugs as they 

a re de veloped . 

Conclusion 

Ove ra ll 199 1 was a diffi cult vea r fo r the m a rke ting se rv ices industry. Desp ite this the 

long te rm o ut look for the in dustry re mains positive. The cha ll e nge facing the Group 

is to a ppl y its uniqu e function a l a nd geograp hica l resources to the so lutio n of client 

probl e m s as econ o mies b eg in to recove r. 
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Directors' Report 

The direc tors prcsen t thci ran nu a ! repo rt. toge the nvith the audited accounts fo rt he yea r ended 31 December 1991. 

Profits and Dividends 

The profit on o rdinary acti\· iti es before tax fo r the year was £.56 ,105 ,000 (1990: £.90,040,000). Before 

except io nal ite m s. profits we re £.18 ,.>,6.) ,000 (1990: £.90,0 14,000). 

For th e reasons ntHed below, the directo rs a re no r recommending an ordinary di v idend be pa id in respect 

of 199 1 ( 19t.Hl: £N il) . 

The re tain e d profit fo r the yea r o f £. 1.'\ .407,000 is ca rried to reserves. 

Review of the Group 

The Co mpany is a holding co mpany. The princ ipal activity of the Group continues to be the provision of 

m a rke ting scrYiccs wo rlchv id e. 

A fu ll review o f th e G roup's activit ies during the yea r and its future prospects is given in the Chief 

Executi ve's Re\· iew. 

Du e to covenants g ive n to le nd e rs there a re insuffic ie nt distributable reserves in the Company to pay 

the Preference di v id e nd w hic h would o the rwise have fa ll e n due o n 30 April 1991 and which is in arrea rs at 

the elate of this re port. Since the div idend o n the Conve rtibl e Cumulative Redeemable Preference shares 

re main e d in arrears at 5 1 Oc tobe r 199 1. w ith e ffect from that d ate and until a ll a rrears are paid , the holders of 

the s h a res a re e ntit led to vote a t Ge n e ra l Mee tin gs of the Company convened on o r afte r that date o n the basis 

of o n e vote for each Prefere nce s ha re he ld . Add itio na ll y, no dividends o n the Ord inary shares w ill be capable 

o f being dec la red o r paid pr io r to the payment in full of any arrea rs of Preference dividends. In the light of 

cove n an ts g iven to le nd e rs it is unlike ly th a t the Compa ny will have sufficient d istributab le reserves under its 

prese nt capital st ru cture to pay di v ide nds o n its shares in the foreseeable future. 

In Marc h 1992. th e Co mpa ny a nn o unced th a t it was assessing alte rnative ways of making significant 

im p rove me nts to the G roup's liquidity and stre ngthe ning its capita l stru cture, and was a lso in discussions w ith 

its banking sy ndi ca te rega rdin g the n ego tiati o n of new fac ilities and ad justme nts to its bank covenants. 

Out ! i n e proposa Is w e re prese nte d o n 7 May 1992 to the ban king synd ica te. Furthe r d e ta ils of the proposals 

are disclose d in note 25 to the accounts. 

Fixed Assets 

The consolidate d balance s hee r inc ludes a conservat ive va lu atio n of ce rta in corporate brand names. 

De tail s of th is and move me nts in fix ed asse ts a re set o ur in no tes 9 to 11 to rhe accoums. 

Share Capital 

The number of Ordin a rv s ha res in issue inc reased d uring th e yea r from 43 ,265 ,814 to 54.763.752. prim ari ly 

due to s h a res issued as parr cons ide ra tio n for past acquisitio ns. De rai ls o f share movements duri ng the year 

a re g ive n in note IH to the accounts. 

It is p roposed to ex re nd the ex isting power of yo ur directo rs in relati o n to the a ll o tment of Ordinary 

sh ares for cas h in o rder ro givt> vour boa rd cont inu ing fl exib ility and share ho ld e rs' approva l is therefore 

soug h1 ) di sa ppi Y th e prt· e mption prov is io ns o f sec ti o n 89(1) of the Compa nies Act 1981 in re lation to 

O rdinarv s h a res of a nominal \·a lu e no r exceed ing £.27:).'i00. 
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Directors' Report continued 

Directors and their Interests s share Gtpit:li \\·ere: as fol lows: 
The directors' beneficial interests, including family h o ldin gs , in the C:ompa tw 

1991 and 31 December 1991 
1 January Subscription 

Preference Warrants 

David Ogilvy 

J J D Bull mo re 

P Rjudge 

Ordinary Shares 
Shares 

4 . ()()() 

_)_()() () 
1 ') _l)( )() 

375 

S H M King 
2H.H 1:'> 

7 ,509 
·························· · · · ··· · ·· · · · · 
RE Lerwill 
· · ············ · ··· · ······· ·· · · · · · · · · · · · · · 
SW Morten 
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
J A Quelch 

GC Sampson 
· · ··············· · ······· ··· 
MS Sorrell 
······················ · ··· · · 
J R Symonds 
······ ·· · · ······· ·· ···· · · ···· ·· 

20 .075 

400 

289 ,5 15 

93 0 ,2H7 

12 ,547 

1 "16. 7 50 

5o6,H5 1 

2 () . ()()0 

11 6 ,285 

- . d f 3 1 December 199 1 . . On ) June 1992 the Interests of the directo rs we re unchange ro m . . . w ith subscnpuo n 
. f 76 376 O rdinary s hares Mr RE Lerw !ll has been granted o ptions in respect o f a total o '- ' 

prices of between 35Sp and 755p • Annual Ge n e ra l 
I date of th e las t 

Messrs P Rjudge and SW Morten were app o inte d to the board sm ce t 1e . d betng e lt g tble , 
M . I Th he refo re re ure a n . eetmg, on 24 June 1991 and 2 December 1991 respective Y ey t 

1 
xcee d o n e 

. cont ra c ts w ht c1 e offer themselves for re-election. Ne ither Mr judge no r Mr Morten h ave se rv tce 

year in duration. d 
Mr Bullmore oes 

M J J . . h " If for re -e lec ti o n r D Bullmore retires by ro tatio n and , be ing ehgtble, offers tmse 

not have a serv ice contract which exceeds one yea r in duratio n . 
N d. . . . . . G during rh e year. 0 l[ector had any mterest in a contract of stgntftcance w ith the roup -. ins t 
Th C · d "f its di rec to rs a n e ompany has maintained insurance during the year to tn e m m Y 

d oftJCe rs aga 

liabili ty when acting for the Company. 

Non-Executive Directors 
1 

- a n d 
f Og il vy & Mar 1e 1. 

David Ogil vy became non-executi ve chairman of WPP Gro up in June 1989. As founder 0 

1 d ·nte rn a ti ona ll y. He ,as autho r of a number of best se lling books on adve rtising, he is kn own and respec te 1 . . 

. . f" of l he adve rttsll1 g been descnbed by Adweek as 'advertising's o nl y li ving lege nd and the master cod t te r 
.· , . , . . . . . , b e ca m e a CBE in 1967 busmess and by Tzme as the most sought afte r w tzard in the adve rt1s1ng bus tn ess . He 

. • J wa ite r Th o m pson . Je remy Bull mo re took up his post of no n-e xecuti ve direc to r in 1988 afte r 33 ye a rs a r 
. . - 10H 1 to 19H7 a n d h e h as Lo ndo n, the last 11 as chairman. He was chairman o f th e Adve rtising Assoc1atton f,om 

w ritten and lectured ex tensive ly o n marketing and advertising. He beca me a CBE in I!)H'5 

I d h b . - -h · ·rman of Food from Brit a in . Pau Ju ge , w o ecame a no n-e xecuti ve d irecto r o fWPP Gro up in Jun e 199 1, Is c a i 
. . l"recror w o rkin g in the Prev io us ly he spent 12 years w ith Cadbury Sch weppes , ultimate ly as group p la nning c. 1 · 

Brands He ha h t·n e facro r UK, the S ancl East Afri ca. ln 198 5, he led a manage me nt buyo ut to form Pre mi e r 

o f the judge Institute o f Manage ment Stud ies at Cambridge Uni ve rs ity 



Directors' R eport continued 

Step he n Kin g was appo inted n o n -e xecuti ve di recto r of WPP Group in 1989 afte r 31 yea rs at J Wa iter 

Tho mpson . ultim are lv as resea rch an d planning directo r. A founding fa the r of the plan ning function in 

adve rtis in g age n c ies . h e is auth o r o f the sta nda rd text, Developing New Brands, as we ll as numerous art icles on 

bran d in g_ He is \· is it in g p ro fesso r o f m a rke ting communica tio ns at the Cran fie ld School of Ma nage ment. 

Sra nley Mo rre n b ecame a n o n-e xecuti ve directo r o f WPP Group in December 1991. He is directo r of the 

equit y se rv ices divi s io n o f \V'e rth e im Schro cl e r in New Yo rk . Ea rly in his caree r at this investment bank, he 

beca me a ch a rte red fin a n c ia l an a lvst an d. subsequ e ntl y. directo r o f resea rch. 

Jo hn Q u e lch is p ro fesso r o f bu siness administratio n at Ha rva rd Uni ve rsity Graduate School of Business 

Adminis tra ti o n . A pro li fic w rite r o n m a rke ting issues and public po licy issues, he is also autho r o f numerous 

boo ks o n m a rke tin g ma n:~geme nr includ ing The Marke ting Cha lle nge of Eu rope 1992. He is also a 

no n -executi ve d irec to r o f Reebo k Inte rn atio na l Ltd . 

Jo hn Sym o n ds was ch :~ irm :~ n of WPP Group fo r e ight years until June 1989 whe n he stood down in favour 

o f Dav icl Ogil v y. A so lic ito r, h e " ·as a putne r in a lega l practice in Kent fo r 33 yea rs, latterly as senior partner, 

until hi s re tire m e nt in Octobe r 1989. 

Substantial Shareholdings 

As a t the el a te o f thi s re p o rt . the Co mpany h as bee n no tified o f the fo llowing interests of 3% o r more in the 

Ordin a ry s h a re cap ita l o f the Co mpa ny : Edwa rd F Calesa- 3.08%, Thomas G Ferguson- 3.32% and Fidelity-

4.23'Yo ; a n d o f th e fo ll ow ing inte res ts o f 3% o r mo re in the Convertible Cumulati ve Redeemable Preference 

sha re ca pita l o f the Co mpa ny: Fide lity- 8.61%, Klingenstein Fie lds - 4.59%, Schroder Investment Management 

Limited - 3.7 1'Vo a nd Legg Mason , Inc.- 3.27%. The disclosed interest o f "Fidelity" refe rs to the combined 
ho ld · f ( h · cipal shareholder 

m gs o FMR Co rp., Fid e lity Inte rna tio nal Limited , and Edward C j o hnson 3rd t e prm 

o f these co m pa ni es ). Th e Co mpany is no t awa re o f any o ther ho ldings in excess of 3%. 

Close Company Status 
Th C - d C ation Taxes Act 1988. 

e o mpa ny 1s n o t a c lose co mpany w ithin the prov isio ns o f the Inco me an o rpor 

Disabled Employees 
. . . . in mind the ap timdes of 

App lica tio ns fo r e mpl oyme nt by d isab led persons a re always full y cons1dered , beanng 

the ap plica nt con ce rn ed . In the event o f me m bers o f sta ff becoming disabled every effort is made to ensure 
h h · . · · ar ranged It is the policy 

r a t r e 1r e m p loy me nt w ith the Gro up continues and rhat appropriate trammg IS' · _ 
f . . . . d ns should , as far as poss1ble, 

o the Gro up th at th e rra1n1ng, ca ree r d eve lo pment and promo oon of cllsable pe rso 

be ide nti ca l w ith th a t of o r he r e mpl oyees. 

Employee Consultation and Involvement 

Tl 
. _ . . d b all employees ro the progress 

1e Grou p p laces co ns1clerahle 1mpo rrance o n the contnbuoons to be ma e Y 

f 
_ . f eel on matters affecting them 

o the Group thro ug h rhe 1r respecti ve companies, and ai ms to keep the m m o rm 
' . . · . d b f · al and info rmal meetings at the 
as e mpl oyees and o n d eve lop ments w ithin the Group. Th1s IS ach1eve Y o tm, ' 
· d · · d A ou 1ts and a regular news le tte r 
1n 1v1d u a l co m pa ny leve l. and by d istributio n of rhe Annua l Report an ·cc 

1 

rh ro ug ho ur th e c; ro up. 

The F.xc:-cuti \·e Sh a re Op tio n Sche me is ava ilab le to all full-rime emp loyees of the Group no mi nated by the 

d irec turs o f each co m panv w ithin the Gro up. Op ti o ns h :~ve been gra nted to a to ta l of 569 (1990 : .184) 

e mp lo yees <>n: r a t<>ta l nf -~ (HH. !06 ( 1990 : 2.89 l.ll 5) lO p Ord inary shares o f the Companv. The exe rcise of 

th ese optio ns is ge n e ra ll Y co n cl iti() na l o n the profit pe rformance o f the emplovee·s company o r of the Group. 
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Directors' Report continued 

Charitable and Political Contributions 

The Group contributed £.167,000 to UK cha riti es in 199 1. No contributi o n s were mad e to politi cal p a rri es. 

Auditors 

The directors w ill place a reso lution befo re the Annu a l Ge n e ra l Mee tin g to re -a ppo int Arthur And e rs e n 

(formerly Arthur Andersen & Co.) as audito rs fo r the e nsuing year. 

By o rder o f the Bo ard 

C F Schulten 

Secretary 

5 Jun e 1992 

Auditors' Report 

To the members of WPP Group plc : 

We have audited the fin ancia l stateme nts se t o ut o n pages 43 to 64 in accord a n ce w ith Auditing Standa rds . 

The fi nancia l statements have been prepared o n a go ing con ce rn b as is. As furth e r e x plain e d in No te 23 

the Group is currentl y in discussions w ith its banking sy ndica te w ith rega rd to its fin a n c ing re quire m e nts 

Until the Group's finan cing arrange me nts are satis facto ril y reso lved, th e re re m a ins d o ubt conce rning 

the future fin ancing of the Group. Sho uld the Group be unab le tO a rra n ge ad e qu a te fin a n c in g. th e g oing 

concern basis may cease to be ap propri ate. In such a s itu a ti o n adjus tme nts woul d h ave to h e m a d e to redu c e 

the value o f assets to the ir recoverable amo unt, to prov id e fo r a ny furth e r li a bilitie s w hi c h mi g ht a ri se and to 

rec lassify fi xed assets and long te rm li abiliti es as curre nt assets a nd liabiliti es. 

Sub ject to the satisfacto ry reso lutio n of the fin anc ing a rra ngeme nts re fe rre d to a b ove . in o ur o pinion the 

financial sta tements give a true an d fa ir view o f th e state o f a ffa irs of th e Co m pa ny a nd o f th e G roup as a t 

31 December 1991 and o f th G f. · 1 I e roup pro It and source and ap plicat io n o f fu nds !or th e J'i n a tKia \'l' ar t w n 
ended and have been prope ·J cl . . 

t Y prepa re 111 acco rdance w n h th e Co mpani es Ac t l l)H') 

Art hur Anderse n 

Charte red Accountants and Registe red Aud ito r 

Londo n 

5 ju ne 1992 



Accounting Policies 

The accounts h:t\ ·c hL-cn prepared in acco rdance \Yith app licab le accounting standards in the United Kingdo m. 

A sum man· of the (;roup's prin cip:tl :tccuunting po licies. w hich have been applied consistentl y throughout the 

yea r and \\· ith the precL·din g Ye:tr. is set o ut lx: lO\\·. 

Basis of Accounting 

The accounts a re prep a red under the histori cal cost conve ntio n. modifi ed to include the reva luation o f land 

and buildings and L'llr p o r:tte brand names. 

2 Basis of Consolidation 

The co nsoli chtell ·t''''llL 11 - · ·l 1 1 · · b ·d· d k. s n1ade up to • • ~ ~ 11 s 1 n <. U l e t1e results o ! the Company and all ns su S I ta ry un e rta · mg 

the sa me account in u ,l·tt. Tl . 1 · 1 d ' . d d · 1 e ·nciLtd ed from " ~ · c · 1c resu ts ot su 1si tary und e rtakings acqutre unng t 1e year ar ' 

the dat e or completion o f th e acquisition . 

The Gro up's slnr · f . ,.. · . I'd d f d loss · · • L 0 pt o Its u t assoc iated co mpan ies is included in the conso 1 ate pro It an 

account and th e itwcstments are shown in the Gro up ba lance sheet at the Group's share o f the net asse ts of the 

co mpani es less pro,·isions for pe rman e nt diminutio n in va lue . The Group's share of the profits and net assets is 

based o n the lates t a udited information produced by the compan ies. ad justed to confo rm w ith the accounting 

polic ies o f the G roup. 

3 Goodwill 

4 

Goodw ill re j) resent · tl • . · · · · bsidiary · s 1e excess o t the ta ir va lu e attributed to investments m busmesses or su ' 
und ertak ings ove r tl f· ·. 1 . . · · · Goodwill arising · 1e .li t va u e of the und e rl y ing ne t asse ts a t the date o f the tr acqUisition. 

on co nso lid at io n is · ft. . . . · w ntte n o aga tnst rese rves in the yea r in which It anses. 

Intangible Fixed Assets 

Intang ib le fix ed as · . d Tt1ese are shown at a · · sets com pnse ce rta in acquired separable co rp o rate bran names. 
va lu ation of the · . . f b d The va luations have In c re me ntal ea rn ings ex pec ted to arise from the owne rshtp o ran s. 
bee n b ased on th e . , . 

1 
.. . . f h ship of those brands pt ese nt va u e ot no ti o nal roya lty sav ings ansmg rom t e owner 

a nd o n es timates o f profits a ttributable to b ra nd loya lty. The va lu at io ns are subj ect to annual review. 

No d e prec iation is prov id ed s ince. in the o pinio n o f the directors, the brands do no t have a fi nite 

use ful economic fi fe. 

'5 Tangible Fixed Assets 

Tangib le fi xed assets a re shown at cost or va lu atio n less accumulated depreciatio n. 
Depre .·. · · . 1 · less estimated residual 

LI.ttlon ts proY td ed a t rates ca lculated to write off the cost or va uano n 

va lu e of each asse t on a strai ght-lin e bas is ove r its estimated useful li fe, as fo llows: 

Free ho ld buildin gs _ 2% pe r annum 

Leaseho ld la nd and buildin gs - uver the te rm o f the lease 

Fixtu res . fi tti n gs and equ ip me nt - 10% to 3V/<% pe r annum 

Surpluses arising on th e re,·a lu a ti o n o f tang ible fi xed asse ts are credited to a non-distributable reva luation 

rese rve < >n the disp, 1sal uf a reva lu ed fi xed asse t the reva luation surplus is transferred to d istributable reserves. 
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Accounting Policies continued 

6 Investments 

7 

· tt c 1 >.-; t less :tm o unts writt e n off Investments in subsidiary unde rtakings a re s tated in th e Co mpany s :.t c counts: 

for permanent diminution in va lue. 

Stocks and Work in Progress 
. 1 . _ C ·t c onlpri-;L·-; outl:t\'S in curred 

Work in progress is valued at cost o r o n a perce ntage of co mpl e uon Ds ts o:--. · · · . 
. . . - .. . I . , -1 " tds on in c ompktc :tsst g nme nts. 

on behalf o f cl tents and an appropriate proponro n o f dt re e t cos ts J n e O \ e 1 1<.: • 

Stock-s 'll'" s·rated at th L· lo\\·cr of cos t and n e t Provision is made fo r irrecove rable costs w he re appropr ia te. • ~ 

realisable value. 

8 Debtors 

Debto rs are stated net of provisions fo r bad and doub tful d e bts. 

9 Taxation 

. 1 is c tl c uhtcd und e r the 
Corporate taxes are payable on taxable profits a t the curre nt rates. De fe rre d tax:.t tl o l · · · 

I I to re verse. at the rates o f 
iability method and provision is made for all timing differences w hi c h are ex p ecteL 

tax expected to be in force at the time of the reve rsa l. 

10 Pension Costs 

C b t l1e recomme ndations of actuari es 
ontri utions to defined contributi o n schemes a re made in accord ance w it h 

and are charged to the profit and loss account as incurred. 

1 f d benefit pension 
The charge to the profit and loss account (the regula r pension cos t) in respect of c e tn e . _ 

scheme · 1 1 . . d 1ected fu ture pe nsiOnab le 
s ts ea cu ated to achteve a substantially leve l p e rcentage o f the current a n ex 1 . 

payroll V · · ri nd ·tpprox imaung 
· anauons from regular costs are allocated to the profi t and loss acco unt ove r a pe • 

to the scheme memb , ers ave rage remaining serv ice lives. 

11 Operating Leases 

Operating lease rentals are charged to the pro fit and loss account o n a sys te m a ti c b as is Any pre mium o r 

discount on the a · .. cqutsnton of a lease is spread over the I i fe of the lease 

12 Turnover and Revenue 

Tu rnover comprises th . . . . . . 1 . se d in come toge the r e gross amounts btll ed to c lt ents m respect o f commtss ton 1a. 
w ith the total of oth f d · ·esr)ect of turnove r. er ees ea rn ed . Revenue comprises commissio ns and fees ea rne I ll 1 

Turnove r and revenue d . . are state exclustve o f VAT, sa les taxes and trade dt scounts. 

13 Translation of Foreign Currencies 

Fore ign currency transactions arising from no rma l trading act iv iti es are reco rd ed in lo ca l currency a t curre nt 

exchange rates. Moneta ry assets and li abi lities deno minated in fo re ig n currenc ies at th e yea r e nd a re trans la ted 

at the yea r-end exchange rate. Fo reign currency ga ins and losses are c redited o r c h a rge d ro rh e profit and lu ss 

account as they ar ise. 

The profit and loss accounts o f overseas subsidiary unde rtakin gs are trans lated into pounds s te rlin g 

at ave rage exchange rates and the year-end net investme nts in th ese co mpa ni es a re rra ns la ll'l i a t vea r c:· nd 

exchange rates. Exchange d ifferences arising from th e re trans lat ion at ye<t r e nd exch ange r<t ll'S uf rh e 

o pe ning net investments and results for the year are dea lt w ith as move me nts in rese rves 



Consolidated Profit and Loss Account 
Fo r th e yea r e nd ed :1 1 Dece mber 199 1 

1991 1990 1991 1990 

'o res £000 £000 $000 sooo 

Turnover 5,075,283 5.460 ,454 8,975,130 9.758,923 

Revenue 1,204,418 1,264. 100 2,129,893 2,259,200 

Gross Profit 1,016,191 1,075 ,480 1,797,032 1,922 ,098 

Oth e r operati n g expenses ( n e t) (932,021 ) (942 ,535) (1 ,648, 186) (1 ,684,498) 

Trading Profit 84,170 132 ,945 148,846 237 ,600 

Inte res t rece i\·ahk 9,429 14,275 16,674 25,5 12 

3 Int e res t payab le and s imilar c harges (55,236) (57.206) (97,679) (102 .239) 

Profit Before Exceptional Items 38,363 90,01 4 67,841 160,873 

2 Ex ce ptio nal items 26 31,375 46 
17,742 

2 Profit on Ordinary Activities before Taxation 56,105 90,040 99,216 160.919 

5 Tax o n profit o n ordinan· ac ti\· iti es (23,564) (36.376) (41,671 ) (65 ,0 11) 

Profit on Ordinary Activities after Taxation 32,541 53.664 57,545 95,908 

Minor it y inte res t.-; (1,494) (3 ,096) (2,642) (5,533) 
45 

Profit for the Financial Year 50,568 54,903 90 ,375 
31,047 

6 Pre fere nce di , . id e nds (17,640) (17 ,648) (31,195) (3 1,54 1) 

Profit Attributable to Ordinary Shareholders 32 ,920 23,708 58,83 4 
13,407 

O rdinar y cli,· iclt:nds 
. . . . . . . . . . . . . . . 

19 Retained Profit for the Year 32 ,920 23,708 58,834 
13,407 

7 Basic Earnings per Share $0.49 51.40 
27.9p 78. 1p 

Tl . · . _ - ed 0 11 this basis. 
l e m .lln re po lling curre nc\' of the Group is th e po und ste rling and the accounts have been p repar 

s 1 1 ' f - - - - us dollars using the 0 e ) o r co m e nr e n ce. th e acco unts se t o ut o n pages 45 to 49 a re a lso presented expressed 111 . 
_ . _ .. _ . . O· SI 787? =£1), rhe rate 111 
approx lnHtc .1\ e rage ra te tnr the yea r fo r th e profit and loss account (199 1: $1. 7684 =£1. 199 · · · - -

ff - ~ 1 I). . . _ - b. a rio n of these to r 
c c u o n · ~ ce mbe 1 tor the ha la nce s hee ts (1 99 1: s 1.8710 = £ 1. 1990: $1.9300 = £ 1). and a com 111

' 
h - · ese ntatio n that the 

t e stateme nt ot sou rl·e and app li catio n o f funds . This tra nslation shou ld no t be constru ed as a repr 
l)()un(lst , ,-l,· r1> 11 . . d 11 - he r" tes t·ndicated. · ~ g amounts actua , . re ptcse nt. o r co uld be conve rted tntO , US o ars at t " 

11 , - -
1 

· -e <el our in nole 19 . 
.JE C/(((Jin Jml )'ll'-,1!. IU J I~Csfurm ml in i~Cp,ra/ parr o(!his p ro.flr a nd loss a ccormr. Mouemenrs in reserves Cl/ • 
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Consolidated Balance Sheet 
As at 31 December 199 1 

'o res 

Fixed Assets 

9 Intangible asse ts 

10 Tangible assets 

11 Investments 

Current Assets 

12 Stocks and wo rk in progress 

13 Debto rs 

14 Investments 

15 

16 

17 

18 

19 

19 

19 

19 

Cash at bank and in hand 

Creditors: Amounts falling due w ithin o ne yea r 

Net Current Liabilities 

Total Assets Less Current Liabilities 

Creditors: Amounts falling due after mo re th a n one year 

Provisions for Liabilities and Charges 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • 0 • 

Net Liabilities 

Capital and Reserves 

Ca lled up share cap ita l 

Share premium account 

Goodw ill rese rve 

Oth er reserves 

Pro fit and loss account 

Shareholders• Funds 

Min o rity interes ts 

Total Capital Employed 

Signed on be half of the Board o n 5 June 1992 
Directo rs : 

RE Le rwill 

M S So rre l! 

1991 I <)<)( I 

£000 .UHIII 

350,000 '\'i ll .!)()() 

132,960 I y,_22'\ 

15,056 12. 'i -! _'1 

498,016 . ! <)H .- (l() 

62,796 (, I .') 'i 'i 

631,245 ( Ji )(1 ,2 _'1 ·! 

1,908 H,(, -<) 

205,478 22') .-! 'i 'i 

901,427 <)()(>.52 5 

(969,922) ( <)H 'i .(>HH) 

(68,495) ( 79.5(>'i) 

429,521 4 I <). ·I 11 I 

(562,015) (55 ·'!.(H') 

(125,602) ( I I H.IIH I l 

(258,096) (2:\5.:\27) 

26,860 25. 7 1 I 

193,904 194.27 'i 

(844,969) (H2<) .4 17 ) 

268,535 29 1.9'i5 

87,682 7.).H47 

(267,988) (24:1.62<)) 

9,892 I 0 .. '\112 

(258,096) (2 .) .) ,3 27) 

1991 1990 

$000 sooo 

654,850 675.500 

248,768 262.9 10 

28,170 2 4 .208 

931,788 962.6 18 

117,491 I 19 .57.3 

1,181,059 1. 170.0:12 

3,570 16 .751 

384,449 442 .84 7 

1,686,569 1.74 9.20:1 

(1,814,724) ( 1.9 02.:\ 77) 

(128,155) ( 155 .1 74) 

803,633 1)09.444 

11 ,051 ,530) ( 1 .0:\ 1.869) 

(235,001 ) (22 7 .896) 

(482,898) ( 4 50 .. )2 1) 

50,255 4<) .622 

362,794 5 74 .95 1 

(1 ,580,937 ) ( 1. (>00.775) 

502,429 56.'1 .4 7:1 

164,053 14 2.525 

(501,406) ( 4 70.204) 

18,508 I 9.88.1 

(482,898) ( 4 50.521) 

Th e main repo rting currency o f the Gro up is the po und ste rli ng and th e accoun ts have be e n pre p a re d on rhis basis . 

So le ly for conve nie nce , the acco unts ser o ut o n pages 45 to 49 are also presented e xp ressed in l iS doll a rs using th e 

appro x imate ave rage rate fo r th e yea r fo r the profit and loss acco unt ( 19 9 1: $ 1. 76H 4 = £ 1. 19911 : $ 1 7H7 2 = £. 1 ). t l1l' rat e in 

e ffect o n 3 1 December fo r the ba lance shee rs (199 1, su37 10 = £ 1. 1990 , $ 1_9 500 = £ I). and a co rnhin a ri o n of these for 

the state me nt o f so urce and app licat io n o f funds . This translat io n s ho uld nor b e co ns tru e d as a reprt'SL' ntation that rhc 

pou nd ste rling a mo unts actuall y represe nt , or co uld be co nve rted illlo , us dol lars a t th e ra rcs in diL'aiL'd 

i'be a ccompany in!!, nntes f orm cm inlef!,ral part of this balance sheet. 



Notes 

Company Balance Sheet 
As at -~ ' December ]l) <)l 

1991 

£000 

1990 1991 1990 

£000 $000 sooo 

Fixed Assets 

10 Ta ngib le assets 236 

536,694 

4 59 442 886 

888. 176 
11 Inves tments 460 .1 95 1,004,154 

536,930 460,65 4 1,004,596 889,062 

Current Assets 

13 Deb to rs 100,458 

358 

64 ,52 1 187,957 124.526 

15 

16 

17 

18 

19 

19 

19 

Cash at hank ·tn t l - I · tn 1and 

Creditors: Amuunts fall in' I . - -----· · . _ . . g c UL \Y!lh1n o ne , -ea r 

Net Current (Liabil"t· 1 •es)/Assets 

Total Assets L ess Current Liabilities 

Creditors: Amou nts fal l in' du .. -, 
Provision f . g c ,dtcr m o re than o n e yea r 

. -. . - . -. .... _s _ or Liabilities and Charges 

Net Assets 

Capital and Reserves 

Ca lled up st1-. ,tre capital 

Sh a re 11rc m · 1Ull1 account 

Me rge r rese rve 

Profit and loss· acc·o · · unt 

Total Capital Em I P oyed 

····· ····· · 

Signed o n he half of I 

D
. - t1 e Boa rd o n 5 June 199J 
1recro rs : · -

R E Le rwi ll 

M S So rre l! 

100,816 

(119,442) 

(18,626) 

518,304 

(39,673) 

(20,598) 

458,033 

26,860 

193,904 

276,239 

(38,970) 

458,033 

14.768 670 28 ,502 

79.289 188,627 153,028 

(42 ,647) (223,476) (82 ,309) 

36,642 (34,849) 70.719 

497 ,296 969,747 959,78 1 

(18,500) (74,228) (3 5,705) 

(2,958) (38,539) (5,709) 

475,838 856,980 9 18,367 

25,7 11 50,255 49 ,622 

194 ,275 362,794 374.95 1 

265.064 516,843 5 11 ,573 

(9,2 12) (72,912) (17 ,779) 

475,838 856,980 918 ,367 

orttngcurre ncvof tl G . . -The m a in rep -So le ly f - · 1e roup 1s th e pound ste rlin g a nd the accou nts have been prepared o n thts basis. 

Ol con ve ni e nce. th e ace . -'PPCO< l - , "''"~ " ' oo< on P''" 45 <0 49 '" , ;,o P""'"d e<P"'"d m US doll>''""'' <h< 
m ate ave rage rate fc - I . effect on ~ 

1 0 

) I tl e yea r fo r the profit a nd loss account (1991: 51.7684 = £,1. 1990 : 51.7872 = £ 1). the ra te m 

. ecemb e r for tl b · I . . th e st ·tt • 1e a ance shee ts (1991: 51.8710= £ 1. 1990: 51.9300=£1). and a co mbmatto n of these fo r 

. , e m e nt of source and ·t t· • - - . poo nd " ' " 
10 

_ • PP ' 0" ' " " o f to nd ' Tht. """'"ton , hoold no< be w nmoed '" "P""' " " on <h" <he 
g a m o unts acru a ll , . . _. ) rep rese nt, o r could be co nve rted into. US dollars at the ra tes tndlca ted. 

!he accrJJnf)anrin .J no "' .. ~ . · !!. 1' "'./mm CI/ I llllep,ral part of tbis balance sheel. 
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Consolidated Statement of Source and Application of Funds 
For the yea r ended 31 December 1991 

1991 I t)')() 1991 1990 

£000 ,\:.()()() $000 sooo 
Source of Funds 

Profit before exceptional items 38,363 <) 0 .0 1·1 67,841 160 .873 

Ad justments not involv ing the move ment o f fund s: 

Depreciation 25,906 2'5.4(H 45,812 4 5,509 

(Decrease)/ increase in o ther prov isions (1,629) 5.2<)() (2,881 ) 5.891 

Profit on disposa l o f tangible fixed asse ts and investme nts (17 ) (6')-) (30 ) ( 1. 174) 

Mino rity interes ts in retained profit for the yea r (1,494) (5.0')(>) (2,642) (5.533) 

. . . . . . . . . . . . 

Total Funds from Operations 61,129 I I 5.02 I 108,100 205 ,566 

···· ······ ··· ···· ·· ·· ··· 
Funds from o ther sources: 

Drawdown of medium and long term debt 43,773 75 .. ~ 0'5 81,899 145.3.)9 

Rescheduling of short term debt as lo ng term .1 0. 7:'>7 59.)22 

Proceeds from sa le of tangible fixed assets 4,485 H.4H5 7,931 15.1 6 1 

Proceeds from sale of investment 7,708 13,631 

Shares issued as part of earn o ut payments mad e re lating to 

the acquisi tion of subsidia ry undertakings in prior years 11,954 I 0. 4 :'> I 21,140 18.642 

Proceeds from issues o f Ord in ary and Preference sha res 46 82 

129,049 240 ,025 232,701 444 . 11 2 
48 

Application of Funds 

Taxation paid 19,903 .1.).2.)6 35,196 59.399 

Dividends paid 27. 52 9 49.2 00 

Repayment of loans 12,927 2 1.246 22,860 57.97 1 

Purchase o f tangible fixed asse ts 21,294 32.8 16 37,656 58.649 

In crease in fixed asse t inves tments 2,281 2,6.~4 4,034 4.707 

Decrease in cred ito rs and provisions du e after mo re than 
one yea r 5,762 45 ,972 10,781 88.726 

Decrease in mino rity interests 410 1,978 767 .).8 18 

Goodw. ll · · f 1 ansmg rom earnout payments made re lat ing to 

the acquisition of subsidi ary undertakings in prior years 26,727 4 1.848 47,262 74,79 1 

Reo rganisation and rat ional isa tion costs 15,009 6.000 26,542 10.725 

Bank ing sy ndicate and refinancing expe nses 5,000 H,OOO 8,842 14.298 

Exchan ge movements 9,837 ( 27 .848) 20,241 (48. 1.) I ) 

··· ···· ·· ·· . . ... . 

119,150 19.),4 I I 214,181 _','i4. I51 



Consolidate d Sta t ement of Source and Application of Funds 
for the \·car cndnl :1 I lkccmhcr I<J<) I 

lncrease/(Decrease) in Working Capital 

Stock s and wurk in pr<>grc·ss 

Deb tors 

lnn:s tmc nt s 

Creditors : amuunts fa l ling due wi th in <ll1e \·e;t r 

Movements in Net Liquid Funds 

Cash at hank 

Bank loans and un:rdrafts 

1991 

£000 

(1,654) 

12,889 

(286) 

(7,509) 

3,440 

6,459 

(23,977) 

30,436 

6,459 

There have h ee n n o materia l acqu is itions <lf su bs id iary und e rtakings in the yea r. 

1990 1991 

£000 $000 

(29.049) (3,095) 

(.)2.49 1) 24,115 

(4.565) (535) 

67 ._150 (14,049) 

1,245 6,436 

45,367 12,084 

(4, 162) (4 4,861) 

49.529 56,9 4 5 

45,367 12,084 

1990 
sooo 

(56 .065) 

(62 .708) 

(8 ,8 10) 

129.986 

2,403 

87 ,558 

(8,033) 

95 ,591 

87 ,558 

The n1 ·1in re 1) o ·t · , . 1 b a reel o n this basis. 
' 1 lng curre ncv ol th e G roup is the pound sterl ing and the accounts 1ave een prep 

Sole ly for un" · ... 1 _ cl· us dol lars using the 
• 1 \llll<.:ll l c. t le accounts set out on pages 4 -, to 49 are a lso prese nted expresse tn . 

approximav· ·t . ... . .. - . .. 684 £1 1990· <1787? =£1). the rate In ',\cl,tgc late tor th e ve ar tor th e p ro!tt and loss account ( 199 1: S!.7 = ·. · ~ · -
cffecr '\ 1 l' · b. · of th ese for on · Jecember fo r th e balance s hee ts ( 199 1: $1.87 10 = £ 1. 1990: $1.9.)00 = £ 1), and a co m m auo n 
th e st ·tt , . 1· . cl e ntati o n that the · ' e mcnt 0 suurcc and app l ica tio n of funds. This trans lation sho uld no t be construe as a repres 

po u nd s ter li ng amounts actua ll y re p resem. o r cou ld be convened into. US dollars a t th e rates indicated. 

The ri C<...'U IIl/ )(lll\'illo 11 f _, - ,. . . .. . 
. .~ 0 L '. 0 1 111 till 11/IC,~ /YI/ part o.f tbiS SIQ/C' /11 ('1/{ . 
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Notes to the Accounts 

Segment Information 

The Group provides marke ting se rvices bo th o n a national and a multi -nat iona l bas is. 

Contributions by geographica l area to Group revenu e and trading profit were as follows : 
Revenu e Trad ing Profit 

1991 1990 1991 1990 

£000 .£000 £000 .£000 

Un ited Kingdom 259,185 27 1.2 18 14,106 .)0,729 

United States 506,201 559.5 18 36,665 62.408 

Canada 40,358 40,524 2,080 1,89 1 

Continenta l Europe 252,942 255 ,766 21,592 24,207 

Rest of the World 145,732 137 .074 9,727 13 .7 10 

······ ······ ··· ····· · · · · · · ·· ··· ·· ··· 

1,204,418 1,264 ,100 84,170 1:)2,945 

There is no significant cross borde r trading. Of the exceptional ite ms, ne t ex pe nses o f £:),9:) 1,000 ( 1990: net income 

£5,692,000) arose in the United Kingdo m, ne t expe nses of £4,943,000 (1990: £2,2 10,000) in the United States. 

£372 ,000 (1990: £21,000) in Canada, £1 ,290,000 (1990: £2 ,399,000) in Co ntin e ntal Europe and .£1.2 08 .000 

0990: £986,000) in the Rest of the World . Ne t income of £29,486,000 ( 1990: n e t ex penses .£5 0.000) has no t bee n 

a ll ocated geographicall y. 

Geographica l ana lys is of non-interest bearing assets/ (liabi lities) of the Group is as follows 

Uni ted Ki ngdom 

United States 

Canada 

Contin ental Europe 

Rest of the World 

Items not all ocated in the above geographica l analysis: 

Net cash and loans 

Provision for Prefere nce dividends 

Net li ab ilities in the Balance Sheet 

1991 1990 
£000 £000 

44,424 .14. 194 

(111,338) ( 105.979) 

12,958 I 1,470 

78,744 76. '> 34 

71,530 48.9 13 

96,318 67 .152 

(333,816) (297 .501) 

(20,598) (2.958) 

(258,096) (23.'>.327) 

Certain items, including the va luation of co rporate brand names, have bee n a ll oca ted w ithin th e above a nal ys is on th e 

basis of th e revenue o f the subsidiary unde rtakings to which they re late . 

Profit on Ordinary Activities Before Taxation 

Profit on o rdinary activities before taxation is stated after charging/(crediting) : 
Cost of sa 1es 

Adm ini strat io n and other operati ng expenses 

Othe r ope rating inco me 

Share o f profi ts of associated companies before tax 

Excep tiona l ite ms (see be low) 

These amo unts inc lude: 

Deprec iation o f and amounts w ritten off 

own ed tangibl e fi xed assets 

asse ts he ld und er finan ce leases and hire purchase contracts 

1991 

£000 

188,227 

937,386 

(1 ,490) 

(3 ,875) 

(17,742) 

25,224 

682 

1990 
£000 

188 ,594 

949 .. '1.'19 

( I . '>46) 

( 'i .2->R) 

(26) 

2 4 .828 



Notes to the Accounts continued 

Operating kasl· rental s 

- plant and nuchinen· 

- propen \. 

Hire of plant and m:tc hiner\· 

Auditors· re muner:tti!ln . 

Exce11ti . 1 · . on.t Items C!l mprtsc: 

- Propcn \· l'rtJ\· isio ns for excess property 

Re lt: :tse '1f e xn:ss prnpe rt \" pro\· isions 

- Rekase <lf othn excess li abilities 
- Rcorg·1 n · .. · · · IS,ltton and r:ttiona li s:ltion costs 
- Co sts f ·. 

· · ' 1 rl"ftnan c ing in ll)l)l 
- Bankinu s . . 1 · ,.., · \ nut Cltc expenses 

- Profit on sa lt: of :tssets 

- lndu ccn1 · . cnt to enter propcrt\· leases 

1991 1990 
£000 £ 000 

15,234 14,458 

85,925 79,966 

1,478 1,360 

2,405 2,744 

9,510 

(9,765) 

(34,486) (7,950) 

15,009 6,000 

2 ,500 8.000 

2,500 

(3,010) 

(6 ,076) 

(17,742) (26) 

Release < r . . . . . . . . . . . d f isirion of subsidiary 1 l X Less propert\· pronstons re la tes to prov iSions, es tablished a t the are o acqu . T . 
undcnak· , . . · . 1 . s liabilities relates to ltabt mes 

ll1gs. \\'ht c h han: subsequent ly proved no t to be reqUired. Release of o r ler exces 
establish ·u . . . . . . . . d be required : these relate 

. c tn prt!lr ye ars. prmnpally o n acquiSitiOn. w htch have also prove no t to · 

pnnc ipall , 1 . . . } tot cbtors. \\'Ork 111 prog ress. taxatiOn and employment agreements. 

An amo . . - f d. ssions w ith the Group's banking 
unt ol A-2.":>00 .000 has be en prm·ided for th e costs in respect o current tscu 

sv ndi c- lt . A . . . 
· ' c . nv tunher cos ts will he accounted fo r in turure pertods. 

3 Interest p 
ayable and Similar Charges 1991 1990 

4 

£000 

687 

16,309 

On hank 1 · O<~n s and overdrafts. and o ther loa ns: 

- re paya ble wi thin fi ve years. by insta lme nts 

- repaya bl e within fi ve years. n o t by insta lme nts 

16,996 

38,240 
O n a [[ Othe r loans 

· · · · · · · ·· ···· · ······· · ··· 

Emoluments of Directors and Employees 

Emolume nts o f direc tors a nd employees during the yea r amounted to: 

Wages a nd sa lar ies 

Socia l securit y costs 
01 her p c nsi o n costs 

Th . · l . r was as fo ll ows: c average WC"ekly numbe r o f perso ns employed by the Group clurmg t l e ye,I ' 

l lnited Kingdom 

Overseas 

55,236 

1991 
£000 

510,835 

50,902 

21,571 

583,308 

1991 

Number 

3,79i 

17,427 

21,218 

£000 

46 1 

14,3 58 

14,8 19 

42 ,387 

57 ,206 

1990 
£000 

53 1,208 

49 ,563 

22.750 

603,521 

l990 
Number 

4. 1 'i 8 

l8 .432 

22 .'590 
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Notes to the Accounts continued 

4 Emoluments of Directors and Employees continued 

Directo rs' e mo lume nts : 1991 

£000 

1990 
£000 

Directo rs o f the Co mpany rece ived the fo ll ow ing re munera ti o n : 

Emolume nts including profit re lated bo nuses and pe ns io n contributi o n s 1,093 1,179 

The directo rs' e mo lume nts include £508,000 (1 990 : £5 07,000) in res p ect o f th e h igh est p a id d irecto r. w h o rece ived 

no pe nsio n contr ibutio ns and wa ived £ 145 ,000 (1 990 : £93,000) o f cont rac tual e m o luments w ith o ut affec ting h is 

contractual positio n. No e mo lume nts we re rece ived b y the c ha irman in resp ect o f hi s serv ices in th e United Kingd o m . 

Directo rs based in the Un ited Kingdo m rece ived e m o lume nts (exclud in g pens io ns a n d p e n s io n contr ibutions ) in 

the fo ll ow ing ra nges: 

£ ni l to £5,000 

£5,00 1 to £ 10,000 

£40,00 1 to £45 ,000 

£50,00 1 to £ 55,000 

£75 ,00 1 to £80,000 

£80 ,001 to £85,000 

£ 185,00 1 to £ 190,000 

£300,00 1 to £305 ,000 

£505,00 1 to £5 10,000 

1991 

Number 

1 

1 

1 

1 

1 

1990 
Numbe r 

5 Tax on Profit on Ordinary Activities 1991 

£000 

1990 
£ ()00 

6 

The tax charge is based o n the profit fo r the year and comprises: 

Co rpo ratio n tax at 33.25% 0 990: 35%) 

Defe rred taxatio n 

Overseas taxa tio n 

··························· ·· ·· 

(1,129) 

7,878 

16,815 

23,564 

14. 0 22 

74 H 

2 1 _(, () (> 

:\6,:\76 

The Gro u ' ff · Th · · · · d uc to th e fac t p s e ectlve tax rate is greate r tha n the United Kingd o m rate o f 33. 2 5'V<> fo r the yea r. IS IS 
that a · · f· . · 1 s , t · · losses ·d'tcr Sign, Icant part of overseas income is subj ect to hi g he r leve ls o f taxa ti o n w hil e, m th e Unit ec · ta cs . · · · ' 

in te rest expe nse are no t curre ntl y ut ilised. The exceptio nal ite m s (no te 2) , w hi ch ca rry no s ig nifica n t tax c h a rge . 

mitigate th is effect. 

Preference Dividends 

8 ·25p (net) Converti b le Cumulati ve Redee mable Pre fe re nce sh a res o f lO p each 

1991 

£000 

17,640 

The charge fo r Pre fere nce d ivid e nds in the year re p rese nts a mo unts prov ided fo r future payme nts w hi c h ca nnot 

currently be made d ue to the insuffic ie ncy o f d istri butab le rese rves in th e Co mpa ny (n o te 19) 

7 Earnings per Share 

1')')0 
£,()()() 

l 7.M8 

Basic earnin gs pe r share have bee n calculated o n a ne t bas is using th e profit attributa b le to o rd in a ry s h a rc ho ld ns of 

£ 13·407,000 ( 1990: £32,92 0,000) and the ave rage num be r of Ord ina ry sha res in issue d urin g th e yea r o f 4 H. 0 2 l ,OH5 

(1990: 4 2,134,778 shares) . 

l'u ll y d iluted ea rnings per share for the year have no t heen stated as th e re is no mate ri a l d ifference be twee n bas ic· an d 

fu ll y d ilu ted ea rn ings pe r share . 

The.: Group has acquirc.:d co mpan ies o n te rms which may give ri se to furth c.:r co ns id e ratio n paya b le in I he f·(nm o f 

shucs de pe nding on their profit pc.: rforman ce (note 21). 11 is not possib le to c.:s timatc accu ra te ly th e numbe r o f s h art·s 

wh ich may he.: issued and consc.:que nt ly no pote nti a l d iluti o n has bee n ta ke n in to acco unt in calcu la tin g I he <; roup's 

full y di lu ted ea rnings pe r share. 



Notes to the Accounts continued 

H Parent Company 

As rro,·id e d b v sec ti o n 2:\0 . Co mpan ies Ac t 1985, the pro fit a nd loss account fo r the Company a lo ne has no t 

bee n rrese nt cd Includ ed wit h in th e conso lida ted pro fit fo r the finan c ia l yea r is a loss of £ 12,118,000 (1990: loss 

. .U'i .C> l (>. Oilll ) in resp ect of the Company. 

9 Intangible Fixed Assets 
1991 1990 
£000 £000 

Co rp o rate brand n a mes 350,000 350,000 

Corro rat e brand names re prese nt the directo rs' va luatio n o f the brand names ]. Wa ite r Tho mpson and Hil l and 

Know I to n w hi c h we re o rig ina ll y valued in 1988, and Ogil vy & Mathe r acquired in 1989 as part o f The Ogil vy 

G ro up . I ne These asse ts h ave bee n va lued in acco rdance w ith the Group's accounting policy fo r intangib le fi xed 

asse ts and in th e cou rse of thi s va lu :ni o n th e di recto rs consulted the ir adv ise rs, Samu e l Mo ntagu & Co. Li m ited . 

10 Tangible Fixed Assets 

a ) Group 

The m ove me nt in the year w as as fo ll ows: 

Co st o r , ·a luati o n : 

Beg inn ing o f year 

Addit io ns 

Disposa ls 

Re lease o f e xcess rrov is io ns (no te 2) 

Exchange au jus tme nts 

End of yea r 

De prec ia tion : 

Beg innin g of ye ar 

Ch arge 

Disposa ls 

Exchange adju stme nts 

End o f yea r 

Ne t hoo k va lue : 

.q Dece mbe r 199 1 

.~ 1 Dece mb e r 1990 

Land and Buildings 

Freehold Lea sehold 

£000 £000 

17,212 76,270 

42 7 ,307 

(851 ) (1 ,315) 

675 

233 1,464 

17,311 83,726 

71 1 16,400 

550 6,265 

(60) (8 4 8 ) 

33 (1 81 ) 

1 ,2 34 21,636 

1 6 ,077 6 2,090 

1 6 ,5 01 59,870 

Fixtures 
FiHings & 

Equipment Total 

£000 £000 

98,012 19 1,49 4 

13,945 2 1,294 

(5 ,876) (8 ,0 42) 

6 75 

1,255 2,952 

107,336 2 08,373 

38,1 6 0 55,271 

19 ,09 1 25,9 06 

(4,453) (5 ,361 ) 

(255) (403) 

5 2,5 43 75,41 3 

54,793 132,960 

5 9 ,852 1 36,22 3 

Lease ho ld la nd a nd build ings co m prises £2.744.000 ( 1990: £3.235.000) he ld o n lo ng lease ho ld and £.59.346.000 

( 19 90 : £ 'i 6.6Yi.OOO ) held on s ho rt le ase ho ld . Leased asse ts (o the r th an lease ho ld p ro pe rty) included above have a 

ne t hou k ,·:tlu e o f .U .865.000 (l990 : £84.).000). 

Basis o f va lu a ti o n : Fix tures. finin gs a nd equi p me nt a re shown at cos t. La nd and bu ild ings inc lud e certain properties 

pro fess ion a llv reva lu ed d urin g 1989 hy Mess rs .J a mes And re\v Badger (Surveyors & Va luers) on an ope n ma rket. 

exis ti ng use b as is. O th n prope rties arc inc luded :u h istor ic cost ro the Group. The amount inc luded in respect o f 

reva lued p ro pe rt ies is £. 11.77(1. 000 ( 1990 : £.15.2.26,000): the histor ic net boo k va lu e of such land and bui ld ings is 

£'i .K.'>9 .!HIO ( l lJl) !l : £.7.! 1'i(>.<Hl 0 ). 
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Notes to the Accounts continued 

Tangible Fixed Assets continued 

b) Co mpany 

The moveme nt in the yea r was as fo ll ows: 

Short 
Leasehold 

P r ope rty 

£000 
Cost o r va lu atio n: 

Beginning of yea r 207 
Additio ns 2 
Disposals (83 ) 

·········· · ·· · ·· · · 

End of year 126 

Depreciation : 

Beginning o f yea r 27 
Charge 

20 
Disposals 

·········· · · · ····· · · ······ · ···· ·· ..... . . .. . .. . . .. . . ·· · ··· · · ·· · · 

End o f year 47 

Ne t book va lue: 

31 December 199 1 79 

31 Decembe r 1990 180 

Fixed Asset Investments 

Th e fo ll owi ng are included in the ne t boo k va lu e o f fi xed asse t inves tmen ts : 

Beginn ing of yea r 

Additions 

Share of profi ts of associated undertakings 

Exchange ad justments 

End of year 

Ass oc iated 
Underta k ings 

£000 

11 ,436 

2 ,28 1 

1 97 

13,91 4 

Group 
Othe r 

In v e stments 

£000 

1 ,107 

35 

1,142 

F i xtures 
Fitting s & 

Equipm e nt 

£000 

708 

51 

(69) 

690 

429 

153 

(49) 

533 

157 

279 

Tota l 

£000 

12,543 

2 ,281 

232 

1 5 ,056 

Inc lud ed wi thi n Compa ny add itio ns a re amo un ts arisin g d ue to th e cap ita lisa ti o n of int e r-co m pa nv loa ns o f 
£37,3 06 ,000 

Tota l 

£000 

915 

53 

(152) 

816 

456 

1 73 

(49) 

580 

236 

459 

Company 
Sub sid iary 

Underta k ing s 

£ 000 

460,195 

76,499 

536,694 

Info rmat ion on the Compa ny's p rinc ipa l ope rat in g subs id ia ry unde rtak in gs a nd div is ions is s hown in no te 22 . 



Notes to the A ccounts continued 

12 Stocks and Work in Progress 

The fo lltl\\·ing arc in c luded in the net book value o f swcks and w o rk in pro gress: 

Ra w mat e rial s :md consumabks 

Wo rk in progress 

Finished goods and goods for resal e 

1 991 

£000 

667 

59,504 

2,625 

62,796 

Group 

1990 
£ 000 

673 

58,923 

2,359 

6 1,955 

13 Debtors 

14 

The fo l low ing arc in c lud ed in th e n e t b ook value o f d e bwrs: 

Amounts falling due w ithin o n e year : 

Trade debt o rs 

ACT rt: et l\·crabk 

Co rpora te in come tax es recoverab le 

VAT a nd sales ta xes recove r:~ b l e 

O th e r de btors 

Pre p ay mcms and :~cc ru e cl inco me 

Am o unts o wed b y s u bs id ia ry und e rtakings 

Am o unts falling du e afte r m o re than o n e year : 

O th e r d e btors 

Pre paym e nts and accru ed inco me 

To ta l d e bto rs 

C u rrent Asset Investments 

1991 

£000 

517,927 

7 ,229 

3,473 

6 ,500 

39,470 

40,087 

614,686 

1 1,231 

5 ,3 2 8 

1 6 ,5 5 9 

6 31,245 

Group 

1990 
£ 000 

49 1, 187 

7 ,428 

5 ,160 

10,080 

35,039 

42 ,424 

59 1,3 18 

9,6 14 

5,302 

14,9 16 

606 ,234 

Th e fol lo w in g are in c lud ed in th e n e t boo k valu e o f curre n t asse t inves tme nts: 

Unli sted inves tme nts. a t cost 

Investme nt lis ted in th e nited Kingd o m 

1991 

£000 

4,7 5 6 

227 

2 77 

330 

94,868 

100,458 

100,458 

1991 
£000 

1,908 

1,908 

Company 

1990 
£000 

4, 756 

103 

132 

458 

320 

58 ,752 

64,52 1 

64,521 

Group 

1990 
£ 000 

2. 194 

6.48'5 

8 ,679 

"1"1 · · · 1 G • 7 7 9Ufo ho ld ing in Ab bo tt Mead 
1 <.: ttwesrmcnt lt sted in the United Kingd o m in 1990 re prese nted t 1e ro up s -- · 

v · ·k . . . . . . · · · Tl · w estme nt \Vas so ld in Fe bruarv 199 \ 
tc e ts p lc a n d \Vas tn c lu d ed at cost plus sha re o t- p roftts smce acq utsttto n. l e 11 

. · 

1 .. · c 7 7 ·· . . . · 1 · n ·as p·u t o f the p rofit o n sa le o t asse ts o t ·'<0 • tl H.<HHl : th e pro ht o n sa le has bee n mc lu cl ed w tthtn exce p no na ttc 1' · · 

(sec n o te 2) 
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Notes to the Accounts continued 

15 Creditors: Amounts falling due within one year 

The fo ll owing amo unts are included in creditors fa ll ing clue w ithin one \Ta r: 

Bank loans and ove rd rafts (no te 16) 

Unsecured loa n no tes 

Trade cred ito rs 

Taxa tion and soc ial secur ity 

Due to vendo rs o f acqui red compan ies 

Deferred in co me 

Other credi to rs and accruals 

Amounts due to subsidiary und ertakings 

16 Cre ditors: Amounts falling due after more than one year 

1991 

£000 

33,000 

3,299 

599,031 

80,749 

10,691 

34,575 

208,577 

969,922 

Group 

19l)O 
~.()()() 

(J:\ .4l)7 

4.4 I:\ 

)60.2l)H 

HtU42 

19.7 14 

40.027 

217 .. ~97 

985 .688 

The fo ll owing amounts are included in creditors fa ll ing clue after mo re tha n o ne yea r: 

Bank loa ns 

Unsecured loan no tes 

Co rpo rate inco me taxes payab le 

Due to vendo rs of acquired companies 

Othe r creditors and accrua ls 

Amoun ts du e to subsidiary und ertakings 

1991 

£000 

494,649 

8,345 

22,788 

1 ,665 

34,568 

562,015 

Group 

1990 
£,000 

45 1.1 16 

7,930 

24, 164 

1.6 1 I 

49.826 

534 ,647 

1991 

£000 

13,212 

3,299 

2,420 

9,546 

90,965 

119,442 

1991 

£000 

9 ,000 

1,170 

1 4 ,980 

261 

14,262 

39,673 

Company 

1990 
~.()()() 

12.996 

4.4 I:\ 

1.'>.626 

I 1.6 I 2 

42,647 

Company 

1990 
£000 

10.000 

I. 170 

6.159 

I , I 7 I 

18 ,500 

In April 1991 , the Group entered into a Credit Agreement w ith a sy ndica te o f inte rnati o nal banks. Und e r this Agreeme nt. 

term borrowings of US$604.5 milli on assumed on the acquis itio ns o f JWT Group, !ne and The Og ilv y Group. !ne are 

repayab le in semi·annu al insta lments over the fo ur yea rs comme nc ing June 1993. Inte res t is paya b le at a va ri ab le rate 

linked to US$ LIBOR and for a significant proportio n o f the bo rrow ings is ca pped fo r th e n e xt two yea rs . The Cre dit 

Agreement a lso requires repayment o r refinancing of the Group's committed med ium te rm wo rk ing ca p ita l faci lit y 

by Jun e 1993 

Und er th e Cred it Agree ment , borrowings are secured by p led ges of th e issued share ca pita l o f th e m a jorit y o f th e 

Group's subsidiaries. 

The unsecured loan no tes are repayab le dur ing th e yea rs 1992 to 1997. Ce rta in o f the notes car ry warra nts to subscr ibe 

for Ord inary shares of the Co mpany (note 18). 

No te 23 conta ins detai ls o f proposed amendments to th e Gro up's debt stru c ture 
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Notes to the Accounts continued 

Anah·s is pf h:tnk IP :tn s and unsccurn l lu:tn n utcs h v , ·ea rs o f re payme nt: 

W ith in I 2 n ·:trs 

Within 2 -'i ,·cars 

Q ,·c r '5 vcars - h,· insu lmcnts 

Provisions for Liabilities and Charges 

Prm·isi o ns f< >r lia b iliti es and charges compri se: 

De fe rre d taxation 

Pro pen,· 

Pe nsion and uth e r 

Pre fere n ce di,·i dends 

.. ... ... .. ... 

1991 

£000 

203,261 

245,934 

53,799 

502,994 

1991 

£000 

34,939 

29,418 

40,647 

20,598 

125,602 

Group 

1990 
£.000 

2. 13 1 

3 10.586 

146,329 

459,046 

Group 

1990 
£,000 

34,664 

39,757 

40,702 

2,958 

11 8 ,08 1 

1991 

£000 

9,000 

1 ,1 07 

10,107 

Company 

1990 
£.000 

11 ,170 

11 ,170 

Company 

1991 1990 
£000 £,000 

20,598 2,958 

20,598 2,958 

De fe rred ta x has bee n proYided to the ex tent that the directors have concluded. o n the basis of reasonable 

assumptio n s and th e inte nti o ns o f m a nage ment. th a t it is probable that liabilities will crystal lise. There is no materia l 

unproYided d e fe rred tax at 5 1 December 1991 a nd no provis io n is made fo r tax th at would arise on the reminance of 

ove rseas ea rnin gs . At 5 1 December 199 1. the prov isio n for deferred taxatio n co mprises current timing differences o f 

£,20 -559.000 0 990 : £. 11.104.000) and n o n-current timing differe nces of £14 ,600,000 (1990 : £2 3,560.000). 

Pro p e rt y . · · . · mmitments in excess 
. ptov ts to n s co mpnse amounts se t aside in respect o f ce rtain property leases carrymg eo 

of foreseeable require me nts. The release o f surp lus prov isio ns has been disclosed as an exceptiona l item (note 
2

). 

Pe n s io n a nd o ther prov isions includes £.2.3 ,898,000 (1990: £22 ,617,000) in respect o f pension o bligations. 

Prov ision h as been made fo r di,·idends o n the 8.25 p (n e t) Convertible Cumula ti ve Redeemable Preference shares 

(n o te 6 ) w hich fall du e in respect o f 1990 and 199 1 but which have no t ye t been paid. 

The move me nt in th e ye ar o n Group and Co mpany prov isio ns co mprises: 

Beg inning of yea r 

Charge d to profit and loss acco unt 

Re leased unused 

Utili sed 

Rec lassi fi ca tion s 

Exch ange adjustme nts 

End of yea r 

D eferred 

Taxation 

£000 

34,664 

7,878 

(8,148) 

545 

34,939 

Property 

£000 

39,757 

2,833 

(9,765) 

(5 ,498) 

2,091 

29,418 

CompanY 
Group 

Pen•lon & 

Other 

£000 

Preference 
Preference 

Dividend• 
Dividendo 

£000 £000 

40,702 

6,599 

2,958 2,958 

17,640 17,640 

(585) 

(7,057) 

(752) 

1,740 

40,647 20,598 20,598 

Am n unrs re leased unused re late ro provis io ns es tab lished o n th e acquisition o fThe Ogi lvv Group. Inc. Amo unts 

uti I ised inc lu de £2 . 'i 14 .000 an d £l).997.000 re lating 10 provisi ons se t up on the acquisitio n of )\'\IT Group. !ne and 

The Ogih·y Grou p. ln c respect iYel y. 
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18 Called up Sha re Capital 

1991 1990 
£ £ 

Autho rised: 

106,000 ,000 (1990 106,000,000) Ordinary shares o f lOp each 

2 14 ,000,000 (1990: 2 14 ,000,000) 8.25p (ne t) Co nve rtibl e Cumul at ive 

10,600,000 I 0.600.000 

Redee mable Prefe rence shares of lOp each 21,400,000 2 1.400.000 

200 Nil (1990: 200) De fe rred Redee mable Conve rtible sha res of £ 1 each 

5,000 0990: 10 ,000) "A" Ordinary Conve rtibl e shares o f lOp each 

8,000 0990: 10 ,075) "B" Ordinary Conve rtib le shares of lOp each 

500 1.000 

800 1.007 

32,001,300 3 2,002,2 07 

Allo ned, ca lled-up and full y paid: 

54 ,763 ,752 (1990: 4 3,265,814) Ordin ary shares o f lOp each 

2 13.82 5,714 0990: 2 13,826, 148) 8.25 p (ne t) Conve rtible Cumulati ve 

5,476,375 4 .526. 58 1 

Red ee mable Pre fe re nce shares o f lOp each 21 ,382,571 2 1.5H2.6 1 '5 

200 

500 500 

Nil (1990 200) De fe rred Redeemable Conve rtib le shares of £ 1 e ach 

5,000 ( 1990: 5,000) "A" Ordinary Convert ib le shares o f lOp each 

8,000 ( 1990: 10 ,000) "B" Ordinary Convertible shares o f lOp each 800 1.000 

26,860,246 25,7 10,896 

Durin g th e year the Co mpany allotted th e foll ow ing shares: 

- 7,786,154 Ordina ry sha res w ith a no mina l va lue of £778,6 16 and at a prern ium of £ 7,7 10,60 5 in furth e r co ns ideratio n 

fo r th e acquisition o f subsidi ary und e rta kings . 

-63 Ordinary shares w ith a no min al valu e o f £6 in respect of th e conve rsion o f Co nve rtibl e Cumul a ti ve Re d ee mable 
Prefe re nce shares. 

- 3,2 ! 3,229 Ord in ary shares w ith a no mina l va lue o f £32 1,323 in respect of th e co nve rs io n o f Defe rred Redee m ab le 
Conve rtib le shares. 

- 498,492 Ordin ary shares w ith a no minal va lue o f £49,849 in respect o f th e conve rs io n of "B" Ord inary Conve rtibl e 
shares. 

The Ordin ary shares a ll o tted o n the conve rsion o f the Defe rred Red ee mabl e Co nve rtibl e s h a res and o f th e "R" Ordina ry 

Conve rtibl e shares we re paid-up by th e capitalisa tio n o f rese rves s ta ndin g to th e cred it of th e Company's s hare 

pre mium account (no te 19). These shares we re va lu ed at £ .3,464.2 '5 5, whi ch has bee n c redit e d to th e me rge r reser ve 

in the Co mpa ny's accounts. 

Th e Convert ib le Cum ul ati ve Redee mab le Pre fe re nce shares a re o rdin aril y co nve rtib le at th e option of the ho ld e r on 

30 Jun e and 3 1 Dece mbe r in each o f the yea rs up to and in c lud in g 2009 on th e bas is of £. 14 .70 in nom in a l amount o f 

Ordi nary shares for eve ry £ 100.00 in no mina l amo um o f Conve rtib le Cumu lati ve Re d ee m ab le Pre fere nce s hares he ld . 

Afte r conversio n o f 75% of th e Conve rtibl e Cumul at ive Redeemabl e Pre fe re nce shares, th e Compan y h as th e rig ht to 

requ ire the co nve rsion o f the o utsta nd ing ba lance. Fo ll ow ing th e non -payrne m of Pre fe re nce di v id e nd s in Onll lx· r 

!99 1. Pre fere nce share hold e rs have th e ri g ht to vo te at Gene ral Mee tings o f th e Compa ny on th e bas is o f o n e vote t<> r 
each share he ld . 

The ''A'' and "B" Ord in ary Conve rtib le sha res we re issu ed to th e ve nd o rs of ce rta in companies acLJuirecl during ll.JH() 

and 19H7 and arc conve rtib le in to Ordinary sha res o f th e Co mpany based on pro fit s in th e pe ri o d up to :1 1 Ma y 199 2 . 

The number of Ordinary shares into whi ch th ese shares may he co nve n ed is d e pe nd e nt upon the k ve l o f future 

p rofitabilit y o f the compan ies acqui red . Th e De fe rred Hed ee mabl e Co nve rtible s ha res we re CIJlCe ll e d o n sa ti s fa c tion 

of th e fina l ckfcrred payment du e ru the ho ld e rs <) f such sha res. 



Notes to the Accounts continued 

5.04 4 .Sl) I Su hsn i p 1 io n \\ 'a rr:t n ts :t re in iss ue each u f ,,- h ic h carry th e rig h t 10 subsc ribe fo r o ne Ordina rv s hare o f th e 

Cumpan v o n :\ll June in c:1ch of th e , ·c:trs 1992 tu 1')96 inclusive at a subscriptio n price o f IO OOp. Additiona ll v. ce n a in 

o f th e Cmup's un sc~·urnl lo :tn n <ltcs ear n · ,,-:1rr:m ts tu subsc ribe fo r 875 .000 O rdin a ry s hares of the Co mpany at a 

pr ice uf S')Up per s h:trc 

O p ti ons han· b ee n gr:tntnl under th e \\ 'PP Gmup plc Executive Share Op tio n Sche me ove r a tOta l of 5,003.106 (1990: 

2,H9 1.11'i ) lllp Ordin:try s h :tre s. exerc isa ble he t\\·ee n 199 2 :ln d 200 1 at pr ices p e r sh are rangin g fro m 155p to 755p. 

No te 2:\ co ntain s d euils o f prupused a m e ndme n ts to the G ro up's capital s tru cture. 

19 Reserves 

2 0 

a) Gmup 

Move m ents du ri ng the \T:Ir \\'e rL' :ts fo ll o\\'S: 

Balance at beginnin g <>f vear 

Pre mium o n s h ares issued during the ye ar ( n o te 18) 

Capital isa ti on of share premium on issu e o f shares 

Goodwi ll ari s ing o n co n so lidation ,,· rin e n off (no te 20) 

Movement <>n rL·,· a lu ation rese n ·e in ye ar 

Curre n cy tran s latiun mo\-cmcnt 

Retained prufi t fur th e vear 

Ba la n ce at e nd o f year 

Share 

Premium 
Account 

£000 

193,904 

Goodwill 
Reserve 

£000 

(844,969) 

Other 

Rese rves 

£000 

268,535 

Profit & Loss 
Account 

£000 

73,847 

428 

13,407 

87,682 

I . . ra nslatio n Reserve £85,865 ,000 ; 
O t 1c-r reserves at:\ I DL'L'e mhcr 199 1 compnsc: Ca pita l Rese rve £. 1,847,000; Clllre ncy T ·ne n off 

I R 1 · · io ns w hi ch has been wn 
anc eva ua ti o n Rese n ·e £. 180.82.) ,000 . Cumulati ve goochv ill resulting fro m acqu•sH 

amounts to £- 1.1 2 1. 2 US .OUO . 

h) Com p any 

Movements during th e ye ar were as fo ll ows: 

Ba lance a t b eg inning o f yea r 

Premium o n s h ares issu e d dur in g the yea r ( no te 18) 

Cap itali sat io n of s hare pre mium un issue of sh a res 

Loss for th e fin a n c ia l vea r (no teS) 

Di, ·idcnds prov id ed (notes(, and 17) 

Ba la n ce a t end o f yea r 

Sh are 

Pre mium 
Account 

£000 

1 94,275 

(371 ) 

. . . . . . . . . . . . . . . . . . 

1 93,904 

Merger 
Reserve 

£000 

265,064 

11,175 

276,239 

Profit & LOS& 
Account 

£000 

(9,212) 

(12,118) 

(17,640) 

(38,970) 

. 
090 

OOO ,vas cance lle d und e r court 
I 1()"7 I I 1 1 - llti ngw£2 ll. · n .---. ll c 1al a n c e <>n t 1c s 1<trC pre mium account a t th at nme a mo u . . . , 1,. bee n cl isc lnscd . > thiS re~e l vc 1.1 ' 
sa nct io n <lnd transfe rre d to a n o n -di strihmable spec ia l rese rve. Fo r co nve n ie nce 

above w ith th e me rger rese rve . 

Acquisit ions 
I
J:lid in respn·t or c:n licr acquis itions 

Th e C roup d ie! n o t m a ke a nv m :1tcrial ac q uis itio ns d urin g 199'1 Furrh e r a mo unts · 
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.21 Guarantees and Other Financial Commitments 

a) Cap ital Commitmem s 

At the end o f th e vear. cap ital commitments were: 

Co mracted fo r but not pro\·ided for 

Au thorised but no t co mracted fo r 

h) Co ntingent Liab ilities 

1991 

£000 

4,017 

706 

4,723 

Group 

l')l) () 
~.()()() 

592 

4 17 

809 

Acquisitions m ade in ea rli er years (exc luding j WT Group, Inc. and The Ogilv y Group. Inc.) may g in: rise Ill further 

consid eration resulting in goodwill in add itio n to th at arising from payments to date. Any furth er paymems w ill he 

payable in cash and Ordinar y shares of the Company dependent upon th e leve l of profitahi I it y o ft h e se acquired 

subsidiary undertakings over va rious periods up to 3 1 December 1996. It is not practi c.th le to estimat e w ith any 

reasonable degree of cerraimy th e tota l additiona l consideration to be paid. Howeve r. th e directors es timate that th e 

maximum additional payments w hich may be payab le in respect o f all subsi di ar y und ertak ings. including amounts 

accrued in the balance shee t at 31 December 199 I . would be: 

Payable in 1991 ll)l)() 

Sh ares Ca s h Total T1l1:11 

£000 £000 £000 .£.()()() 

Within one yea r f rom 3I Decem ber 199 1 10,776 16,450 27,226 59.25H 

Within two to five years 20,572 22,388 42,960 7 1.2)(> 

.. .. ...... ...... ... .. .. 

31,348 38,838 70,186 I 10.51 4 

The above analys is assumes that the vendo rs choose cash rather than sh ares where th e option ex ists. The anal y sis a lso 

assumes that the Company issues shares w here the option ex ists, although in m any cases it has th e right to se ttl e in 

cash i f i t so wishes. Considera tion received as sh ares must generall y be retained by th e ve ndors for a minimum per iod 

o f three years. 

Taking into account only p ro fits from those compan ies entitl ed to receive future payme nts. th ere wou ld h e no 

reductio n in the net assets of th e Group ove r this period . Th e Gro up's cas h flow projections fo r th ese companies for 

th e same period indicate a net cash generation after ta xat ion consid erabl y in excess o f these maximum umtingent 

cash payments. 

Oth er contingent li abilities o f app rox imate l y £20 ,000,000 have not been prov id ed. Th e d i reuors be l ieve it is un li kel y 

that th ese contingent li abi li ties w ill crystallise. 

c ) Cred i t Agreement Fees 

Und er th e terms of th e Group's Cred it Agreemen t (note 16) . th e fo ll ow ing fees m ay beco me payahk Ill th e lenders : 

(i ) a recove ry fee payabl e after .June 1993 and calculated by referen ce to a not iona l pool of four million Ordinary sh are 

opti ons o f th e Company. The amount of the fee is determin ed by the ex cess of th e market value o f th e Ordinary sh ares 

at th e elate o f no tional ex ercise over the str ike price w hich is a minimum of .!<-L ~o anu a maximum of <1::.4 'iO . The strike 

pri ce is subject to an up ward adjustment fo r each SI million by w hich rhe Group's cred it fac i li tie-s ha w hel'n rt'llun·d 

by June 1993, potent iall y reducing the fee payabl e. The ma x imum fee payab le is £ 10 million . 

( ii) a fe e payab le in Jun e 199:\ and calcu lated by reference to th e amount of contingen t aL·qu isition pa v mt· nt s Sl' rtln l . 

al I he Co mpany's op tion . bv cas h rath er than shares to the exten t that further cas h is not ral sl'll b v th e Co mpany to 

fun d such cash payments. Max imum fees payable were iniria ll v £4 mil l ion hut as a result of s uh~ l' L!liL'nl ani o ns i l i ~ 

now es ti mated that the to lal amo unt pavabil' . i f an y. w ill he less th an £2 million 

N•' pnn' ' ' '"n ha' been made fo r these fees in th e accoums 
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d) Operati ng l.c 1se Co mmiune m s 

The Group h :1s e nt e red imo 1Hli1 ·C in cc ll:t blc leases in resp ect o f plant and m:~chinery. The to ta l annual rental 

( including interes t) for I<)') I ,,·:ts .~. 15 .2:\ 4 .000 ( 1990: £ 14 ,4 58,000). The lease agreeme nts prov ide th at the Group w ill 

pay all in .~ ur: 111 ce. m:1intcn :1n cc a nd repairs . 

In addition . th e Croup lc :tses certain land a nd buildings on short te rm and long term leases. The annual re ntal o n 

these leases for I<)<) 1 ,,·as .~.H 'i.') 2 'i.OOO ( 1990 : £.79 .9 (,6,000). The rents paya ble und e r these leases are sub ject to 

rcnegot i :11 i< >n :11 , ·:1 ri < nts i nt cn·a ls specified in the leases. The Group pays for the insurance, maintenance and repa ir of 

these pn>peniL's . 

The minimum annu:1l rcnt :1l s p:1yablc in 1992 under the forego ing leases :ue as fo llows: 

In rcspen of opera ting leases \\'hich expire : 

- w ithin I year 

- wi thin 2 'i years 

- after 5 years 

Plant a nd 
Machinery 

£000 

2,864 

10,073 

66 

13,003 

Group 

Property 

£000 

6 ,187 

29,354 

45,122 

80,663 

c) Pension Arrangements 

l .h , · · · · · f · 1 1 ~o r n s and bene fits of which ,·a ry c u>mpa n1 cs wn h111 the C. roup operate a large numbe r o pension sc1emes, t 1e 1 ' · 
· h · · 1 d · ·s te red by trustees and. in most w n co nditions and pr:1 c u ccs in the countnes concerned . The sc 1e mes are a mm1 · 

cases. arc independent of the Gro up. The Group pe ns ion costs are a nal ysed as fo ll ows: 

De fin e d contribution schemes 

Defined benefit sc hemes 

1991 

£000 

17,261 

4,310 

21,571 

Group 

1990 
£000 

17,788 

4,962 

22 ,750 

Wh d 
·· · · d · d , r th the adv ice of qualified acruar ies 

e re c f111 ed b e nefit sd1 e mes exis t the pens io n cost IS assesse m acco r ance "' 1 ' 
.· · · · · · · 1 · f the schemes \vere und ertake n usmg, 111 gene ral. th e proteued untt credn me th od. Th e lat est actua n a assessments o 

I I · 1 · genen l the re ntrn on p lan assets 
wiLl in I le las t three years . The major assumptions used by the acruan es were t l <lt 1n c ' 

Id b ' · · · · ·would be 5% The ma rket va lu e of wou <.: c/• v., , sal a ry increases wou ld he b e twee n 4•v., and 8% and pe nsiOn mCteases · 

h I · rr·· · o 1e r '1pproxima te ly ll5% of the t c Pan assets I<Ha ll nl £9ll m. a nd the actuaria l va lue ot th e asse ts was su tc ie nt to c ' ' · · 

b e n e fits w hi c h h ad accr u ed to me mbe rs afte r a ll owing fo r expected furure inc reases in sa laries. 
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22 Principal Operating Subsidiary Undertakings and Divisions 

The Company's p r i nc ipa l subsid iary undertakings and d i v isio ns at 3 1 December 199 1 arc sh o wn b c l o " · toge th er w i t h a 

no te o f thei r p r incipa l ac t iv i ty and country of op erati o n o r registrati o n . Th e Company direc t l y o r indircc tl v held I OO'V.• 

(except as no ted) of each c lass of the issued shares of th e su bsid iaries. 

Company 

Strategic Marketin g Services 

The Henley Centre 

Media Advertising 

Co le & We ber 

Conquest Europe 

J Wa l te rTho m pson Company 

LansdownEu ro 

Ogil vy & Mather Worldwide 

Sca l i , McCabe, Stoves (80%) 

Public Relations 

Ogi lvy Ada m s & Ri ne hart 

Ca rl Byo ir Assoc iates 

Hill and Kn owl to n 

Timmons and Co. 

Market Research 

Mi ll ward Brown Inte rnat ional 

MRB Group 

Research International 

Non-Media Advertising 

Coley Po rter Be ll 

Business Design Group 

McColl Group 

Geoffrey Reid 

Oakley Young 

Sa mpson Tyrre ll 

SBG Partners 

Wa l ker Group/ CN I 

YAP Group 

P&L International Vaca t ioners 

The Grass Roots Group (50%) 

Einson Freeman 

Manclo Marketing 

Scott Stern Assoc iates 

Promotiona l Campaigns Worldwide 

Th e.: Market ing Consultancy 

MctroVilko 

Activity 

Strateg ic Ma rke tin g Consultancy 

Med ia Ad ve rti si ng 

Med ia Adve rti si ng 

Med ia Adve rti sing 

Med ia Adve rti sing 

Med ia Adve rti sing 

Med ia Adve rti sing 

Pu b lic Relatio ns 

Publ ic Relat io ns 

Pub l ic Relati o ns 

Lobby ing and Gove rnment Re lati ons 

Ma rket Research 

Ma rke t Research 

Marke t Research 

Brand and Corpo rate Id ent i ty D es ig n 

Interior and Graphic Des ign 

Arch itecture, Interi or, G rap hic an d 

Prod uct Design 

Arch i t ee n~ re 

Poi n t-o f-Sa le, G raphic and Retail Design 

Corporate and Brand Id entit y Des ig n 

Packaging and Corpo rate Id entit y Des ign 

Retai l Archi tec tu re, Inter io r and 

Graph ic Design 

Grap hic Design 

Incenti ve & Mo ti vat io n 

Ince nti ve & Mo ti vat ion 

Sa les Prom otion 

Sa les Promo ti o n 

Design and Market i ng 

Sa les Promo ti on Consul ta ncy 

Sa les Promotion and 

Ma rket ing Consul ta ncy 

Aud io Visual Prod ucts/ Se r v ices 

Country 

En g la n d 

USA 

Europe 

USA 

En g land 

USA 

USA 

USA 

USA 

US A 

USA 

En g l:111d 

SA 

En g lan d 

Eng land 

Eng lan d 

En g l:.! n d 

En g land 

En g l and 

Eng lan d 

USA 

USA 

En g land 

En g land 

En g land 

l 'SA 

Eng land 

Sco tl and 

En gla nd 

En g land 

En g land 
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Company 

Specialist Communications 

A Eicoll & Co . 

Anspa c h G rossm :1n Portugal 

Brouillard Co mmuni c llions 

EWA 

HL'i COR !' 

J Wai te r Thompson Direc t 

J Wailer Thompson Hcalth care 

Mcndoza. Di ll on & Asociados 

Ogih·y & M:llhcr D ireu 

Pace Communications G roup 

The RT<: Group 

Seinige r Advertising 

Thomas G. Ferguso n Associa tes 

Thompson lkcruitment ALh-ertising 

Manufacturing 

Alton W ire Products 

North Kent Plasti c Cages 

Sta fTordshire Ho li <>ware 

lkfr iger:ll i< >n ( Bo urn emouth ) 

Activity 

Direct Marketing 

Corporate Id entity 

Busin ess to Business Advertising 

Database Marketing 

Specialist Hea lthca re Advertising 

Direct Marketing 

Hea lthca re Advertising 

Hispanic Adve rti sing 

D irect J'vlarketing 

Rea l Estate Marketing 

Publi c Affairs 

Motion Pic ture Advertising 

Spec ialist Hea lthca re Adverti sing 

Recruitment Advertising 

Manufacture o f Wire Products 

Manufacmre of Wire and Sheet Metal Products 

Manufacture o f Aluminium Products 

Sa le and Installatio n o f Shop fitting Equipment 

Further information on group co mpanies ca n be ob tai n ed fro m the Group contacts o n the inside back cove r. 

Country 

USA 

USA 

USA 

England 

SA 

USA 

USA 

USA 

USA 

USA 

USA 

USA 

USA 

USA 

England 

England 

Eng land 

Eng land 

Non-coterminous year-ends 

Mill ward Brown Internationa l was acquired o n te rm s w hereb y further consi d erati o n is payable based on the audited 

profits o f Mi ll ward Brown over the five years ending ."> 1 March 1994: acco rdingl y the financial yea r-end has no t been 

changed Japan Market Researc h Bureau KK has a yea r-end of .) 1 May for commerc ial reasons. The 199 1 Group financia l 

state ments include accounts in respect of both co mpanies prepared fo r th e yea r ended 31 December 
1
99 1. 

The compan y has other subsidiary undertakings w ith yea r-ends o ther th an .1 1 December. These companies perform 

ad minist rati ve and o th er sen ·iccs or are intermediate ho lding companies fo r o ther WPP Gro up co m panies and do no t 

otherw ise trad e. Their yea r-ends range from .~ 1 March to 50 November. 

2.1 Refinancing proposals 

In March 1992. the Co mpany announced that it was assess ing altern ati ve ways o f making significant improvements to 

th e Croup's liquidity and strengthening its capita l stru cture. and was also in d iscussio ns w irh its bank ing sy ndica te 

regarding th e negotiation of new fac iliti es and adjustments to its bank covenants. As pan o f these discussions. a Jo int 

Coordinatin g Co mmincc comprisi n g Bankers Trust. Barc lavs Bank. Citibank and .J P Morgan \VaS fo rmed and the 

< · o m,~ · tn v h · · 1 . 1 1 ·1 1 · · . . • . . . , J· Tl ese d iscuss ions have adva nced w , ' ' ,ts l ,tL L eta t l'L dtsntsstons wtth thts Committee o n ce rtatn propos,t s. 1 
' ' 

th e point w hLTC out line proposa ls we re prcsemed on 7 May 1992 to the full banking sy nd ica te. 
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Notes to the Accounts continued 

Refinancing proposals continued 

The Co-ordinating Committee supports the principa l fea tures of th ese proposa ls " ·h ich arc summarised as fnllows . 

It is proposed that th e Gro up's banking sy ndica te wo uld subscribe approximate ly S27'i mi ll ion (approximate I\· 

£ 150 millio n) for new low yie lding convertible preferred shares. the proceeds from \Yh ich would he app lied tn 

reducing bank bo rrow ings. Th e banks wo uld a lso prov id e suffic ie nt liquidit \· to finan ce the Gro up·s short term 

require me nts. Each new convertible prefe rred share would be subscr ibed a t a price of 60p (o r up 10 -'ip . depending 

o n, inter alia. marke t conditions) and wou ld be conve rtible into one Ordinarv share. It is intended that there wnuld he 

appropriate c lawback arrangements fo r exis ting share ho lde rs, pro r:.tta to th e ir lwldings after conn·rsio n nf th e 

ex isting 8.25 p Co nve rtib le Cumulative Redeemab le Prefe re nce shares as re fe rred to be low. pote ntia l I\· red uc ing the 

number o f shares subscribed by the banks. 

As pa n of these arrange ments. th e Co mpany would present proposal s to the ho lders uf its ex isting H.2'ip Co n,·ert ihlc 

Cumulat ive Redeemable Prefe re nce shares, whe reby a ll these sha res wo uld he conn:n ed as a c lass into Ordin:tn· 

shares. Unde r the ir ex isting terms each 8.25p Co nve rtibl e Cumulati,·e Red ee mab le Prefe rence s hare is conn·rtihlc 

into 0. 147 Ordin ary shares. It is e nvisaged that ho ld e rs wo ul d be o ffe red Ordinary shares eq u ivalent to some fou r times 

these ex istin g conve rsio n te rms. 

These o utlin e proposa ls are curre ntl y being co nsid e red by th e banking sy nd ica te. Th e proposa ls will also need to he 

consi de red a nd approved by th e Company's share ho ld ers. 

Financial Calendar 

Interim Statements fo r hal f-yea rs e nding 30 .June are issued in August. 

Preliminary Announcements o f results for fina nc ia l yea rs ending .YI Dece mbe r are issued in March 

Annual Reports are pos ted to share ho ld e rs in)un e. 

Annual General Meetings are he ld in Lo nd on in .Jul y. 

Lo mpan y reg iste red 111 Engl:tnd number JOO )h'i) 
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WPP Group Contacts 

United Kingdom 

\\'PP Gro up p lc 

27 Farm Srrec r 

Lo ndon 

\V 1X 6RD 

Tc l 071 408 2204 

Fax: 071 49.1 68 19 

Contacts 

.Jercm y Bull more 

f)fr eelor 

Feo na McEwan 

Corporate Communications Director 

Continental Europe 

\VPP Europe 

:iC> Rue Brune i 

750 17 Paris 

Tel : .'15 1 4572 5565 

Fax: 5:\ 14 572 048 2 

Contact 

Michel Ri chardor 

Directm: \f!PP Europe 

WPP Europe 

4 Fl ir crofr Sn·ec r 

Lo ndon WC2 H 8DJ 

Te l 071 579 4'\5 5 

Fax: 071 .'179 5164 

Contact 

_l an Ha ll 

E1tropea1l BltSille.'-J·s 

Del'rdupntr>nt Director 

United States 

WPP US A 

466 Lcx ingron Ave nu e 

e" · York 

NY 100 17 

Tel : 2 12 2 10 6900 

F:rx : 212 2 10 (>985 

Contacts 

Russe11 Bm·le 

(.{Jij>orrt/1! Oet·e/opntt!lll /) /rector 

Grace D':\lcssio 

Fxeculil'e .-t. .... :sistanl 

Asia Pacif ic 

\\ 'PP As ia P:tci fie 

_,rd Flour Shui On Cent re 

(1 8 H:rrh<Hir Road 

\\ 'anch:ri 

Hn ng Kong 

Contact 

Simun Ll'\\' i:' 



TOPIC 

ORDI NARY 

CO NVERTIIlLES 

WARRANTS 

52945 

48482 

52946 

NASDAQ 

WPPGY 

REUTERS 

LJEW 

REUTERS 2000 

ORDINARY 

CONVERTIBLES 

WARRANTS 

WPPL.L 

WPPLp.L 

\VPPL!ws.L 

\VPP Group plc 27 Farm Street London W1X 6RD Telephone 071 408 2204 Facsimile 071 493 6819 

WPP Group plc 
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