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The WPP Group and Marketing Services 

What We're About 
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of clients; to do so in 

partnership; to do so 

with profit® 





Financial summary 

WPP is pleased to report another year of good, solid 

progress; the third in a row since the recession of 

the early 1990s. The Group is well-placed for a record 

trading performance in 1995, its tenth year. 

1994 

Turnover £6,014m 

Revenue £1,427m 

Operating profit £112m 

Operating profit margin 7.9°/o 

Profit before tax £85m 

Fully diluted earnings per share 6.5p 

Dividends per ordinary share 1 .135p 

Net debt at year end £38m 

Average net debt £268m 

-- ----- ----··------ - ------- .. 

Share price at year end 109.0p 

Market capitalisation £785.3m 

0/o increase/ 
1993 (decrease) 

£6.030 m (0.3) 

£ 1,431 m (0.3) 

£95m 18.0 

6 .7 % 17.9 

£ 5 4 m 56. 8 

3.4p 91.2 

1.0p 13.5 

£84 m (54.6) 

£339m (20.9) 

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

89.0p 22.5 

£463.2m 69.5 

-------- ---- --- - ------ -- - ---- - -- - --
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WPP financial highlights 

Revenue by geography (£m) 
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Operating profit by sector (£m) 
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WPP's central objective remains the prov1s1on of the 

highest level of client service in both the developed 

and the emerging markets worldwide. 

In 1994, as in the previous two years, the worldwide marketing 

set-v ices industry continued to xpand. Further strength in the 

United States vvas reinforced by increased activity in rno t of 

Europe. l-ligh growth continued in Asia Pacific and Latin America , 

apat·r from Venezu e la and Mexico. Econon1ic prospe cts in1proved, 

thanks in part to the politic ·1l proo-ress rnade, in Africa and the 

TVliddl e East. Pt·ospects \i\!ere less certain in Canada and in Central 

and Eastern Europe. 

During the y ar, there vvere signs of a change in the balance of 

c li nt investrnent towards 1nain-n1edia advertising. WPP believes that 

t h is is due to th e i n creased le ve I of e con o rn i c act i vi t) in the n1 at u re 

111 a r k et s and to increasing focus b y c I i en t s on brand d i f f ere n t i at ion 

to achieve revenue g rowth as cost reductions becon1e n1ore difficult. 

Our worldwide position 

While we do not se k to grow for grovvth's ake, the Groups business 

becoming increasingly n1ultinational as the US and the UK grO\i\1 

tllore slowly when con1pared to our perfon11ance in other 111arkets. 

Approxin1ately 330 national or n1ultinational clients en1ployed 

WPP's services across at leas t three disciplines and 60 of th es 

e n1ploycd our four principal services. We work with o v r lOO clients 

acros six or more countries and vvith n1ore than 300 of the Fortune 

500 con1panies. 

In th fa s t e r growing n1ark t ., we are b e tter placed competi ti\ e ly 

than an y other g roup. In each of th e 10 fa t es t growing rnark e ts'l 

WPP i in rh top four con1pani In th e larges t n1ark t , w retain 

our traditionally trong posttton. 

Rank in 10 largest 
markets 

WPP 

USA 1 

J apan 12 

Germany 3 

UK 1 

France 7 

Canada 3 

A ustr lia 5 

N et herlands 2 

Italy 4 

Switzerland 3 

Rank in 10 fastest 
growing markets 

WPP 

Ch ina· 1 

Greece 1 

Tha iland 2 

Ph ilippines 2 

M exico 2 

South K orea 4 

lndonesi 2 

C hile 1 

Colombia 2 

Ind ia 1 
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New in 1994 

Asia Pacific 

In India, J. Waiter Thompson Company 

increased its stake in associate offices. 

In China , Research International now has 

local associates in Guangzhou , Shanghai 

Beijing and Chengdu . Millward Brown 

opened an office in Hong Kong. 

Ogilvy & Mather Worldwide has opened 

an office in Vietnam. Ogilvy & Mather 

Worldwide established an operation in Tokyo. 

North America 

WalkerGroup/CNI opened an office in 

St Lou is , Missouri. Ogilvy & Mather Direct 

opened an office- in 1995- in Raleig h 

North Carolina . 

Latin America 

J. Waiter Thompson Company took ful l 

ownership of its office in Colombia. 

Ogilvy & Mather Worldwide has a new 

off ice in Guyana and Ogilvy & Mather Direct 

opened in Chile. Conquest opened in Brazi l. 

Western Europe 

Research International has o pened new 

o f fices in Brussels and Mi lan . Millward Brown 

has new off ices in Rome and Mi lan . EWA has 

opened offi ces in Anlsterdam . Antwerp and 

Neuss in Germany. 

Eastern Europe 

J. Waiter Thompson Company has started 

a joint venture in Russia . and now has 

a ff iliate off ice s in Bulgaria . Romania . and -

from 1995 - in Slovenia . The agency also 

has a n ew partner in the C zech Republic . 

Conquest opened a n office in Poland. 

Hill and Knowlton o pened an office 

in Eston ia. 

Middle East and Afroca 

Research International has a new 

associate with three offices in Tud e 

J. Waiter Thompson Company was 

one of t ile f irst agenc networks since the 

peace accord to establish a partnership 

in Israel ar d. in South Afri a. the gene 

streng t llened its p o sition . In Jor an. 

Ogilvy & Mather Worldwide 's f iliate . 

MEMAC . h a nevv f fi ce. Ogilvy & Mather 

Worldwide ha a ne o f f i e rn C prus . 



Western Europe 

268 offices in: Austria, Belgium, 

Cyprus, Denmark, Fin land , France, 

Germany, G reece, Iceland , Ireland, Italy, 

Netherlands, Norway, Portugal , Spain, 

Sw eden, Switzerland , Turkey and the UK. 

Forecast real GDP 
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Eastern Europe 

27 offices in: Bulgaria , Croatia, Czech 
Republic, Hungary, Estonia, Federal 
Republic of Yugoslavia, Poland, 

Romania, Russia , Slovakia and Slovenia. 

Foreeast real GDP 
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Africa and the Middle East 

40 offices in: Bahrain, Egypt, Ghana, 

Israel, Jordan, Kenya, Kuwait, Lebanon 

Morocco, Nigeria, Saudi Arabia 
' 

South Africa, United Arab Emirates 
and Zimbabwe. 

Forecast real GDP 
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Asia Pacific 

119 offices in: China, Hong Kong, India, 

Indonesia, Korea, Malaysia, Pakistan, 

Philippines, Singapore, S ri Lanka, Taiwan, 

Thailand and V ietnam. 

Forecast real GDP 
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Servicing clients in developed and ernerg1ng rnarkets. 
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North America 

dapan 

Latin America 
"I 

Australasia 

North America 

179 offices in: Canada, the US and the 

US V irgin Islands. 

Forecast real GDP 
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Latin America* 

93 offices in: Argentina, Brazil, 

Chile, Colombia, Costa Rica, Dominican 

Republic, Ecuador, El Salvador, 

Guatemala, Guyana, Honduras, Mexico , 

Nicaragua, Panama, Paraguay, Peru , 

Puerto Rico , Trinidad & Tobago , Uruguay 

and Venezuela. 

Forecast real GDP 
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dapan 

9 offices in: Osaka and Tokyo. 

Forecast real GDP 
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Australasia 

43 offices in: Aust ra lia and New Zealand. 

Forecast real GDP 

150 

140 

130 

120 

110 

1997 1995 
100 

1998 1996 1994 1999 I 

. ~ 
~ . 

\ ' l l ; ro u 1 1 I · 9 

Cl) 

"a 
c 
~ ... 
.a ... 
~ 

0 





WPP Group's clients have access to an unparalleled 

pool of worldwide talent. 

Talented companies 

The n1arketing services industry- especially the advertising sector­

is notorious for the nutnber of awards it naakes each ) ear to 

individuals and to conapanies. Nonetheless, it is alvvays rewarding 

to be singled out by fellow professionals and con1petitors. 

• For the second year running, J. Waiter Thon1pson Company has 

been nan1ed Asia Agency of the Year by Media, the Asian trade paper. 

• Ferguson Con1munications Group vvas voted the Most Admired 

Agency by peers for the third consecutive time by MedAdNe~us 
in the US. 

• Ogilvy & Mather Worldwide was nan1ed East Agenc) of the Year 

and Southeast Agency of the Year in the US by Ad~ueek n1agazine. 

• For the ninth consecutive year, Ogilvy & Mather Direct has won 

more Echo Awards (the Oscars of their business) frona the Direct 

Ivlarkering Association in the US, than any other agency. 

• ]. Waiter Thompson Company continued its 10 year do1ninance 

of the results-based Effie Awards given by the An1erican Marketing 

Association. 

• In an industry round-up of interactive expertise, Advertising Age 

ranked Ogilvy & Mather Direct 'undisputed leader among 

agencie blazing a trail into interactiviry: J. Waiter Thotnpson 

Company can1e equal second. 

Talented individuals 

One of the ways in which we can attract and r rain the best talent 

to the Group is to offer the n1osr i1naginarive training progratnmes. 

The better trained our people are, the better the service vve can 

offer to all our clients worldwide. 

• ]. Waiter Thon1p on Con1pany and Ogilvy & Math r Worldwide 

both have long-established and 111uch-adn1ired training schetnes, 

ranging from craft skill sen1inars and n1ast rclasse to 

tnterdepartinental weekends, regional seminars and job exchange 

programines with client companie . 

• Hill and Knowlton and Ogil y Adatns & R.inehart, which each 

run comprehen ive internal programn1es on best professional 

Practic , are co-operating in a 

111 an age rn n t ski ll s . 

joint pro raintn to ad ance oen ral 

• J. W ·:1lte r Thon1p ~ on 

the chance to work on 

ompan) i offering bright tudents in hin ·1 

uintner proJect in the loc-~·d ffic , t gt e 

th 111 a ta t for rh bus i ne 

• H i 11 and 1( n o vv 1 ton ha e tab 1 i h d a c h la r hi p ·1t the Be i j in g 

Broadca ring In titute, ., hina' leadino uni\ r n fort le i ion ·1nd 

radio journ·:di t , with an offer of un1n1er int rn hips for two 

tu d ent a eh ) ear. 

• In C ape own, WPP pon or tvvo bl-:1cl outh Afric-111 stud nt. 

each v ar, nabling rhen1 to con1plct · one -year h.ni hing c ur at 

th e R. d & Ye llow School for A pirant Ad rti in o rt tr ctor , 

l e · ign r - & ( ~ op_ ·writ r . --3> 

First for WPP 

The WPP Marketing Fellowships 

This programme is designed to attract and 

develop high-calibre management talent 

to our industry by offering unique multi­

disciplinary work experience. 

The Fellowships seek to attract the best 

graduates each year, offering them a three 

year tenure, with the opportunity to work for 

one year in each of three different marketing 

disciplines within Group companies such 

as advertising , market research , public 

relat ions , identity and design , and strategic 

marketing services. 

In addition, three clients- Ford , Guinness 

and Unilever - have agreed to participate 

in the programme. 

WPP Fellows will be paid a ce. '11 1 et it1ve 

salary with a substantial performance­

related bonus and at the end of the 

Fellowship, they will be expected to take 

up a permanent position with one of the 

Group companies . 

The first five WPP Marketing Fellows 

have now been appointed for 1995, 

after a successfu l 'test market' th is year 

at Cambridge University (launch poster 

below) . The Fellowships will now be 

extended to other UK universities and to 

a selection of American universit ies fo r 

entry in 1996. Beyond that , WPP plans 

to offer Fellowships to graduates fror11 

universities in Continental Europe. Asia 

Pacif ic and Latin America . 

. ' . 

WPP MARKETING FELLOWSHIPS 

\\ ' !>P ~r Ll[ ! l 
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First for WPP 

The WPP Atticus Awards 

ATTIC US 
The P . •cu~ '' :urt~ 

for ( n~Hl3 1 p bh h <.:d thmkm~ m rn:JrkL1tng ~.-n ·""' 

In 1994, WPP introduced the Atticus 

Aw ards to honour professional excellence 

for original published th inking in marketing 

services (promotional literature above). 

The objective is to rew ard our people for 

thinking orig inally about professional 

subjects, and for carrying this through 

to enhance their ow n company's reputation 

in public . The scheme is open exclusively 

to Group em p loyees and offers cash 

prizes totalling US$45,000, plus wider 

exposure o f t he w inning submissions. 

The judges fo r 1994 w ere Professor John 

M cArthur, Dean of Harvard University 

Graduate School of Business Admin istration 

(chair), Sir Michael Perry, chairman of 

Unilever and Or Hubert Burda, chairman 

o f Burda M edia. Winning submissions will 

be made knovvn during the second half of 

the year. M eanwhile . 1995 Atticus entries 

a re a lready b eing enc ourage d . 

1 WP P ruup plc 

The School, launched in 1994 by O g i h ·y & .\11~1 the r R igh tford Gr u , 

is unique in being backed by a ingle ach·er-tising agency to train n '" 

creative people for the benefit of the e ntire inclu s trY in their countr . 

Rewarding and developing talent 

To keep the most talented individu~ls., 've n1u s t offer an excitincr 

career, and also the appropriat and conlpctiti\·c r-e,, ard s for 

achievement. On a performance-re lated h3sis., our· people 3r am n 

the best-rewarded in the bu ine s . We 3r-c a young gr·oup., 'vith man 

managers in their 30s. 

• WPP has recently form e d The 100 C I u h of top-pc r· forn1 ing 

worldwide management to motivate, incentivisc ~1nd cncourag 

partnership amongst the peopl vvho vv i 11 ITlos t influence our fu tu r . 

• Our younger high flye rs are being s ent to business s chools 

and we are developing nevv training progran1n1cs to keep them 

highly motivated. 

• Cross-company training cour e s de igned to develop and shar: 

best practice have re c en t I y been i n trod u c e d . () u r p eo p 1 e a re 

exposed to the very best thinking fron1 clients., profc sional s e rvi 

firms and their colleagues. 

The WPP Partnership Awards 

Many of our clients are looking to incre ase revenue ., n1arg1ns and 

market share through the progre sive co-ordination of their act1 1t1 

-including marketing servic e s. WPP vve lcon1es thi s tr-end. 

As we continue to i n vest i n cross -d is c i pI i n c t L :l i n i n g., i n for n1. at ion 

technology and practice developm nt, s o th e Gr-oup~s un1que r-an 

of ski 11 s ( 19,0 0 0 p eo pI e of man y d i f f e r- e n t d i c i pI i ne s ) i s i n c re ·:t sing I 

being co-ordinated for the benefit of cli e nts . .furth e rnlor·e, fron1. 19 

onwards, WPP will be offering Partner- -hip Avvard s ., vvhich will 

honour and promote examples of Group co-oper-ation which can 

be seen to have added value to client a c tivitie s . D tail will be 

announced shortly. 

The goals of WPP J 

• To be the leading multinational marketing services cornpa 

• To understand and satisfy the increasingly complex 

marketing needs of our clients at every level from local 

to worldwide. 

• To provide 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 to every client 

returns added value. 

• To grow 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 re\IVards and incenti 

which encourage a e f ownershipa 



's ar eting services 

Media advertising 

Full service advertising agency activities- provided largely by 

two of the vvorld's top agency networks- account for the lion's 

share, just over 50°/o, of WPP's marketing activities and revenues. 

Marketing services groups with which the Group is most often 

compared a1·e dominated by advertising, which provides more 

than 80o/o of their activities and revenues. 

Our agencies specialise in the planning, production and placing 

of advertising for both national and multinational clients in all 

categories, fro111 radio comtnercials and posters to print and 

interactive television commercials. They often work in partnership 

with other Group con1panies to provide c li ents with specialist 

cotnmunications or integrated con1munications planning. 

Market research 

Marketplace infonnation and knowledge is increasingly important to 

clients and is in demand throughout the world . 

WPP contains three major market research companies, each with 

its own particular area of expertise. Together they create the largest 

custom research group worldwide, from which clients can access a 

cotnplete range of research services. These include consun1er, media, 

corporate corn mun ication and policy research; advertising research, 

pre-testing, tracking and evaluation; design and managen1ent of 

international n1arket studies; new product developtnent and t sting; 

'brand health' tracking, sales and n1edia modelling. Worldwide co­

ordination offers cli nts both econornies and international comparability. 

Public relations 

Clients look to the Group's public relations con1panies for advice on a 

wide range of in1portan t issues: corporate and financial comrnunications; 

public affairs; health and medical comrnunications; consun1er affairs; 

environ1nental con1n1unications; n1anagement counselling; crisis 

rnanagement and media relations. The Group's public relations 

companies frequently work with WPP cotnpanies in other n1arketing 

disciplines to ensure an integrated communications approach. 

Specialist communications 

With 23 o/o of the Group's activities involved in specialist 

c o tn rn u n i cation , W PP i a h 1 e to p r vi d - c I i en t with th e broad s t 

offering of peciali t n1arketino- skills . Specialist c n1panie often 

work in partnership with oth r WPP coinpani es. 

These peciali t coinnlunications include strategic n1arketing 

se rv1c ; corporate id e ntity a nd design; ·:1ud io ua l and n1u 1 ti1ned ia 

eo m n1 u n ication ; bu i ne -to-bu in e s., fi nancia I ·:tnd rporate 

adverti ing; pharn1ac utical and healthcar ; tra 1., r crunn1ent, 

re ta i I adve rtising; a I pron1orion; dire et n1a rk ti ng and direct n1a i1 

programmes; Inve tor con1n1unication ; exhibition ·1nd conference 
. . 
1nc ntJ and n1otivation; real e rat e and Hi panic n1arl nng. 

- Media advertising 

,...-- Market research 

WPP Group r--

r-- Public relations 

'-- Specialist 
communications 

Strategic marketing 
services 

Audio visual 

Direct marketing 

Healthcare marketing 

Sales promotion 

Identity and design 

Specialist advertising 





One of the great and growing advantages enjoyed by WPP 

companies, each trading individually but all belonging 

to the same Group, is the opportunity for the formation 

of client-directed partnerships. 

The se parrners hips ma\· inn> h-e mtdri-discip linan· specia lisat io n in a 

sec tor s uch ~1 s The CommonHe~1lrh; geog r~1phical exte n s io n of o ur 

se n ·ices demon s trated 11\" Enterpri se Co mmunicati o n s Group; or ad 

hoc ream s hrnughr together for rhe bene fit of a particular cl ie nt: rh e 

Fir s t C hoice s tory. Such p ;Htncrships ex is t ro o ffe r c lients a matchl ess 

le,·el of ex pcrri se ;1nd r c~1ch. There is , ·irrualh· n o c o mbinati o n o f skill 

or re sou rce that cannot h e sw ifrh· as sembled ro m eet a cli e nt 's spec ific 

req u i re m en rs . 

To pro mote these p~nrn e r s hip s , we ~He acce lerating o ur e ffo rrs ro 

s h ;ue h es r prac ti ce and knm,·kdge and to improve re lati onships 

between indi v idu ,11 s ~1cros s Croup companies . Bes ides rh e training 

programme s outlined el sewhere , initiatives include : 

Co-ordinating research 

• In some areas, co-ordinated re sea rch is ;1 bette r and m o re cos t ­

effective way of gaining knowledge. \X/ PP ha s se t up a multimedia , 

multinationa l r ~1 s k force to bring togethe r rhe e xpe rri sc of re Je,·anr 

Croup co mpa ni es and to ex ten d o ur C;1 pahiliri es. As p a rr o f thi s , 

W PP is the o n lv m ~nketing sen·ices group ro join rh e mul t i- milli o n 

doll a r Fkcrron1c Access Stu d,· in th e US, a long w ith majo r compa ni es 

suc h a s U S \X!es r, Bell South an d A m e rican Expre ss , to ex pl o re 

WPP partnership in action 

Last year, one of the UK's la rgest tour 

operators cal led on four WPP companies 

to bring their different skills together 

to rename and relaunch the company. 

Working parties involving Ogilvy & 

Mather Worldwide . Hill and Knowlton , 

Promotional Campaigns and 

SampsonTyrrell brought together 

corporate identity. PR, advertising, 

direct market ing. brochure design, launch 

events, signage and clothing specialists to 

create a coherent. unified approach. 

The new company. known as First Choice . 

reports that. just t11ree months after the 

launch. sa les were up by 42 % over the 

same period in the previous year. 

con s umer d e mand. Th e Henley Centre and Research 

• A number of \X! I'I' comp;lllie s h ~1\'C join ed as partne rs in ~1 wo rld w id e International have been partners in devel-

rc-;c;1rch s tud y into attitudes among con s um e rs towards hu vin g shares aping an original research programme 

a nd the impli ca tion s for market in g sc n ·iccs s uppli e rs. The res ults o f rh e called 'Frontiers ' combining consumer 

Pri\·~ni ~arion Stud\· arc ~11 re ~1 ch · prm·ing useful to e~1eh of rh c compani es research a nd analysis . Now 1n1ts fifth year. 

in rh c1r Il L'\\' bu s iness progr ;1mmes. it predicts consumer attitudes and 

behaviour and IS used by clients develop1ng 

Interactive marketing 

• Dera il ~ of rh c Croup\ serv ices ;1nd c;1p;1hiliries arc nm\· ;1V;1i lah le on 

C: D -RO J\ 1. The d"~· ~ ~ fu lh· ;md qu1d: h S L';lr~· h a hk. E~1 c h \XI PPu>mp;1Il\' 

prL·~c iH ~ ir ~ LTcdentl ;1l s ;md -;e n ·l<.·es with sound and fu ll -scree n \·ideo, 

togc rher w 1rh c ;Jsc hi ~ro ri c~ and m ;Hkcr in g m a rnial s on di s phY. 

ThL· di~~· w ~1~ produn·d for rhc (;roup bY ~krroViLko i\ l ulrim cdi ~1. 

• A numhe r of our C<ll11p;mi cs ;H e ,Jir ~·aLh · in \·oh-L·d in crea tin g 

111t c r ~l<.' ti\ · L· aLkcrr i'l ng fo r rh e1r L· li c nr~ . . -\\'(: pp Internet s ire is be in g 

~er up rh" \'Clr ;Jnd \\ ' Ill iiK iudc link ~ to opL· rat in g comp;m \· ;111d 

L·fi e nr l nr c rnL·t ~ire'-. :-\ccL·s~ L';ln he m ~1 d e t h ro ug h rh c follo w ing 

ad d re~~ - h rrp:// ,, \YW. \\ 'f'P ·'-·' llll 

their marketing strategy. Clients Include 

compan1es such as AT&T. Ford . He1neken . 

Un1lever and United D1stillers. lt IS planned 

to extend ·Front iers· to offer the same k1nd 

of analyt1cal and pred1Ct1ve serv1ce to ot11er 

parts of tile world. 

\\ 1' 1' ( •I • >tll' 1'1' 15 



WPP partnership in action 

The Enterprise Communications Group 

w as launched in 1994 to offer clients 

w orldwide corporate and/or brand identity 

expertise. Enterprise brings together the 

skills and experience of New York-based 

Anspach Grossman Portugal and 

London-based SampsonTyrrell to prov ide 

clients w ith the benefits and economies 

of multinational brand identity programmes. 

Ente1pr~e 
Conununicatian 
Group 

J. Waiter Thompson Company and 

Mendoza Dillon & Asociados have 

formed a joint venture to provide Hispanic 

advertising services to cl ients. 

WPP networking 

All Group company chief executives - and 

the holding company - are linked through 

Lotus Notes to e h 
xc ange non-confidential 

information and news electron ically. 

WPP runs a database of G . . 
roup act1v1ty, 

an information resource th t . . 
· a IS exclus1ve 

to Group members. lt can ofte 
n answer 

the most unl ikely questions f . 
rom our cl1ents 

and prospects - and identify an e xpert 

within the Group who w ill come up with 

a solution quickly and professional! y. 

The database draw s on the talents and 

experience of all 19,000 members of WPP. 

To help WPP company employees keep 

in touch w ith events, deve lopments and 

resources w ithin the Gro up, we publish 

a quar te rly newslette r Network, w hich is 

distributed worldwid e. 

In -depth cross-company training courses 

help to build rela t ionsh ips between o ur 

people and to facilitate better working 

partnerships. 

6 1
\ I PCn>lp[) l( 

Strategic alliances 

• Since 1992 eve ral WPP con1p:.1nie~ h ;.1\·e linked up in a strat i 

ailiance, The CornrnonHealth., to offer- one of th e larg s r and m t 

eo m p re hens i v e p e c i a I i t h c a I t h c ;.1 re L on 1 n 1 u n i c ;_ 1 t i <> n s n t \.V r k in th 

world. CommonH ea lth clients can call on ;.1n~ · or all of th c -

ordinated service of .f rgu _ on C ~ on1n1unication s (;roup, J. Wait r 

Thompson Company, Ogilvy & .\.,lather- \V or·khvidc., Hill and 

Knowlton, O g i] vy Adam s & H .. inehart., l{esear·ch lntcrnati nal 

The Henle y Centre and f-ILS (~()J{P. 

The US-based Upjohn ~ onlpJny u se d The C ~on1n1onHea lth t 

develop a worldwide integ rated launch pL1n for- Frccdox ® , rh fir t 

of a new class of dru g to treat s troke and he;.HJ injur- ~·- Ba e d n 

unified eo mm un ication la unch pi an ac r-<>ss the re I cvan t n1a rk tin 

disciplines, and put toge ther b~ 13 WPP con1panies in 1 7 countri t' 

product has now b een nl e d for approv~.1l in over- 50 countri es in A i 

Europe, North and Latin America. In Fur-ope ., The C~on1n1onH a lth 

group of companie provide s clients v\ ith collecti\'C experience a n 

knowledge across border anJ n1arketing s kills. 

• The Media Partnership is the lar-gest n1edi;.1 buying co1npan in 

Europe under advertising agency ownership and s ervices cli nts in 

most EU countri es . TMP e n a ble s the (;r-oup"'s agencies (J. Waiter 

Thompson Company, Ogilvy & Mather Worldwide and onqu t 

to offer clients effective and co-ordinated n1ultinJtional n• dia bu'\it 

and planning. TMP offer- clients th e bene fl ts of vo I u n1e n ego ttati n 

strategic media planning and r ese ar-c h through the agenci es 

themselves and through TM P's Re se ;:-~ rch Unit. 

• In the UK WPP maintain s three s trong., ind e pend e ntly-man 
' 

research companies, BMRB, Millward Brown Mar-ket R es a rch an 

Research International UK. To h e lp optirnise its worldwide re r 

offering to clients, WPP has es tabli s h e d a new holding compan 

Kantar, with re s ponsibility for th e c;roup"'s thr·ee sepJrate g lob l 

research businesses- Re sea rch International., MRB Group and 

Mill ward Brown Internation a I. 

The strength of WPP i 

• WPP's greatest strength is our client base: a rernarkabl 

list of blue-chip businesses, ranging frorn packaged goods 

to financial services and hi-tech companies. Many client 

relationships span rnany generations. 

• In its range of skills and geographical coverage, the 

Group is unrivalled and has achieved balance in both. lt is 

strongly represented outside the US and derives no more 

than 55o/o of its revenues frorn conventional advertising. 

• As ever, the key to servicing that client base lies with 

the talents of our 19,000 people and the skill with which 

they are developed and managed .. 

• Through increasing investment in information technolo 

training and incentive progrannrnes, the Group facilitates, 

encourages and rewards exceptional cDiient service - bot 

within individual cornpaniies and in partnership with o her .. 
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Media advertising 

• ]. Walter Thompson is a global full-service media advertising agency 

with over 6,600 employees in 206 offices in 70 countries. The original 

force in US and worldwide advertising, we have sold more goods to more 

people in more countries than any other agency in our 130 years of operations. 

• ]. Waiter Thompson is the world's fourth largest advertising agency. 

It leadership strength is not in one region, however, but in every region 

of rhe world, and with full ownership in all major markets. Out~ ex te n s ive 

professional resource and unique global busine s organisation a ! lows u 

to control and implement worldwide campaigns effectively and e fficiently, 

\vhile offering strong 1 cal service to our cli ents . 

The special quality of ur ]WT staff around the world IS unique In the 

industry and giv u a competitive edge. Our worldwide standard of 

recruiting tra ining and perf rmance are f cused toward a corn m i tmen t 

to ur client ' ucce s. The JWT communication planning proce heg in s 

by defin ing the desired con umer re ponse, and on! y th e n goes on to 

devel p the t imuli that w iJI create that respon e. The ta k of eve r y 

c mmunicarion i r crea te an abruption - a re levant urpri e in th e n1ind 

of the c n umer, whi ch en ure memorahi lity and e ff ctivenes . The ras k 

f every c mmunication program i to upset th s ta tu quo in th e 

marketp lace, in favour f t he c li ent. We a re dedicated to acco r11pli shin g 

this and building uccc sful brand for o ur li e nt . . 

1 \Y/I I C ro 1p pl 

Major clients 
A ll1ed L on 1 

C o n11 SS10 n 

B ' r sclo r A G 
11 A I 

ea 1-)3 11 
C 1b 1r l ti . 

r s n l1ci · i d 
M 1n ~S L rr 11 c l 
s 1 1 n K o <l h. Con1 f1<-ln 

M J r H Co r 1p ;: 11 

o r 0 Ell ~ r A cJv r ,_,n~J 

A s or·r 1ons 
h ~ \-ioor l e - I Ti l el l 

Ru l-) 1> . 1 C,r )l 1p · 11 

Grr1nrl M A 1 o p C> IIi cH 1 p lc 

(./( )( lll1 d l ll'i 

( ll r ISI I Jr ) I l iCJc1 1 

S ( Jc .! 1 ISC)I l 1(. , ( )11 i lh 

ellrJ c r ,, 

Kr t Foo ds 
M t eus W in 
M c D nnell Oougl 

Corp o r a t ion 
M ont r s Role x S 



Media advertising 

consumer 

Ogil &Mather 

Major clients 
Ahtaha 
Am ncan Express 
BAT 
Bo 1n 
Br1s o i -M yers S u 1 Co 
BT 
8r1 IS Toun s t A u h o r1t 
C m bell Sou Comp n 
C 1 - e1g 
DHL W o rldw1 Ex r ss 
D1sn y l nd Pans 
D rac . 11 

m a n 

Ktmb rl -Cl rk 
Kore n Atr 
Kraf Foods 
M tt I 
N s le SA 
Th Nu tr S t Compan 
N Y NE 
PepstCo 
Philt s NV 
R yd r Tr uck 
Se ram 
S r Ro e h Co 
S 11 O tl Com 

Un1l v r 
W11 son oo s 

Worldwide 

• Ogilvy & Ivlather Worldwide offers services in advertising direct 

marketing and related marketing coinmunications disciplines as well 

a international n1edia planning and buying services in four regi n . 

Ogil y al o has access to public relations and sale pron1otion netv ork 

de s ign and production e r ices. 

• Ogil ) & Mather World\ ide is the ;vo rld' sixth larges t ad ern 1ng 

agenc) with I ) \ orld'v\ ide offices in 64 countries. 

• ()gilv) & J\1ather 's corporate Inis ion is : 'T b the 1110 t a lu d b tho e 

~ ho 1110 t va lue brand ·: Thi n1i i n is fulfill ed thro u 0 h Brand St ward hip 

- e:1 c c1 re f ul h c r a ft e d et of too Is u e d to unde r t an d, de e 1 o p and n ha n e 

th relationship be t\ n a con un1er and a br ·:tnd. Thi di ciplin i appli e 

to both local and global brand vvhich m ak up a SO- -o balance in the 

ro t e r. Local Br·:1nd t e\ a rd hip 1 ep the acren cy full~ r t din rh 

n1arl ·e tpl ace- unde r t a nding th c nsun1e r on ·:tn intima t le\ l. 1 b-:1l 

Brand Ste \i\ a rds h i p i a n1a rriage of loca l k n \i\r-h · ·:tnd a \~ rid id 

n t'v\ ork capabl of unci rs tanding and ar ticul a ting br::.1nd a thev ro 

hord r . In each office\ 'e po r the v\ rds a ur ultin1 ·:tt purp e : 

"()nl~· if \1\ e have built_ nouri s hed and de e lop d prop r u bran , 

onl\' if \i\e h ·:~ve 111 de thenl n1or \· a lu ·~ bl e l th t their u e r 3nd ro th 1r 

OV\ ncrs, n1 ay v\ c judg )Ur e lv t h , ucc , ful ·: 

\\ '11 ,rnq fk 19 



Media advertising 

2 \VPP Jr) tp pi( 

CONQUES 
• Conquest is a Europcan-ha s cd ~H_h · crti<..;ing 

agency providing fully int e grated and co ­

ordinated coinmunication ser\·icc-., through 

21 offices in 17 countrie to national and 

multinational marketer- . 

• Conquest i the 19th large . t European 

advertising netvvork. 

• Conquest is about po\vc r ::-tnd c;cducrion. 

Its effici n r balance ] cad .. to a \\inning 

strategy. 

Cole&Weber 
• Full-service adverri ing agency providing 

strategic planning, creative devclopn1cnt~ 

print/broadca s t production, direct n1arkcting~ 

media planning/placement, multi - t11cdi ~1 

and interactive developm e nt/pr<)dtJcti<)n 

appearing in 133 countries 'Wor- ld"Widc . 

• Creative ly conce ive d idea s ~ hrilli <-lnth· 

executed. 

• Ide a s matte r more t ha n pro c e ~ s ~ n _.,. s u I t s 

more than theory. 

~ 
THE MEDIA PARTNERSHIP 

• A flexibl e rartner~hip hct 'WL'Cll \,X/ PP and 

Omnicom adve rti s ing agc ncic-.,~ pr<l\·iding 

cli e nts with s upe rior n1cdia hu~\Jllg ;..1nd 

researc h s kill..,/s c J· ice:..,~ gtving l: lienr ..... ,1L.'-.. .- c..·....,~ 

to th e h c <-> t rn c d i a t r a d i n g L. o n d i r i <> n ...., 

1n Europe . 

The .:.; econd laq.!,l·..,r n1 c dt ~l hu~ tng J1L' f\\ .<>l -k in 

Europe exceeding <6 4 htllt<>Jl 11 1 12 ~.. <ntt1rt · t c ...., . 

·rhc WOrld ' .., flr'-,f hill '-,l" r\ ll.l" ,l g <.. ' llL\ 

111 c: I i a g r c > u p . 

Major clients 
I 

u rnes 

Major clients 
Arr I U SA (Dr • v~e::n~:t=~o .-, _ 
B rng 

G r up H lth Coou~~ .. 
H o ll O d V i 

A FECO lnsur n 
C o n1p n t s 

S h p e r 

S rlr c on Gr pht 
S trm son L ne /in 

Sprrrt s 
W tr n H o t 1 
W e e r h u 

R 
r 

European offic 

<1 1 ~I..-

(. 'j "I I 'le; fl \ 

r lu r '\,.l a r \ · 
I · I\ 

u lt 

_, ' 'l ·:t r cL 



Major clients 
Amer ican Exp ress 
Guinness 
IBM 
Kraf t J acobs Suchard 
Lev1 Stra u ss 
P ep siCo 
S C J ohnson 
Unllever plc 
Un1te d Disti lle rs 

Major clients 
Abbey N at io nal 
A men ca n Express 
Brit1sh Airways 
BT 
De B eers 
Fo rd 
Ph11ip M o rr is 
s C J ohnson 
T 1me lnc 
Unllever p i 
Un1 ted D1stll lers 

Major clients 
A m en a n xpre s 
Ar os 
f1 &T 
B 1 rs o rf 
Bn 1S o vernment 
D ano e/ BSN 

Pep SICO 
Roya l M all 
S h 11 

renn e o 
IJnil-ver p lc 

s S ur;ll rd 

Millward Brown 
International 

• Brand health tracking and ad\ertising 

pre-testing, plus soph is ticated sales and 

n1edia rnodellino. Ser\iccs a ai lab le globall) 

in 50 c o u n t r i e s., v i a vv h 11 y-o \ v ne d offices 

and long-standing affiliate . 

• World l adcr in brand h alth and 

n1a rket i n g con1 n1u n ication eva l u ::uion. 

R an ked in top JQ research companies 

\Vorldwidc. 

• Top quality innova ti ve thinke rs v\ ith 
. . 

untque expe n e nce . 

MRB 
GROUP 

• M R B Group is an in re rn a tiona I market 

resea rch agency. It provides r liabl e., 

research -based adv ice on business a nd 

policy iss u es faced b y it c li e nt s , in any 

part of the world. 

• M RB Group pecialises 1n n1edia planning 

databases, public policy research a nd 

c u tome r sa ti s fac ti on re earch. 

• M R B' researchers con1bine craftsmanship 

in r searc h with rea l understanding of 

business and policy i su es. 

RESEARCH 
INTERNATIONAL .. ... . .. . . .. . .. .. .. . . .. ... . ··· ·· · · .. · ··· ··· ··· · ···· · ...... . 

• Hi g h qualit , e:H .. tion -oricnt3ted cu tOtll 

tn a rk e ti n g r a rch and tracking of a ll kinds 

for tn a jor corporation ~ uril i ti e , govern n1 en t 

age nci es wo rldwide. 

• ()tfices in 4 countnes. World's leading 

cu . to In ,-es a re h grouP~ wi th p ecia li s a tion 

in kev business _ ccror_ a nd r · ·1rch are·1s . 

• Wor lch idc eo cT ·1gc vvir h intern ·ltional 

co -ordin dtion ot projects ·1nd 1 ey c lients, 

<..;upporrcd h~ · con _ istent g loba l tec hniqu s. 

Market research 

2l0896121 
32681q.l23. 

."' q.ss 3: Eil~1 
965210213 



Public relations 

2 
1 Wpp ro u J plc 

HILL & KNOVVLTO 

• H i 11 an d K no\\ ·I to n p re )\ · i d l' -.. i 11 r L' 11 i g L' 11 r . 1 n d 

creative con1munications ..,olurio11-.. to -..uppo1·r 

our c I i en t ' b u in c ~ ob j <.: c r i \ · c '-> . \'CL" < > f f L' 1· .1 

world\vide capahilit~· in corporate -..cl- , · icc'->~ 

con u me r and b u · i n c ss - r <> - h u <-. i 11 L" -......., 

m a r k e t i n g ~ p u b I i c a f fa i r .., ~ t-i n ~ 1 n L. i ~ 1 I ~ 1 11 d 111 L" d i ~ 1 

relation, h althcal-c c n,·ironincnLll ~ ltt.1it·-.., 

food and nutrition~ and a(h·al1cL·d tL·chn<>l<>gy. 

• The firm ' 

definin g bu 

i n g 1 c - n1 i n d c d 11 c '-> -.. 1 n 

I ne S U CC C: ~ <.1 .._, t h L" d L' g 1· L' L' t ( > 

which our client s s uccc:cd gJ\"L"'-> <HII- C<Htn<-;cl 

compe titive di tinction. 

• Hill and Kno\\ ' lton is Ji<-.ringui-..hcd h,­

its sophisticated use of 1-c'->c c..lf-c h ~1nd 

attention to clients' nl'cd~~ cn-..ur·1ng info,· nlcLL 

strategic coun c l. 

Ogilvy Adams C& Rinehart 

• Corporate and financi c..1l con1n1unic c..1tion~~ 

strategic marketing; he ;::tlth and n1cdic ~11 

corn m un ication s; pub I ic J fL1 i r~. ~1 a nc..1g i ng 

programs globally with ()r\&1{·~ Bc~r 

Practice'>.\1 co-ordination and sc lcL~ tion pt·ocL·ss. 

• Ranked in world top 10- ;.1lll<>ng top fi, -c 

in eac h practic e area. 

• Bes t Practic e" ·' 1 concept c..1ss tgn~ hc~r c..1gcnL·y 

with OA&R control. 

Carl Byoir & Associates, Inc. 

• ·arl Byoir & As<-.ociate<., ''"' c..1n intct·nc..1ti<>nc..d 

p u b l i c r e I a t i o n s fi r n1 h u i I t o n r h c..· t L H.i t r 1 o n 

of q u a I i r y c I i e n t c o u n '-> c I I 1 n g a n d "' c ,-' · i L.. l , . 

• Spec i a I i s i n g i n 111 a ,-k c t i 11 g L. < > 111 111 LI 11 t L.. ~ 1 r i < ) , 1 ..... ~ 

pro hI e m s u I v i n g ~ c a rn p <.1 i g n d L' ' · c I < > J ")Ill L ' t 1 r . 1 n d 

irnpl nt e nrari(>tl. 

• "The c ornpo<.,ition ()f oui- '->L1tt .111d -...r, · u~ . .- rur·<...' 

a 11 o w ~ u.., r 0 p n > v 1 d l . ...., tl L.. i.... c....,...., tu I 1 1 1 d L < >....., r 

e ff e c t i c c a n1 p a 1 g n '-> . 

Major clients 
Cor 

Sor 

Re 

n- r u s 

a n 
- P iou 

s 

Major clients 

N 
N rk Li f 

Major clients 
1 '- 00 I V 

.._ T 

l 



Major clients 
Cigna R e 
C o mme rce C leann g H ouse 
Duracel l 
Fleet Fin a n cia l Gro u p 
Ford M o tor C omp a n y 
IBM 
Kra ft Food s 
Levi Strauss 
Pf izer. lnc 
P rudent ia l Co 
S o uthern C al ifornia Ed1so n 
Texas Ins trume nt s 

Major clients 
Al lied Domecq 
AT&T 
B ass 
B T 
The In d e p endent 
N e x t 
N1ke 
P rude n t1a l 
Rove r 
U n i te d D1 s till e rs 

Major clients 
A r hur A n d e rsen 
BBC 
BP 
BT 
C dbur S c h w eppes 

o rd 
M e ropoli tan P olice 
Po lyGram 
Shell ln te rna 10 nal 
Tex eo 

Major clients 
'3 M 
Bn 1S 1 (~ a s 

BT 
Coopers & Ly Jra ) 11 

Cr ewoo ro up 
r· r r rd Me ro o lrtar 1 

Y!Vl ( .:> r.JVe rnrnen 
I Jl ' M r~ 11 ) m ::, 
1 o rt- 1 

E: P os i 0 f re E: 

- -ec a s co111111unications: Strategic marketing services 

THE 
FUTURES 

GROUP 

• We help clients deve lop th power to 

s ucceed in a Yolatil e bu ine s e nvironment 

b y devi s ing trat eg ies that combine n1arket 

inf rn1ation, business intelligence, and 

sc e nario-ba cd planning t chniques. 

• Our abil it~ to n1anag uncertainty 

continues to se t The Futur Group apart. 

RIENLEYeCENTRE 

• Consultancy and S}ndicate d programmes 

help our ciient anticipate and exploit change 

in their operating e nvironments. 

• Th e leading strategic consultancy focusing 

on our client , future e nvironments . 

• C on1bining econon1ic and lifes t y le fac tors 

gives nevv, actionable n1arke t insights. 

DD 
0 

DD 
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Specialist cotntnunications: Audio visual 

• Specialising in t echnical and creative visual 

so lution throughout th e UK a nd Europe. 

• 7 30 p eopl e offe r the vvidest range of 

se r v tc in th e indu stry. 

• We a re unique h eca u se vve offer integ r ·::ned 

v i u a l comn1unication olutions. 

G-FORCE 
CO MM U N I A T IO N S 

• Inte rnational s p ec iali t tn th e d e ign and 

d e li ve r of IT1ulrin1 e di a, conf re nc s , filn1 and 

v id o , ro ·~d ~ ho\ ·s, e .. hihition s and inte rnal 

con1 rnu l1 ! CH I OilS. 

111 Voted No 3 in liK op SO sur ey. 

• ( .n: dt in g the future for n1ultin1edia a nd 

int rnal conltnunic ·nions. 

\\ 'Pl ; ro u I I · 2 3 



Specialist co111111unications: Direct marketing 

a I w P r ur pJ 

cus tomer Pro me 

1111111111!~ ~ ::::::============= :::::========= --~ ~::: :::============ :::::::============­:_;:: ::::; ---..=-

A. Eicoff & Company 

• A. Eic ff & Company i~ a c :hic:.1go - ha .... cd 

agency that peciali c~ in hroadc ~1"t 

advertising for irnmcdiatc, IllL' ~1~UL1hlc r·c~uit~. 

• We are the leader in telc\·i .... ion din.:cr 

respon e and trade ·uppor-t ~H_h · c-r-ti'-.ing. 

• We are the only US agcnc~· rh ~1t '>pcci:.1li~c~ 

in both telc\·i ion direct r ·~ pon'>c ;.1nd tL1dc 

support. 

• Supplier of a range of direct nl ;.u-kcring 

servtces, to both retail and ~1gcnc~· '-·licnt~. 

• EWA, rated 17 th largest LJI( dircL·t nlar·kct -

1 ng agency, i t h c I a rge ~ t ~ u pp I i c r· of c us t< Hll er 

care and communication cent r·cs t< > the 

automotive indu try in ( ~ on t i nen ta I Fun )pc 

and the UK. 

• Currently In five countries. 

]WT Direct 

• JWT Direct provides strategic and 

executional direct rnarketing agcnc~ · scrviL·cs 

including creative, database ser\·iccs and 

comrnunicarions prograrT1 integration. 

• We focus on accountable., busincs~ -

building result s . 

• We are cornmirrcd to over- servicing clients, 

and delivering on results. 

• RTC~ l)irec t partner~ conlp ;.1tlic" th~1t ~1rt.._· 

de d i cat c d r o m a x i 1n i " i n g r h c p n > h L 1 h i I i t ~ · , 1 n d 

brand equity of their pnHJuct'>. 

• As the )7th largc'>t direct ~1gL' Ih .. ·: 111 thL· l l ~~ 

we provid e a full arra:· ()f d .. n .li-.,,l....,l' dt · I\ ·L· n 

solutiono..., h y uttlto...,tng rhc .. 1Lh · ~ lllt . lgL · ...., <>t thL· 

virtu a l office: . 

A re li a n ce on tn>Ilt en d hn <lr1 L t.ll .111.1! \ .....,,.., 

ac hie ve <.., op t 1n1al c uo...,t<>JlH .. T ()h )t ·L tt\ · t · -.. . 

Major clients 
nE ress 

, r 1r 

Ttr 1 - I 

Other rnajor clien 
Concern 

ll o 
rk s ncer 

c 10 Tu-ne 
Turn r ln t rn t io 
Un• t P r 1 S 

rr t rt llur 

Major clients 
B 11 Atl a ntic 

tn1 n Kod 
1de l1t In estm nt 

F rd M tor Com 
N or ' Tr k 
Spr1nt 

S un ft 
NT 

U n 1t 

o rp 

Th W 11 Str t .J ur 

Major clients 
-: I 

[ ) t IL 

IH 

h.."i ~J llr - n 

n I 

)hil i p 
I ' 11 

I • rli nt 

\ •V , 1r ' h .' r L 1 n 1 



Major clients 
A m n c an xpr s 
Bns to i - M yers 

BT 
L 

For 
IBM 
IK A 
.Ja uar 
Kr ft ood s 
l ver/ U n1l v 1 

Specialist cotntnunications: Direct marketing 

~9. pk1:e 10. 

Ogilvy & Mather Direct 

L u ft hans a 
M at te! 
Nes t I 
Ph li1ps 
R d C ros 
Seagram 
S h e ll 
S 1ngapo re A 1r ilne 
Sm1thKiln , 8 "eCilam 

• Full se rv ice g lo b a l direc t m a rketing agency. O ur d irec t n1a rl e tino er 1ce 
0 

inc lude d e live ring a\-\ ard-vv inning c rea ti ve account m ana em nt t r teg1 

pl a nning, rnedi a pl a nning and bu) ing d a tabase tna rl etino n ulrino. 

• R ecogni sed as the leading di rect m arketing a gene in the vvo rld . 

C rea tors of the n1 o st innovative ideas, the m o t awar -wi nning can1pa io n 

a nd th e bes t tra ining, fo r the be t c li nt in th e m o t ch a ll en ino a r n · 
b b 

of co n1munica ti o n. 

We tri ve to be th 1110 t cl1"1ll en o ing a nd va luab le s t r t o i · n1 a rl nno 

c o1nn1unica ti o ns p a rtne r - \ ihra nt, fun , full f n ro , l u rful. hva , 

·:tdding a lw ·:nr in contro L a hvav fre h. 

\V l I ~ r up le 1 2 5 



Specialist cornrnunications: Healthcare rTlarketing 

r--- ----- -
L --- -
-------

OTC 

-----~----==.... 

2 J WPP JfO plc 

F 
c 0 M M 

E R 
u 
G 

G 
N 
R 

u s 
I C 
0 u 

0 
A T 

p 
N 

• A ddre se the t o t a l n eed ~ of hcalth c arc 

pro duct m a rke r r 
. . 

- CO ITIIT1UniCatJng an\.· 

s 

m essage t o a n y a udi e n ce throu g h ~1n: · n1cdiun1. 

• Larges t U S h ea lthca r c corTi n1unic ~1tion s 

resourc e . Indu s tr\.·' s ' .\!lo s t A Jn1ircd" tor rhrec 

consecu tJ ve \."Ca r . 

• D e pth o f r e ourc c 1 n n1 a rk c r i ng prc s c r i pr ion 

and cons ume r hra nd s . 

HLSCORP. 

• Providing s tra t eg ic pl a nni n g, clinical 

eva lu a ti o n , t ac ti ca l de ig n, and progran1 

impl e m e nta tion for compani c ..., in rh c 

h ea lthca r e m a rk e tpl a c e . 

• Influe ncin g o pini o n lead e r s In th e rnanagc d 

care and fee -fo r -se r v ic e c n v ironn1 c nt s. 

• Bonding h ea lthca r e prov ider s to th e ir 

products a nd s erv ices . 

H E A L T H C 0 R E 

• S.U.N. Health-Core goes b eyond 

traditional health communication and 

generates in s ights into th e Inn a t e con s um e r 

drive for total w e ll - b e in g . 

• Serve s a s an a lt e rn a tive or as a high r e turn 

enhanceme nt t o m a in s trea m m a rk e ting. 

• Accesses and m o bi I ises r e s ou rc c s from 

a numbe r o f WPP c ompa ni es . 

The CommonHealth 
Global 1-lealth ca re Mark eting and Co m mu n l e a t i o rzs 

• Providin g g loha l r eac h a nd e x p e rti se 111 

pharmace uti ca l m a rk e tin g a nd pr<Hl l o tion, 

m a rke t resea rch , a d ve rti s in g ~ cdu c ~1tion ~ 

sc ie ntifi c s upp<>rt a nd public r c l a ri<)J1 ~ . 

• La rge r nlulti -d i~ c ,plin a ry VV ()rld Vv' Jd c 

n e t wo rk of c o m iT1 uni · a ri o n ~ ...,p ec J .c1ll~t..., _ 

• A se a m I e s ~ o u r c e f o r g I < > h <-1 I h l . a I r h ~.__- <.l ,- l. 

capa h i li t i e ~. 

Major clients 
o t La ora o · 
Corpo i 

oo s P ha m c 
.Jo nso Jo 

Joh son 

S c 1e n 
n U JO 
r ne -La e 

Major clients 
A bo t t Labo r to · 
Elr Lrll nd C o 

n P h r 
M non e r rell 
M Joh nso n 

Nutn t ional s 
O r g n o n ln c 
O rth o - M c N eil 
S c h r rng - P iou h 
S no rthKi ine B eech 

Major clients 
P a rke - Davis 
Warner- Lambe rt 

Compa n y A m 
Ch ic le G roup 

W a rn e r - Wellc om 
C on ume r H 1 

Major clients 
11 r 

rr 



Major clients 
UK 
B&O 
B are lays 
Carlsb e rg -Tet ley 
Ford 
IBM 
S ai nsbury 
Warner-Wellcome 

European 
France Telecom 
Le1ca 
Ster 

Major clients 
Amtrak 
CBS Te levis io n 
General C1gar 
Kraft / B ra nded Res taurant 

G roup 
Mobil 
Reynolds M etals Company 
Sears 

MAN DO 

Major clients 
O tro e U K 
Compass Ser 'I ces 
C ontinenta l Tyres 

ngl1st1 App les & Pears 
Pow r o use Re ta 11 Lt 
Roac!Chef Motorwa 

Serv1ce 
TE: sc o S to re s L td 

Specialist cotntnunications: Sales promotion 

Promotional Campaigns 
Worldwide 

• Full service promotional marketing 

consultancy group including sales promotion, 

direct n1a rketi ng, design, pron1otiona 1 

advertising, events, business-to-business and 

trade marketing. 

• Leading, av;ard-vvinning promotional 

marketing network \Vith 15 associated offices. 

• Ideas that sell., add value and build 

brand values. 

-
F R E E M A N 

• An1ong America's top promotion tnarketing 

agencies, providing both consumer and trade 

pron1otion within integrated marketing 

programs. 

• Balancing strategic insight and tactical 
. . 
tn novatton. 

• Einson Freetnan is driven to change people's 

behavior in support of our clients brands. 

• Creating on-pack/off-pack consumer 

promotions, within the UK and Eire, 

incorporating the guarantee of no financial risk. 

• As innovators., Mando maintains the nun1ber 

one position in its market. 

• Operating fixed -fee pron1otions for over 

18 years gives Mando a unique insight to 

the potential risk of over-redemption. 

I HI 
~\I ·\ H to.. I 1 1 '- '• 

' () . ,1 1 1 ·\ '- ' ' 
1 I \1 I I I" I> 

• Strategicall) led b e low-the-line sales 

promotion and marketing consultancy 

offering a con1plete nationwid service from 

concept through to impl e n1entation. 

• xperienced team dedicat d to giving a 

professional rvtce. 

.. Spec ia I is t in face- to -face tna rketing -

raking the product to th e pe opl e. 

BRAND BRAND 

lllll llll ll lll ll If Ill If I H 11 11 11 I 11 
EXPENDITURE 

I • 
' 

11 llllilllllil/111111 
INCOME 

.~ ... 

\\! Pl rrc Uf I k 2 



Specialist co111111unications: Identity and design 

-- --
systems 
K X )f 

PP .J CJUP 1 

Anspach 
Grossman 
Po11uga/ 
!ne 

. . 
• I den ti tv and trategic conlnlunJc:..ltJ<)I1"'> 

\vorld\vidc., po irioning ;~nd <.,tr :..ltcgic...,., 

na1ning and branding, de s ign ~Y">tcnl'-> and 

audience n1anag n1~nt pro g ran1">. 

• World lead rand inno\·ator in gloh:..1l 

identit y con ulring. 

• A partner in Enterprise C : on1n1unic :..1tion~ 

Group: a mulri-audienct::, inrcr :..1cti\·c appro:..lL·h. 

BDG McCOLL 

• Spac planning., retail., corporate scr\· tccs 

design, architecture and con~rruction 

manage m c n t and prop e r t y 111 a r· k c r i n g ~ c r \ · i cc s . 

• Market leaders in office and rct :..1il intci- ior­

design. One of the large s t specialist design 

groups in Europe. 

• C re at i v d c i g n s c r v 1 cc s ~ u p p o r· t 1 n g c I i c n r s .. 

busine ss objectives. 

COLEY PORTER BELL 

• Through trategtc d es ign vvc create and 

manage hard-working idenriric~ for n1ajor 

brands, c o m p a n i e s a n d re L.l i I eT s vv o r· I d vv i d e . 

• A lead e r in brand and corporate identitY 

olutions. 

• We offer a refres hing and cl-ear t v c a ppr·o<.1C h 

to so I vi n g i d e n t i t y pro b I e n1 s . 

OAKLEY YOUNG 
L 4TH DIMENS-ION -·- ---- -----· . 

• Point - of- purch a ~c "><>luti<>n~ fn>rn , .. .- <nintcr 

top to s hop in shop. I ) e ...,ign~ gr·aphic'-, 

mate r i a I ~ se l e c t i <> n ., n1 a n ll L 1 - r u 1·c , t 11 ...... L 1 I L.1 t i o n 

a nd . e r i - · all gea red ro tn c r·c .... l'->tng '->L1lt.- ....... 

A le a ding rro id t> r vvirh .... rn .... ·ngrh ...... IJ1 Lit·....;ign 

a nd se r v ice . 

C:011 \ l \ \ \ g l..l"l..· ,:tt i V L' ttllL' Ilt 'v\. · trh llL111.lgt' rL1 \ 

·x p · ri e n ce and In ·1rkct 111 g <)Jnrn<>ll '-><... ' 11"L' . 

Major clients 
1c n Ex e ss 

oup 

us r 

U IS ' 

u s 

Major clients 
An1 r 1c n E 
BP Intern 

C l d le B 
h D1sn e S or 

D u n Br dst e .. 
M o t o r o l 
Sr 1 thKi in B ee 
T h o m s Coo 

Major clients 
1rto urs 

BBC 
Br1t1 h G a s 
BT 

dbur 

ints 
0 

V n n B r h 

r 

Major clients 
'-'h.li Li "3 

~ I \ ~ 

11 11 . I 
s .... "11 il 

1 1~ r 

r ~ r 



Major clients 
BBC 
C as tro l 
Dun & Brad s tree t 
EMI 
D 1sney land Pa n s 
Fiat 
Guard ia n 
IBM 
Sa a b 
Sa few ay 
She ll 
U n ilever 

Major clients 
3 M 
A T&T 
Brown -Fo rma n 
D e l Mon te 
G H eileman B rew1ng C o 
H ewlett -Pack a rd 
K ra f Fo ods 
N es t le U S A 
S u n M 1crosys te m s 

Major clients 
BAA 
Ba s s B rewe rs/ 

Bass Taverns 
Bn ann1a 
The Herald/ Even1ng T1me s 
M o rnson B o wmo re 
Sco 1sh Am1cable 
Sco t ISh En te r n se 
Sco 1Sh M utua l 
Sco 1shPo w e r 
J Trevo r & W eb s er 

Major clients 
8 1 r rJ1 r1e ·s 
r; 1 s E: 1/lc.n t an Bc.r1" 
r.J a l r1e s L r ay ~ 

IV- A 

f<' 1 rr- I& I 1 un p ur r_, , r ,f':n f-: 

l r fi E; r_, rav; orr j 
, 1r1a '; 

1/18 c; hr r-::q B ;:, nf< 
Hr; IIISO s Dr:. rJHrfr r I , J iT 

. o rr; <, 

'; rJK', tf ' A ·l '=: l ll l f':: 

Specialist communications: Identity and design 

SampsonTyrrell 

• A s Europe's leading identiq consultancy 

\ VC advise cli e nt on: values definition, 

positioning, nan1ing, de ign and management. 

• We arc a team of challenging, in1aginarive 

profes ion31s fron1 10 countries, \Vho are 

pa ss ion ;:He about idcntit). 

• We are pionee rs. If there isn't a \Va), ,,ve 

create it. What -vve do \VOrks. 

SBG PARTNERS 

l\1,\RKETJNG 

A.ND DESIGN 

CONSULTANTS 

• SBG Partner pro\ ides it clients vvith 

'shelf e\ id e nt' package design solutions that 

sell their products. 

• 5 B G p a r t n e r s is c o 1n 111 i tt e d to so I v i ng its 

client's probl e n1s b) e ffectivel y 

con1 n1 unicating -vvith the target con un1er. 

• SBG Partn e rs' des ign so lutions always 

comn1unicate, n eve r jus t decorate . 

E­
E-
0 
w 
Cf) 

~ 
t'Tj 
:::0 
2 

• Pn)\ iding conlpl e t e so lution s to our clients ' 

marke ting n ee d s - project nlanage nl e nt, 

t p ,·dentit y, corpor <.He and ales corpora L • 

lite rature, packaging, ex hibition s , confe r­

e nces , n1ultin1 e dia and bu in es graphics. 

• Scotland's leading d es ign and nlarkcting 

consultancy. 

• () u r c o 111 n1 o n c t h i c to he th e b e r. 

WalkerGroup/ CNI 

o"rrronrnl!,, i kn!il' · 
< 

d cvc lopn1cnr , cn,·ironnlCilL.11 d esign, 

a rc hit e L·rurc, and graphiL· dc"i ~r n '-itl'\ ' iL·L''-i rn 

r t r a il <-llld l't'Ll tl - ort<.:JHcd L-llt'J lfo., \Vorld,, ·id c. 

• C on1 11 1 ~ 1 nd.., .., rg r1 i tiL·.1rH 111 <1 rkcr "h ;u -c 111 l r ~, 

/\ ..,t <J a nd Furopt·. 

• ( . r ca rion C>f chL·L·ri, ·c hr :.111dcd l' ll\ ·Jronllll'llh 



Specialist co111111unications: Specialist advertising 

Jro r plc 

Brouillard 
• An i n t c g r a t e d c o r p o r a t e ~...- < > 111 111 u n i L . • 1 r i < > n ...., 

and marketin 7 agency. 

• Ad e rri in g and public rcL1rion...., \\"<>rk tC> 

the ame plan. 

• The choice for corporate ;.lnd lll1 ~1ge ­

inten sive pr duct s . 

MENDO~, DILLON & ASOCIADOS, INC. 

• An adverti s ing and n1arkcting ~1gcncy .. 

providing cornrnunication progr ;,.1n1...., ~1i n1cd 

at th e Hispanic n1ark c t in rhc L J ~. 

• The leading Hi s panic ac_h·crti~ing ;.1 t!, L' ll C \ . . 
' . 

• Demon rra re huiiJing franchi~c..: ;.lnd ~ ;.lie~ 

volume potential of Hi~p;.1nic n1ar·kcring. 

PACE 
• Pace is a full- s ervice adv r-tl ..... lllg ;.1nd ruhlic 

relation agency specialising in rc;.ll e~L1tc. 

• Pace is th e us Ea t c :oast IT1 ;.1.-I...:cr leader-. 

• A 46- yea r track r eco rd, uncqu ;.11led 

capabilitie and resources. 

I.) -. ( ' 111 nary <>Ill< t( ·t 
!: ~·t l r rt.; 

• Bu ines - to-hu s in c<.;s, financial ;.1nd 

corporate adv rti~ing. World'v\·ide. 

• Market leade r c;, by s ize and h~ · '->L1ncL1t-d~. 

• '' Se 1 I i n g t h e prod u c t, w h i I c h u i I d i n g 

the brand'~ 

/ ;1/'offi Thomp" m R.c( Tu it nK·nt Ad\"<._ Tt j_....,, ng 

• W e crea t e idea<., rh ;lt help CHJr ~._ - l,<..·nr ..... h11· t.·, 

re tain n1ori va rc c-1nJ cduc;lt<: rh~._·1r <... ' lllpl<>\ L' <... ' ...... 

• Rank e d rh11- I 111 l / 1.., h~ rt.·\ ·vlllJt. · . ~. 1ri(>JL11 

n ·rwork of IH oH-l e t.·...., LJJllrt. · d h~ LCHll ll1<11 l 

ph i I o <.., o ph 1 -' ..., , , ·a I u e ._, ; 1 n d e> p l · r , 1t 111 g 11 1 ~. . .- r h < > ~.._ j ..., . 

A cJ,.., ' lpltll l'd clppr() 1 h L l 'l·. lrl · ...., l · tt c ' fl\ l ' , 

<.., p (:: (_ I C1 j j <.., t: J <.. ( > Ill f ll I I J l I '- , 1f I C > ll .._, 

Major 

L • 0 ") 

n le 

u 11 ! 

1e "Or 
ologe 

Major clients 
s n 

c.1 [ ) I 

....H . Roe 

Major clients 
An1 n ~ n Pro r i 
C ol o n Hon1 

h B nk Comm n 
D elop r 1en ) 

li t dE is 
n D elo m nt 

r t ton 
n nt n c 

t1 I l a r Or 
.J I So h r 
T h 

Major clients 
HI (._ ht ur p 

u I lnt 

Major clients 
-\ r t ur 

'" r ~ '-- ' t i n 
I \ 

•1.1\ 1.. ~, rn 
>t--. t 1, 1r 111 

• H h.hnt­
r, ' .:_· ll,'tr ll l"'ll " f t~ 
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Making contact 



Corporate, b rand and 

retail ident ity 

711 Third Avenue 

New York 

NY 10017 

USA 

{212) 692 9000 
Fax (212) 682 8376 

Contacts 

Larry Ackerman 
Ron Cappello 
Gene Grossman 

Jim Johnson 
e-mail: jim@agp.com 

Partners 

Brouillard 
Communications 

Integrated advertising 
and pub lic relat ions 

programs 

420 Lexingt on Avenue 

New York 
NY 10170 

USA 

{212) 867 8300 
Fax (212) 210 8511 

Contact 

James H Foster 

Chairman & CEO 
Steven Cody 
President 

BDG/McColl 

Office interior design, 

retail design and 

architecture 

24 St John Street 

London 

EC1M 4AY 

Uni ted Kingdom 

(0171) 490 1144 
Fax (0171) 250 3005 

Contact 

Stephen Todd 
Managing Director 

Other offices 

Bristol 
Tel (011 79) 279 137 
Guy Pntchard-Davies 

Budapest 
Tel (36) 1 155 7129 
Guy Prrtchard-Davies 

Edinburgh 

Tel (0131 ) 220 3322 

f ICk Kemp 

Frankfurt 

Tel (49) 69 743 6240 

Stephen Walsh 

Manchester 

Tel f0161) 834 6655 

Ste ·;art Grant 

Carl Byoir & 
Associates 

Public relations 

US Western Region: 
6500 W ilsh ire B lvd . 
21st Floor 
Los Angeles 
CA 90048 
USA 

(213) 966 5760 
Fax (213} 782 9719 

Contacts 
Holly D Howard 
President & CEO 
Direct line: (213) 966 5729 
Candace lrving 
Director 
Direct line: (213) 966 5730 

US Eastern Reg ion: 
466 Lexington Avenue 
New York 
NY 10017 
USA 

{212) 885 0580 
Fax (212) 885 0570 

Contact 
Bette Jane McCabe 
Senior Vice President 
Brooke Sch il ler 

Other offices 

Europe 
40 Berkeley Square 
London 
W1 X 6AD 
United Kingdom 
Tel (0171) 631 7750 
Fax (0171) 493 1542 

Contact 
Lisa ter Haar 
Head of Operations UK 

Car ibbean 
P.O. Box 307605 VDA 
St. Thomas 
VI00803 
US Virg in Islands 
Tel (809) 774 7335 
Fax (809) 774 7315 

Contact 
Denn is P Grant 
Senior Counsellor 

Cole & Weber 

Media advertisin g 

308 Occ identa l 
Avenue South 

Seatt le 
Washingt on 98104 

USA 

(206) 44 7 9595 
Fax (206) 233 0178 

Contact 
Austin McGhie 
President & CEO 
e-mail : aust inm@ 
msmail .coleweber.com 

Other offi ce 
Cole & Weber/ Portland 
115 N. W. 1st Avenue 

Portland 
Oregon 
Tel (503) 226 2821 
Fax (503) 226 6059 

Contact 
Debby Kennedy 
Senior Vice Presid ent 

& M anaging D irec tor 

Coley Porter Bell 

Brand and corporate 
identity design 

4 Flitcroft Street 
London WC2H 8DJ 
United K ingdom 

(0171) 379 4355 
Fax (0171 ) 379 5164 

Contact 
Helena Rees 
Manag ing D irec tor 

The 
Common Health 

Healthcare marketing 
and communications 

c/o WPP Group 
466 Lexington Avenue 
Ne w York 
NY 10017 
USA 

(212) 210 7994 
Fax (212) 210 6849 

Contact 
John F Zweig 
Worldwide C o - o rdina tor 

Other offices 

Europe 
Te l (31 ) 2064 2 9 895 
Fax (31 ) 2064 41144 

Contact 
Ben Prins 

Europ ean Co -ordinator 

Europe 
Tel (0171) 499 4 0 40 
Fax (0171 ) 4 93 84 32 

Contact 
M ike Dower 
European Co - ordina tor 

North America 
Tel (201 ) 884 220 0 
Fax (201 ) 884 2487 

Contacts 
Matthew R Seymo ur 
Caroline Constant in ides 
North Americ an 

Co - ordina tors 

Conquest 

Media advertising 

1 r ue Garnier 
92200 Neui lly-sur- Seine 
France 

{331) 4745 9494 
Fa x (331) 4637 0494 

Contact 
Dominique Simonin 
Managing Partner 

Othe r off ices 
Amsterdam 
Athens 
Brusse ls 

Copenhage n 

Ousseldorf 

Frankfurt 

L isbon 

London 

M adrid 

M ilan 

Naples 
New York 

P rague 

Rome 

Sao P aolo 
Stockholm 

Tu r in 

V ienna 

Wa rsaw 

Z urich 

Dovetail 

Space planning , 

furniture procurement 
and installation 

The Carriage House 

29 Floral Street 

Covent Garden 

London WC2E 9DP 

United K i ngdom 

(0171) 240 6269 
Fax (0171 } 240 6268 

Contact 
Pau l R eeves 

M anaging O ire c tor 

Direct marketing 

St Mary ' s Green 

Chelmsford 

Essex CM1 3TU 

United Kingdom 

(01245) 492828 
Fax(01245)344379 

Contacts 
Eric Wright 

Chairman 
M ick H i ll 
Managing D ire c to r 
Wim W ognum 
European A utomo t ive 

Directo r 

Other offices 

Amsterdam 

Antwe rp 
Melbour ne 

Neuss 

A. Eicoff & 
Company -

Direct marketing 

401 N Michigan Avenue 

Chicago 
IL 60611 

USA 

(312) 527 7100 
Fax (312) 527 7192 

Contact 
Ron Bliwas 

P resident & CEO 

Einson Freeman -

Sales promotio n 

305 Route 17 

P a ra m us 
NJ 07652-2922 

USA 

(201) 262 7200 
Fax (201 ) 262 4062 

Co n tact 
Jeff rey K M cEinea 
Presiden t & CEO 

Enterprise 
Communications 
Group 

G lobal identi ty 
consultants 

6 Mercer Street 
London WC2H 9QA 
United K ingdom 

(0171) 379 7124 
Fax (0171) 836 1930 

71 1 Third Avenue 
New York NY 10017 

USA 

(212) 692 9000 
Fax (212) 682 8376 

Contacts 
Dav e A li en 
C EO E urope 
Jim John son 
CEO USA 

Ferguson 
Communications 
Group 

Healthcare adver t isi.ng 

30 Lanidex Plaza West 
Parsippany 
NJ 07054 
USA 

(201) 884 2200 
Fax (201) 884 2487 

Contacts 
Thomas G Fer guson 
Chairman & CEO 
Christopher P P a r jo s 
Pre s ident & COO 

Other offices 

Thomas Ferguson 
Associates 
Tel (2 01 ) 8 8 4 2200 
Fax (2 01 ) 8 8 4 248 7 
Ph i l i p T Brady 

Ferguson 2000 
Te l (2 01 ) 7 8 5 2000 
F a x (2 01 ) 7 8 5 2 0 60 
Jos e ph J G a tt u so 

Pro/ Corn Interna t i o n a l 
Tel (2 01 ) 884 220 0 
David Chap rnan 

F e rguson D i rec t 
Tel (201) 884 220 0 
M att hew R S eymour 

Ferguson Consul t i ng 
A s sociates 

Tel (201 ) 884 2 2 00 
Fax (2 01) 884 248 7 
John P S z lasa 

I 
I 
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The Futures ·Gr.qup" 
.·. . 

S trategic marketing 

services 

80 Glastonbury 

Bou levard 
Glastonbury 
CT 06033 
USA 

{203) 633 3501 
Fax (203) 657 9701 

Contact 
Frank Ruoto lo 
President 
e -ma il: f. ruoto lo @tfg .co m 

O the r US off ices 

1050 17th Street . NW 
S u ite 1000 
Wash ington DC 2 0036 

USA 
Te l (202) 775 9680 
Fax (2 0 2) 7 75 9688 

Con tact 
Robert Smith 
Pres ident & CEO 

Plus o ff ices in: 

Du rham 
L os A n geles 
Minneapol is 

UK office 
Royal Albert House 

Sheet Stree1: 
W indsor 
B e rk sh ire 
SL4 1 BE 
Un it e d K ingdom 
Tel (01 753) 831 6 07 
Fax (01 7 53) 831 9 76 

Contact 
M ichae l R C ook 

G-Force 

Conference production, 

event and video 
production, project 

m ana geme nt 

T h e Foundry 
46 Loman Street 

London 
S E 1 OEH 
U ni t e d Kingdom 

(0171) 928 5390 
Fa x (0171 ) 928 6462 

C ontacts 
Stuart Appleton 
Managing D irector 

Ju lie H art 
Marke ting D irec tor 

The Grass Roots 
Group 

. . 

Incentiv e and motivation 

Pennyroyal Court 

Station Road 

Tring 
He rtfordshire 

H P 23 5QZ 

United K ingdom 

(01 4 42 ) 891125 
Fa x(01442)825660 

Con tacts 
David Evans 
Chairm an & CEO 
John Doe 
Clients · erv1ces Director 

HLSCORP 

Hea lthcare marketing 

150 Clove Road 
Little Falls 
NJ 07424 
USA 

(201) 785 8500 
Fax (201) 785 4457/ 9250 

Contact 

Theodore A Maurer 
Chairman & CEO 

The Henley Centre 

Strateg ic marketing 
serv ices 

9 B r ide we ll Place 
Blackfriars 
London 
EC4V 6AY 
Un ited Kingdom 

(0171) 353 9961 
Fax (0 17 1) 353 2899 

Contacts 
Bob Tyrrel l 
Chairman 
Geoff Sm ith 
Managing Direc tor 
Davi d C ha lk 
Marketing D irecto r 

Other office 
Hen ley C ent re Ireland 
2 8 Upper Fitzw il liam 

Street 
Dubl in 2 
Eire 
Te l (353 1) 66 191 4 7 
Fax (353 1) 66 103 12 

Contact 
Gerard O 'Neill 

Hill and Knowlton 

Public relations 

466 Lexington Avenue 

New York 
NY 10017 
USA 

(212) 885 0300 
Fax (212} 885 0570 

Contacts 
Howard G Paster 

Chairman & CEO 
e - mail: 
h p astern@ reach .c a m 

Mark Thor ne 
C OOI CFO 
e - mail: 
m tho rn OO@reach .eo m 

US offices 

A tlanta 
C hic ago 
Denver 
H ouston 
D etroit 
lrvi n e 
L o s A ngeles 

New York 
Pittsburgh 
San Franc isco 
Tamp a 
Washington DC 

Canada 
1 Eglinton Avenue East 
Toronto 
Ontari o M4P 3AI 
Canada 
Tel (416) 483 1511 

Contact 
M ichael Coates 
President & CEO 
Richard Andersen 
Chairman 

Offices 
Calgary 
Edmonton 
Montreal 
Ottaw a 
Toronto 
Vancou ver 

Europe, Africa & 
Middle East 
5 -11 Theobalds Road 
London 
WC1X 8SH 
United Kingdom 
Te l (01 71) 413 3000 
Fax (01 71) 413 3111 

Contact 
Paul Taaffe 
President & CEO 

Offices 
Amsterdam 
Athens 
Barcelona 
Brussels 
Budapest 
Dublin 
Dubai 
Frankfurt 
Helsinki 
Jeddah 
London 
Madrid 
Manchester 
Manama 
M ilan 
Pari s 
Prague 
Tall in 
Tampere 
V ienna 

Asia Pacific 
820 M ililan i Street 
Honolulu 
HI 96813 

USA 
Tel (808) 521 5391 
Fax (808) 537 6836 

Contact 
Clifton Kagawa 
President & CEO 

Offices 

Auck land 
Beij ing 
Canberra 
Hong Kong 
Hono lulu 
Melbourne 
Shang hai 

Sing apore 
S yd ney 
Taipe i 
Toky o 
Welling ton 

L a t in America n office 

San Juan 

Specialist groups: 

Advanced Technology 
Tel (404) 249 8550 

Contact 
David Elliott 

Environmental 
Tel (415) 781 2430 

Contact 
Jeff Raleigh 

Eurosciences (UK) 
Tel (0171) 413 3000 

Contact 
Martin Godfrey 

Investor Relations 
Tel (312) 255 1200 

Contact 
Jeff Zilka 

Food and Nutrition 
Tel (202) 333 7400 

Contact 
Nancy Glick 

Healthcare 
Tel (813) 221 0030 

Contacts 
Jack Hardy 
Tel (813) 221 0030 
Jim Jennings 
Tel (202) 333 7400 

Public Affai r s Worldwide 
Tel (202) 333 7400 

Contact 
Thomas Hoog 

J.Walter Thompson 
Company 

Media advertising 

466 Lexington Avenue 
New York NY 10017 
USA 

(212) 210 7000 
Fax (212) 210 7066 

Contacts 
Burt Manning 
Chairman & Chief 

Executive Officer 
W illiam C Thompson Jr 
Vice Chairman, 

Client Operations & 

Chief Marketing Officer 
Lew is J Trencher 
Chief Opera ting Officer 

& Chief Financial 
Officer 

Peter A Schweit zer 
Presiden t 

North Ame r ic a 
466 Lexington Avenue 
New York 
NY1001 7 

USA 
Te l (212) 210 7000 
Fax (212) 210 7066 

Contacts 

James B Patterson 
Chairman. North America 
Ronald S Burns 
Group President & CEO 

Nor th Am erica 

USA 
At lan ta 
Chic ago 
Det ro it 
Los An geles 

New York 
San Franc isco 

22 Ford Dealers . 
Ad vertis ing Fund Serv ice 

Offices 

Canada 
Montreal 
Toronto 
Vancouver 

Asia Pacifi c 

3; F Shu i O n Centre 
6-8 Harbour Road 
Wanchai, Hong Kong 
Tel (852) 2 584 4668 
Fax (852) 2 824 0823 

Contact 
Alan Fairn ingt on 
Presiden t, Asia Pacific 

Offices 
Australia 
Ch ina 
Hong Kong 
Ind ia 
Japan 
Korea 
Malaysia 
New Zealand 
Phil ippines 
Singapore 
Sri Lanka 
Taiwan 
Thailand 

Affil iates 
Indonesia 
Pakistan 
Vietnam 

Europe 
40 Berkeley Square 
London W1 X 6AD 
United Kingdom 
Tel (0171) 499 4040 
Fax (01 71 ) 493 8432 

Contacts 
A li en Thom as 
Chairman & Chief Creative 

Officer, Europe 
M iles Colebrook 
Chief Execu tive Officer, 

Europe 

Offices 

Austria 
Belgium 
Czech Repub lic 
Denmark 
Finland 
France 
Germany 
Greece 
Ireland 
Italy 
Netherlands 
Poland 
Portugal 
Russia 
South Africa 

Spain 
Sw eden 
Swi t zerland 

Tu rkey 
United K ingdom 

Affi l iates 

B ulgaria 

Estonia 
Hungar 
Israel 
Latvia 
Li thuania 
No rv ay 
Romania 
Slovenia 



Tihama AJ Mona 
International (TMI) 
Egypt 
Kuwait 
Lebanon 
Morocco 
Saudi Arabia 
UAE 

Latin America 
Ejercito Nacional 519 
Colonia Granada 
11520 Mexico DF 
Tel (525) 250 7808 
Fax (525) 254 3416 

Contact 
John E Holmes 
President, Latin America 

Offices 
Argentina 
Brazil 
Chile 
Colombia 
Dominican Republic 
Ecuador 
Guatemala 
Mexico 
Paraguay 
Peru 
Puerto Rico 
Venezuela 

Affiliates 
Costa Rica 
El Salvador 
Honduras 
Nicaragua 
Panama 
Uruguay 

J. Waiter Thompson 
Direct 

Direct marketing 

466 Lexington Avenue 
New York 
NY 10017 
USA 

(212) 210 7070 
Fax (212) 210 7770 

Contact 
Mitchell A Orfuss 
President USA 
Tel (212) 210 7818 

Other contacts 

J Michael Hawkins 
Executive Vice President 

Executive Creative 
Director 

Tel (212} 210 7799 

Elizabeth T Gildersleeve 
Executive Vice President 

Director of Marketing 
and Media Services 

Tel {212) 210 7786 

Richard Fisher 
Senior Partner 

Creative Director 
Tel (212) 210 7572 

Annette Stover 
Partner, Director 

of Development 
Tel (212} 210 7282 

Europe 
Convumer Groupe JWT 
35 Rue Baudin 
92300 Levallois-Perret 
France 

Tet (331J 41058181 
Fax(331J41058005 

Contact 
Eric Lavolle 
President 

Asia Pacific 
5/ F Shui On Centre 
6-8 Harbour Road 
Wanchai, Hong Kong 
Tel (852) 2584 4 794 
Fax (852) 2824 1807 

Contact 
Suresh M athai 
President 

Other offices 
Athens 
Bangkok 
Bombay 
Delhi 
Kuala Lumpur 
Manila 
M elbourne 
M ilan 
Singapore 
Sydney 
Taipei 
Tokyo 

Lansdown 
Conquest 

Media advertising 

Abbey House 
215-229 Baker Street 
London NW1 6YA 
United K ingdom 

(0171) 486 7111 
Fax (0171) 486 5310 

Contact 
Bill Patterson 
Chief Executive 

MRB Group 
I 

Market research 

Hadley House 
79 -81 Uxbridge Road 
London WS 5SU 
United Kingdom 

(0181) 579 5550 
Fax (0181) 579 0402 

Other offices 

BMRB International (UK) 

Tel (0181 ) 566 5000 
Fax (0181) 579 9208 

Contact 
Richard Silman 
Managing Director 

Simmons MRB (USA) 
Tel (212) 916 8900 
Fax (212) 916 8918 

Cont act 
Rebecca McPheters 

CEO 

JMRB (J apan) 
Tel (813) 3449 8711 
Fax (81 3) 3473 4029 

Contact 
Yasuo Miki 
President 

Bas is research 

(Germany) 
Tel (4969) 75 80 81 0 
Fax (4969) 73 40 73 

contact 
Uke Lbffler 
Managing Director 

Yann Campbell Hoare 
Wheeler (Australia) 
Sydney 
Te l (6 12) 953 4444 
Fax (612) 953 9035 

Contact 
Tony Wheeler 
Directo r 

Melbourne 
Te l (6 13) 53 7 2255 
Fax (61 3) 534 4373 

Contact 
A lastair Campb ell 
Director 

IMRB (India) 
Tel (9122) 2 42 623 
Fax (9122) 285 21 2 2 

Contact 
Ramesh T hadan i 
Presiden t 

LMRB (Sri Lanka) 
Te l (941) 500 5 2 5 
Fax (941) 500 4 3 7 

Contact 
T issa de A lwis 
General Manager 

MRB Hellas (Greece) 
Tel (301) 3625 801 
Fax (30 1) 3629 145 

Contact 
Eleni Vafiad i 
Research D irector 

Euroquest MRB offices 
A ust ri a 
Belg ium 
France 
Irel and 
Italy 
Netherlands 
Sp ain 
Sw ed en 

Winona 

Minneapolis 
Tel (612) 881 5 400 
Fax (612) 881 0763 

Phoenix 
Te l (602) 371 8800 
Fax (602) 943 3554 

Contact 
Simo n Chadwic k 
CEO 

Mando Marketing 

Sales promotion 

27 Faraday Road 
Aylesbury 
Bucks HP19 3RY 
United Kingdom 

(01296) 397077 
Fax (01 296) 394273 

Contacts 
A lan Selby 
Cl iff Ash 
Joint Chief Executives 

The Media 
Partnership 

Media buying and 
research 

TMP Europe 
147- 149 Quai de 

Stal ing rad 
92130 l ssy- le s ­

Moulineaux 
France 

(331) 4093 0809 
Fax (331) 4093 0872 

Contacts 
Mic hel Richardot 

C h a irman & CEO. 
TM P W orldwid e 

Guillaume May 
M anaging D ir e ctor. 

TM P Europ e 

Mendoza, Dillon 
& Asociados 

Hispan i c advertising 

4100 Newport Place 
Su i te 600 
Newport Beach 
CA 92660 
USA 

(714) 851 1811 
Fax (714) 851 2491 

Contact 
Robert L How ells 

CEO 

Metro Video 

Video and computer 
driven technical and 
creat i ve solutions 

The Old Bacon Factory 
57- 59 Great Suffolk St 
London SE1 OBS 
Un i ted Kingdom 

(0171) 928 2088 
Fax (0171) 261 0685 

Contacts 
David P acy 
Chairma n 
Geraldine S cher 
M a naging Dire c to r 

Other UK offices 

Metro Soho 
6 7 G reat Chap el S treet 
Lon d on W 1V 3 A G 
Te l (0171) 4 39 3494 
Fa x (0171) 437 3782 

Contact 
Mark Woodro ffe 
D irector 

Metro Anglia 
Tel (01223 ) 424 4 66 
Fax (01233) 4 2 4 396 

Contact 
Peter Noble 
M anag ing Director 

Metro Medica I 
Tel (0123 3) 42 4 4 66 
Fax (012 3 3) 4 2 4 3 96 

Contact 
Davi d N o ble 
Managing D ire c to r 

Horizon Video 
Tel (0181) 6 8 8 4430 
Fax (0181) 688 3010 

Contact 
Oavid M c Cieave 
M a n aging Direc tor 

Still Frame Video 
Tel (01403) 865 268 
Fax (01403) 865 2 6 9 

Contact 
S t uart Co lli s 
Managing Direc to r 

Millward Brown 
International 

Market research 

Olympus Avenue 
Tachbrook Park 
Warwick CV34 6RJ 
United Kingdom 

(01926) 452233 
Fax(01926)833600 

Contacts 
Oav id Jen k ins 
Group Chief Executive 
Ros i Ware 
Managing D irecto r 
Tony Cop eland 
Managing D irec tor 

International O pera-tio s 

Other offices 
Barce lona 
Chicago 
Connecticu t 
Frankfurt 
Hong Kong 
Lisbon 
Los A ngeles 
Mad r id 

Milan 
Paris 
Rome 
Toronto 

Oakley Young 
4th Dimension 

Point- of-purchase, 
graphic and reta il design 

Whiteacres 
Whetstone Business 

Park 
Whetstone 
Leicester LE8 6ZG 
United Kingdom 

(0116) 2750040 
Fax (0116} 2841015 

Contacts 
Ro b in Spence 
Chief E x e cu tive 
R ichard Ash 
B u s ines s Dev e lo pment 

Direc tor 

Ogilvy & Mather 
Direct 

Direct marketing 

309 West 49th Street 
New York 
NY 10019- 7399 
USA 

(212) 237 6000 
Fax (212) 237 5123 

Contacts 

Fra n k P arrish 
Presid en t & CEO, 

N orth A merica 
Tel (212) 237 6455 
Fax (2 12) 237 6 4 5 7 

Other offices 
A msterdam· t 
A thens 
Au c kland ~ 

Bangalore 
B angkok 
Barc elona "' 
Bruss e ls ( MDM) ~ 

Bue n os Ai res 



B u ff a lo * 
C algary 
Cali 
C a pe To wn 
Caracas 
C h icago 
Copen hage n 
Cora l Gables 
D u b lin 
E ind h o ven 
F rankfurt · 
Guayaqu il 
H e ls inki 
Hobart 
Hong Kong 
Is t a n bu l 
Jakar ta 
Joh annesb urg 
K uala Lumpur 
Lisbon 
Londo n · t 
Los Angel e s 
M adrid 
M ani la 
M ex ic o C ity 
Mi lan 
M on t evideo 
M o n trea l (A cadem y-Og ilvy) 
New York · (I nteract ive 

M arket ing D iv is io n , 
O&M Direct H ispana. 
Yellow P ages) 

O slo 
P a r is · 
R aleigh 
R io de Janeiro 
Rogdau (TAS Te lem a rke ti ng) 
Sa nti ago 
Sao Paulo 
S in gapore · 
Stockholm 
Sydney 
Tai p e i 
Toronto • 
V ienna 
Wellington 
Z urich 

• Includes Direct and 
Da ta consult o ff ices 

t Includes Te leservices 

Ogilvy & Mather 
Worldwide 

Med ia advertising 

Worldwide P laza 
309 West 49th Street 
New York 
NY 10019- 7399 

U SA 

(212) 237 4000 
Fax (212) 237 5123/4 

C ontacts 
Charlot te B eers 
Chairman & C h ie f 

Execu tive 
Tel (212) 237 7241 

Fax (212) 237 5753 

S t e ve Gold s tein 

Chie f Financia l Ofhc er 
Te l (212) 237 7680 

Fax (212) 237 59 17 

North Ameri ca 
Ogi lvy & Mather 

North A m erica 

W orld wide P laz a 

309 West 4 9th Street 
New York 

NY 100 19 - 7399 

USA 
Tel (212) 2 37 6629 

Fax (212) 23 7 4533 

Con tact 
Shelly Lazaru s 
Presiden t 

Europe 
Ogilvy & Mat h e r Eu rope 
10 C a bot Sq u a re 
C anary Wharf 
London E 14 408 
Uni te d Ki ngdom 
Tel (01 7 1) 345 3000 
Fax (0171) 3 45 9000 

Contact 
M ike Wa lsh 
C hairman. Europ e 

Latin Amer ica 
Og ilvy & M a t h er Lat in 

America 
A ven ida B ri g a d ei ro 
Far ia L ima 
2 000 B lo c o B 
7 t h F loor 
0 14 5 2-002 S ao P aulo 
Brazil 
Tel (55 11) 815 1066 
Fa x (5 5 11 ) 8 15 6528 

Contact 
Flavio Correa 
Presiden t 

Asia Paci f i c 
Og ilvy & Mather 

A sia P aci fi c 
Mou nt Pa rke r House 
7 t h F loor 
Ta ikoo Sh in g , Hong Kong 
Tel (852) 884 8301 
Fa x (8 5 2 ) 885 3510 

Contacts 
Rod Wright 
C h a irman 
Francois Tiger 
P resident 

O&M Worldwide 
Executive Committee 
C harlotte Beers 
Chairman & Chief 

Ex e c utive 
Flav io Correa 
President, Latin America 
Shelly Lazaru s 
President, North America 
Steve Goldstein 
Chief F inancia l Officer 
Kelly O ' Dea 
President, Wo rldwide 

Client Service 
M ike Walsh 
Chairman , Europe 
Reimer Thed ens 
C hairman . O&M D irect 

Eu rope 
Rod Wright 
Chairman, Asia Pacific , 

O&M D irect 
N orth America 

Ogilvy Adams & 
.. Rinehart 

Public relations 

708 Third Avenue 
New York 
NY 1001 7 
USA 

(212) 880 5200 
Fa x (212) 370 4636/ 

(212) 370 4456 

Contacts 
John M a rgant is 
P resident & CEO 
e - rn a il : 
650 - 8360@m ci rllail .c om 

William Chess 
COO & CFO 

Other off ices 

OA&R Chicago 
6 76 St C lair 
S ix th Floor 
C hicago 
Ill ino is 60611 
USA 
Te l (31 2) 988 2684 

Contact 
Marilo u von Ferste l 

OA&R Los Ange les 
11766 Wilsh ire Blvd . 
S uite 900 
Los A ngeles CA 90025 
USA 
Tel (31 0) 996 0600 

Contact 
Mark Grody 

OA&R Washington 
1901 L S t reet NW 
Su ite 300 
Washington D C 20036 
U SA 
Te l (202) 4 66 7590 

Contact 
M a rc ia S ilverman 

OA&R Brussels 
R ue du Chatela in 25 
1050 B russels 
Belg ium 
Te l (322) 6 4 0 01 70 

Contact 
Matthew A nd erson 

OA&R London 
Chancery House 
Chancery Lane 
London WC2A 1 QU 
Un ited K ingdom 
Te l (0 171) 4 04 349 4 

Contact 
Fiona Dr iscoll 

Ogilvy & Mather 
Public Relations 

6th Floor 
WISMA MCIS 
46200 Petaling Jaya 
Kuala Lumpur 
Malaysia 

(603) 756 9066 
Fax (603) 756 2821 

Contact 
Steve Lyons 
C hairman O&M 

Public Relatio ns 
Asia Pacific 

Other offices 
Braz il 
France 
Hong Kong 

Ireland 
Spain 
Ta iwan 

Pace 
Communications 
Group 

Marketing of real estate 
and a ll ied indust ries 

4 85 Fifth Ave n ue 
New York NY 1001 7 

U SA 

(212) 818 0100 
Fax (2 12 ) 81 8 932 0 

Contact 
M ilton F Bag ley 
Chairman & CEO 

Other contacts 
Ric hard Nulman 
Presiden t & COO 
Sean Grimes 
Executive Vice President 
Steve Erenberg 
Senior Vice President! 

Creative Director 
Fred Rosenberg 
Directo r o f PR 
Joel C antos 
CFO 

Primary Contact 

Business-to-business, 
f inancial and corporate 
advertis ing 

20 Soho Square 
London W1 V 6AU 
United K ingdom 

(0171) 437 4947 
Fax (0171) 437 5057 

Contact 
Ke ith Dunnell 
M anaging Director 

Promotional 
Campaigns 
Worldwide 

Sales promotion, design, 
promotional advertis ing , 
t r ade market ing and 
direct marketing 

Forest Lodge 
Westerham Road 
Keston , Kent BR2 6HE 
United K ingdom 

(01689) 853344 
Fax(01689) 860614 

Contact 
M ike Dolb y 

COO Worldwide 

D eb bie Smith 

M O& Dep uty Chairman, UK 

Other offices 
Amsterd am 
Ban galore 
Barc elona 
Bom bay 
B russels 

Fra nkfurt 
Houston 

J ohannesb urg 
Milan 
Mont evideo 

N ew York 

Paris 

S ingapore 
Toro nto 

RTC Direct 

D atabase marketing 

3050 K Street N W 
Suit e 200 

Washington DC 20007 
U SA 

(202) 625 2111 
F X (20 2 ) 424 7900 

Contact 
M ic hael N G raham 
M anaging Partner 

Research 
International 

Mark et research 

6 / 7 Grosvenor Place 
Lon don SW1 X 7SH 
Uni ted K ingdom 

(0171) 2351588 
Fax (0171 ) 235 0202 

Contacts 
P h ilip Barnard 

Group Chairman & CEO 
J on W ilkinson 
International Marketing 

Direc tor 
Roger Banks 
Director Customer 

Sa tisfac tion Research 
M artine Th iesse 
Director RI Qualitatif Paris 
(see France for contact 
numbers) 

Other offices 

Austra lia {Sydney) 
Tel (612) 922 5622 
Fax (6 12) 922 6255 

Pete Evans 
Managing Director 

Belg ium (Brussels) 
Tel (322) 735 61 40 
Fax (322) 736 631 7 

G eorge Assenheim 

Managing Director 

Brazil (Sao Paulo) 
Tel (5511 ) 851 5811 
Fax (55 11 ) 280 0330/ 0031 

Nelso m Marangoni 
Managing Director 

France (Paris) 
Tel (33 1) 4584 3434 

Fax (33 1) 4585 6518 

Laurent Guillaume 

Chairm an 

Germany (Hamburg) 

Tel (49 40) 4411 90 

Fax (49 4 0)44119130 

A st rid Cari-Zeep 
Chairman 

Gr eece {Athens) 
Tel (30 1) 775 3001 

Fax (30 1) 779 5886 

Lena Lambropoulou 

M anaging Director 
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Rl Advertising & Media 
Dave Phillips 
Director 

RINPD 

Julian Bond 

Managing Director 

RI Qualitative 

Finola Gowers 

Jane Gwilliam 

Julia Kaye 

Directors 

Research Resources 

David Cahn 
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Roger Cormack 
D1rector 

USA 
205 Lexington A 1enue 
r e11 'l'orv 1 ( 10016 
Tel (212J 679 2500 
Fa/ (212J 679 0616 

Sir on Chad 11ck 
Chairman 8 CEO 

New York d iv is ions 

RI C u stom er Research 

Rolf Wulfsberg 

President 
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Othe r c ontacts 
William E Timmons 
Chairman Executive 

Committee 

Vice Presidents 
William H Cable 
Mary A Sidley 
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Competition intensifies 

A switch back to advertising? 

In 1994 there were some signs of a shift in marketing 

services expenditure back to media advertising. 

lt is too early to say whether this represents a secular 

shift in client thinking, or a short-term change 

reflecting the increased difficulty of reducing costs 

and a consequent shift in attention to the top line and 

market share. Undoubtedly though, it reflects fiercer 

competition and the growing need of marketing 

companies to differentiate their products and services. 

Low population growth 

Low rates of population growth, particularly in the mature 

markets, make it difficult for companies to achieve their 

stated goals of increases in profitability or earnings per 

share of So/o to 10o/o per annum. 

Improved communications and free trade 

Improved communications, both physical and electronic, 

ha e made it easier to compete and to cross borders. 

Ho ever arguably the single most important contributor to 

increased inward competitive activity has been the creation 

of free trade areas throughout the world. For example, 

economic advance in South America have been fueled 

by the low ring of trade barriers, with Chile, Mexico and 

rgentina the major beneficiaries. Given economic 

fundamental the recent events in Venezuela and Mexico 

repre ent buying opportunities and not a time for panic 

elling. Similar free trade zones are being built throughout 

the world in orth America, Europe, and Australasia. 

Technology transfer 

Ea ier tran fer of technology has not helped clients protect 

their competjrive po ition. In most industries-detergents, 

credit card , computers, automotive- it is increasing! y easy 

t replicate technological developments. Lead times for the 

introducti n of new products have been severe ly curtailed. 

In a c mpJex a business as the aut mobile industry, 

pr duct introduction periods have been reduced from seven 

t three years and in me ea e t 18 months. C lients no 

longer have the luxury of experimenting with production 

techniques r regiona l test marketing. The speed of 

c mpetitive re p n e demand in tant acti n. 

ne of the danger of thi increasingly competitive 

e vir nment i that mistake , which will inevitably be made, 

will make clients m re and more ri k aver e. High flyer 

h hift p iti n every three yea rs, are anxiou not to 

di turb their pr gres and may c ncentrate on nlatntaintng 

rather than chall enging the tatu qu . 

ea r of fa ilure and pun i hment of fa iJur may lead to 

cxces ive conservatism . 
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Growing retail power 

The gro\ving po\\Tr ot rcLlilcr-., ~1nd their incr asing contr 

of di tribution is a n1ajor con~idcr~1rion for n1any pack o 

good rn3nufacrurcr -., . .\ L1ny rL'Lli lcrs h ;.l\ c e tabli h d th i r 

own labe l or s tore hr~1nJ~ ;l~ quality brands in rh ir 0 \\11 

right. A rct3iiL·r~ ha\·c c<>nccntLHcd on in1provina quality 

and e tabli hing different hLliH .. b ;.lt different price p int 

they h 3 v c b cc o 111 c s i g n i fi c ;_ 1 n t I y r 11 o re c o n 1 pc r i t i v e - a t re n 

he! ped by the aggrcssi \T pricing po I i c i L'S of branded aood 

manuf3cturcrs. Thc~c hc ;.1 \ · ~ · prL·rni ;.l prices \Vere u ta1n 

in the h i g h c r i 11 f L:n i o 11 ;.1 r y t i 111 c-., of t h c I 9 S 0 s., h u r ha' b 
c rue I I e x p os c d i 11 t h c d c t L 1 t i on ;.1 ... y L- o n J i t i on s of the 19 9 

Marlboro friday and Rupcrt .\lurdoch's aggressive pric -

cutting (perhaps influenced hy his dirL·ctorship at Philip 

M o r r i ) a r c c x 3 111 pI c s of p r i c i n g d i f f e re n cc s developed 

between brand~\\ hich could not he justiflcd by the va lu 

de I i v e red a n d vv h i c h h ;.1 v c he c 11 n: \ ·t: r s c d . 

Intere s tingly, in the context of the gro\vth of th n v 

interactive mcdia, it has hccn rcL1ilcrs suc h ;.1 Lands End 

and Eddic B3ucr \vho have rc;.lctcd n1ost cnthusiasticall .. 

to using TV, telephone ;.1IH.i PC :- h;.lscd technology to r h 

the con uincr . . Vlanufacturers \vi ll undoubtedly follo\V 

them and have ~~11 re 3d v he e n in vo h -cd in son1e of the horn 

shopping ex pc r i 111 c n t s I a u n c h c d h y Shop pc •-Vis ion and 

Peabod in the US. 

New competitors emerge 

1 

n 

It is not only pack3ged goods corn pan ies \v hich are facin cr 

increas d competition. In n1;.1ny scctocs, new and innovari,­

competitor a re cn1c rgi ng, u sing st rong hr<1nd names and 

value-based product. to pcncrr~1tc cst<.1hl ished n•·::trket . 

For ex a m p l e, in f1 n an c i a I 111 a r k c t s we h a v e seen Genera 1 

Motors, ford 3nd AT&T crncrgc ;.1S potent force in rhe 

US credit card rn arket, w ith Virgin ;.lrH.i Marks & Spen r 

establ is hing thcn1selves as unit trust pn)\; iders in the U 

Stable growth and low inflation 

These trend s - I o w pop ul a t i on g row t h ., ~H.:l van c s 1 n t c h n 1 

and c o 111 m u n i cat i on s, t h c d c v c I o p n 1 c n t of free t r ·:1 d a r ·1 

the ease of t echnology tran s fer., the growing po\-ver of r c1il 

and fie r c e r c o m pc t i t i on - h ~1 v e h cc n s h ~ 1 r p · ne d b y the l o \1\ e r .. 

less inflationary growth of the I LJLJOs. 

ff, and it is a big if, govcrr lnl cnts c~1n rcfr <.1in fron1 prin1i 

th e econon1ic pun1p just prior to gt'ncr t.ll elections., ir i lik "l : 

that stah lc, low intlationar~· gro'A·th tnight continu . Th s 
. 

are condition"> which IlL.lll\ . L· li ctlt"> t-lnd diffiL·ult to op r ·1t" n 
. . 

and one..., in whtch it j-., diffiL·ltlt to p .. 1s:-. on prtL·t tncr" ·l s r '! 

th e co nsun1c1·. 

1--lowl:'vcr c en tf thL· ti1LLIIllhL·nr .ld tTlini stLltion -- on l: L t , 

s i le..., of the ArLuHiL L,ltltlcl t I"L''->1'->l rh~.. · ut-g L' tn stiTnu l·ltl 

the <.:TOllOlll\. h\· Jnfl.HJ()!Llr\ L1' l·urnng in 1996 ·1n i J<- . . 
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Population growth by regi o n ( 0/o) Potential consumers in emerging markets (m) 
era e a n al ro , th - :" .?C J 
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1 t 1 s c e r t a i n t h a t c o 111 pc· r i r i ' · c p r c· " -.. u r L' ~ '\ · i 11 i n r c n -i f ~ ·. 

If market i n g c o 111 p a n i c ~ h ~ 1 ' · L' f () u n d i r i 11 c re..:· a s i n g I y d i ff i c ul r 

to compet in the L1 s r 10 ro 15 \T ~1r-... ir i~ likch· that the\· 

\Vi)) find it ev n n1orc diffic·tdt in thL· IlL' :\:t 10 ro 15 , ·car - a 

the speed of r c c h n o I o g i c· ~ 1 I L. h ~ 1 n g L' g r <> '' · -.. c :\: r <> n c n r i ~1 11 y 
and new and tougher c<>Illpc·titor-.. L' lllL' rgc. 

Geographical expansion 

W ith th e incrca ingly c<>IllJ'ctiti\ ·L· h ~1ck: grounLL it is c~1sy to 

e e \ V h y o m a n y c I i c n t ~ ~ 1 r c h r o ~ 1L k· n i n g r h c g cog r a rh i c has c 

of t h e i r ope r a t i o n s . A I t h o u g h . ) c ) ~ · c· .1 r ..., o r ~ o ~ 1 go 111 ~ 111 y U S­

based companies hclie, ·c d rhc·I n~ch · c·~ to he n1ultin~Hion~1l. 

it is really only in the L1~t fc·,, · ~-e ~1r~ th ~H thL· ~ · h ~l, . L. rrul~ · 

become so. Th e re arc so n1c· rh~H -.;rill h ~ l, . L. ~1 long ,,. ~1~ · ro go. 

For exa mpl e, although H0°o of ( : oL· ~1-C : oL1·~ ~~11L·s ~liT outside 

the US, only 20(Yc ) of Peps i-C :oL1·-.. ~1rc. IIL'llL·L· the signihc1nt 

marketing in vcs tnlent h~ · Pcp~i in I . ~Hin .-\n1cric~1, Europe 

and Asia Pacific o ve r the L1~t ,.L.~lr. 

As a re s u I t , d u r i n g t h e h c ~ 1 r t o f r h L' re c· e n t r L' c· c ss 1 o n 1 n 

1990, 1991 and 199 / ., gro\\·th in 111 ~1rkL·ring ~L'r\ · ic·cs in the 

A ia Pacific and Latin r\nlLTic· ~ul 111 ~ 1rk:crs L·ontinucd ~H double 

digit rates. Such grovvth h ~1~ hccn llL1inL1inL·d during the 

recovery of th e n1orc n1 ~1turc n1 ~1rkers of ~orth A1ncric~1 ~1nd 

urope which ha ve large!~ · hccn e:--.:porr - k·d . .\lore rcc·ently, 

C hin a , I n d i a a n d V i c r n ~ 1 111 h ~ 1 ' ·c j o i n e d 1 ·~ 1 i '' · ~ 111 , 1-h ~1 i L 1 1 H. i, 

Indon e ia and MaL1\·si~1 ~1-.. e:".:p~1nsion nLlrket s in .-\si ~l P ~H.· itlc, 

a w i 11 My a n n1 a r w i t h ~ 1 p p r o :\: i n L 1 t c I ~ · -+ 5 111 i I I i o n p L' o p I c . 

imilarly in Latin An1cric~1, ,\lc:".:ic·o., , \rgL·nrirLl ~1nd. \Tr~ · 

recently, Colombia ha ve joined Br ~1zil., ( :hik' ~1nd \cnczut:L1 

a growth marke t . 

The argunlents for orrortunir~· ~lrC s inlplc·., huilt ~lround 

the con um e r n ee d s of n1 ~1...,~i'-e popul ~Hions- c : hin ~1 \\ ' ith ~1 

P puiation of 1.2 hill ion~ Indi ~ 1 ,, ·irh ~ 1 popui ~Hion of o\·cr SSO 

milJion; and Central ~1nd F~1...,rcrn FuropL· ,, ·irh ~1 popuLnion 

of ver 385 million. J>rogrc~~ in ( ~ cntL11 ~111d F~1stcrn Furope:111 

markets h as h e en c h cc k c d h \ · p o I i t i L. ~ 1 I i n ~ L 1 h i I i t ~ ·. ,-\ ~ ~ 1 re s u I t., 

ignificant progres~ ht-1~ hccn li1nitL·d t<> the ( :zcL·h Rl·puhlic·., 

SI vakia a nd Hungary, vvith .1 roc1l popuLui()n of :-,on1c· .26 

m.i lli nand to Poland vvith ; l popul ~nic>rl c>f ~1hour .)S n1illion. 

T h e re arc sonle ~ign~ of inc·rl',l">l'd IL'\ · cl~ of clL"ti\ ' Jty in 

1995 in e ntral '=tnd Ea~rcrn Ful-<>pL·., hut thL· fc1~tL·~t grt)\\ ing 

r e ion will continue t<> he tho~L· of : \~i.1 P,1L· iti~._· .1nd 

Latin A me r i c a , i n t h ~ H <> r d c r., u n r i I J' < > I i r i L . < 1 I ~ L 1 h i I i r ' .111 d 

infra tructure d cve lorrncnt illlJ'r<>' l '. RL·c·L·rH .1r1d ,, .L·k ·nlllL' 

P litica] change..., in <-,outh :\frt L .. 1 .ltlll J .... r.ll_·l h ,l, .l . . 11...,() rL·-.,ultL' i 

in increa in g attcntio 11 hL·tng p .11d t<> rhl· httgl· Jl<>tl·rni,ll 

of f r i c a w i t h o v c r () () ( ) 1 n , lit , > 11 11 l ' ( > 1 1 ll · . 1 1 1 d 1 h l. .\ l1 l kIll · I · , 1 " r 

ith tnor· than!)() 1ntll1c>J l . 

c; j V c n c () 11 r j 11 Ll c d p () , , r i l. ' l I I) r ( ) ,1 I r l . " .... I I I .... lj l 11 I l ' I I l h .... I h lv 

hatth se area~ of rh c \\ c>r ll l ",11 ~._c > tll llt ' tl · "11h JlltlTl''-l 111 

· ;cJ tra J and Ea ~ tc rn F u re >pt ·. 
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Internationalisation of multinational companies: 
sales outside home market ( 0/o) 
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The fall of communism has also stimulated these emerging 

markets. For example, Vietnam with 70 million people has 

altered its constitution to embrace capitalist methods of 

production and distribution and it offers a marker 

significantly bigger than either Spain or Thailand, both of 

which have been amongst the most rapidly growing 

advertising markets in the recent past. At the san1e ti1ne 

governments throughout the world, whether capitalist, 

communist or socialist, have expanded the private sector 

through privatisation of significant sectors of the economy 

in an attempt to reduce national debts and pub I ic deficits. 

This has provided major opportunities for attractively­

priced investment by clients in many industries including 

natural resources, transportation, telecommunication 

and media. 

Client strategies 

Most clients still commit themselves to growth targets 

of 5o/o to 10o/o per annum in profits or earnings per share. 

Given rates of population growth and GDP that are 

significantly less than this, particularly in the mature 

markets, there are three strategic options to explore which 

tend to vary with the state of the economic cycle. 

Cost cutting 

In an economic downturn marketing companies attentions 

turn initiall y to cutting costs and increasing focus on core 

activi ti es. At the beginning of this process there are 

ignificant economies that can be generated and significant 

improvements in returns that can be made by cutting out 

peripheral operation . With the development of technology 

there will probably continue to be opportunities to continue 

to lower cost through down-sizing, delayering, outsourcing, 

pr cess re-engineering r whatever oth e r buzz word is in 

v gue. Increa ed competitive pres ure will den1and it . 

H wever, there appear to be dimini shing increm ental 

return from uch activitie , the principal gain having 

a lready been made. 

Acquisitions 

A c ncern ab ut c t tart to recede and perhap a 

b red m factor tar t to operate, chairmen and chi ef 

executive fficers tart to examine ex pan ion opportun iti e 

enc uragedby lowe r c ·t of capita l,lowe rinte r t 

rate and i1n prov in g equit y mark t s. Ce rt a inl y, ] 990, 1991 

and J992 we re year when c li ent fo cu ed heavil y on 

interna l rganjsati on an d impr v ment . ln 199 3 and 1994 

t here eem t have been a ' ignifi can t inc r a 111 

acquisit i n act ivity. 
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American mergers and acquisitions 
completed (USSbn) 

300 

250 

200 

150 

100 

50 

0 1984 1985 1986 1987 1988 1989 1990 1991 

Leveraged uyou ts 

Worldwide marketing services 
expenditure 1994 (US$bn) 

Ill ()[llt ' l 

~ 

'" ,_ 

1992 1993 1994 ,_;;::; 

Rest of 

USA UK France Germany Japan World Total 

Media advertising 
. ... : i' ,() j ~ . 1 ·' 

Public relations j ; ' 

Mar'ket research 

S pecialist communications: 

r.,raphtC'3 f. de tgn 

rv.-r: • uc & mot1 ?!!tOll 
' t 

f , 1 I I . ' , 

I 
I 

Tota l 
I I 

I 401.7 51.2 · 25 . 7 42.4 

'-1 . ! 

84 . 5 

L l . l J..'::'> () 

_., . 1 

... : / 

~ -
~ :;. 

'~ ' 11 : ~ 
~ .:: 

- -
I 

- J, .;: ..... 

. ,~l ' ~ -~ 

' -::- ....: - ";:: 
1t ::::: 

I --- .-
', ;:: . 

:: 1: 
210.0 1815.5 1 ;;. -
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One of the more puzzling aspects of this period has 

been the fact that acquisition pricing has remained relatively 

unaffected b) the vagar ies of supply and demand or the 

state of rh financial Inarkets. Price-earning multiples and 

multiples of sales paid seemed to fluctuate very little 

throughout the c cle. Perhaps this reflects the scarcity of 

and alue placed on established brands and the cost and 

difficulty of establishing new ones. 

Revenue growth 

As grO\· rh prospects start to improve in the economic cycle, 

increasing atten tion starts to be focused on revenue growth 

and the top-line. Hence the geographical expansion noted 

before and perhaps the reason why media advertising started 

ro pick up during 1994. 

B. and large, product and service differentiation is 

becon1ing tougher and the skills and talent of marketing 

services con1panies n1ore important as a result. Revenue 

growth can be stimulated by geographic expansion 

domestically and internationally. Manufacturers will 

increasing! look for technological advantages no matter 

how transient or temporary. Ser ice will becon1e an 

increasingly in1porrant discriminator, especially with the 

d ve lopn1ent of n1ore direct communication. A one-to-one 

relationship through interactive communications will enable 

marketing cotnpanies to better reach and understand their 

customers and differentiate themsel es more effecti ely. 

The demand for 
marketing services 

Worldwide rnarketing ser ices expenditure reached 

$815.5 billion in 1994. The two biggest m rket segments 

were 'NOrth over $628 billion between them. 

Media advertising accounted for almost 40o/o of the 

total and promotion for 37°/o. 

Everyday low-pricing 

The protnotion figure is a little misleading as it includ both 

trade pro1norion and consumer prornotion. In th r word 

it includes the costs that manufacturers incur in ecunng 

distribution for their products at both wholesale and r rail 

leve ls. Cos ts such as tr·ade discounts slotting llowan and 

trade pron1otions are included in thi fi ur . In th 1. t 

couple of )ears son1e 111'1nuf turer h·a e tart d t u tt n 

the \,visdon1 of pouring incr a 1ng amounts f mon 

into tr-:1de prornoti n to ·ur h lf-sp ce. Thi n rn 

w ·1s heightened by the realisari n th, t n1uch pr m tl nal 

·1cttv1t 'v\ as he·a il pnce- n ntated it did littl r 

ncou rage brand lo ··1l ty. I ncr a e in n1ark t shar er 

tetnpora ry. H enc e the developtn nt f -calle r rd·a 
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I '- -prtctng n1arkcring stL1tegiL'S~ ,,·here pnccs ,,·ere n1ore 

stable and trade support \\ · ~1~ n1ore rL'Strictcd. 

This 1110\e in pron1otion~1l pLlctiCL'S h~1s resulted 111 Inore 

strategic' pron1otion ~1l ~lcti\ · ity ~1nd ~1 shift in n1arkcting 

expenditure fron1 hclo\\·-the-linc to ~1ho\-c-the-line 1nedi~1 

advertising . It n1ay~ to sun1c e:--..:tcnc c:--..:plain the recent 

increa e in nct\vork tclc\ · i~ion ~1Lh· crtising in n1any c ~uegone 

Fear and the short-term outlook for 

marketing services expenditure 

Marketing cr,·iccs c:--..:pcndirurc is dctL'rinincd by t\Yo key 

factors - con u n1c r c :--..: p e n d i r u r c a n d c o r p or arc pro h tab i 1 i t y. 

Given the outlook for hoth f~1L·tors, I <J95 \Yill probably e 

a similar inct-easc o\·er I 'J<J-L ~1~ 1 <J9-t s;.1\\. o\·cr 1993-

approxinlately 5c_x , in non1in~1J tcrl11S or 1°o to /( ~ o in re~1J 

terms, p e rh a p s 111 o r c . T h L' s t r on g c r g r o \' · t h r ~H c r c tl cc t s 

increased levels of acti,·ity in the US ;.1nd ( _ontincntal 

Europe, and continued gro\\·th in , \si~1 P~H.:ihc~ L.uin A.n1eric3 

and, perhaps surprising ly, thL' LJK. 

Whil t the s e gn)\\·th rates <1rL' rc~1son;.1hlc theY ~1re 

certainly not spectacular ~11H.I nor on ~1 r~1r ,,·ith the 1980 

They seen1 to reflect the considcL1hlc le\·cl of fear and 

uncertainty of uncn1ploynlcnr th<H <lffects both consun1er 

and manager . This, in turn, is rct1cctcd in their 

unwillingne s to n1akc suhsL111ti ~1l <1nd L·ontinued 

commitn1cnts to c:--..:pcnditurc. 

In an en vi r on 111 c n t o f I o \ v i n t L 1t i on ~ r i g h t 111 one t a r~ p o I icy 

and higher than usual un c inploynlcnt , this n1 c.1y per ist. 

However, the re is 3 ~ignificant chc.1ncc rh~u the~ oliri ·,11 ' VCI 

w ill override long-tcrnl ccononliL· considcr~Hions. 

1 n 19 9 6 the re w ill h c a LJ S P r c s i den t i < 1l e I cc t i on ~ and l 9 9 6 

or 1997 will ._cc a gencr~1l ck-ction in the LJK. Already both 

administrations are trying to stin1uL1tc the feel-good factor 

by reducing taxation. 

If they continue to introduce these policies and intens ify 

rh m inflation will ccrt <.1inl~.- inL-rc~lsc the gnn-vth rats of 

marketing service~ expcnditui-L'~ in I YY6 '-1nd I tJtJ 7, hut r..11 s e 

rhe pectre of another hard L1nding later on in 199 7 

and 199B. 

The two long-term trends in the 

marketing services industry 

W PP c e I e h r a t e ~ i t ~ t c n r h , 111 n i \ T r ~ ;. 1 r y ~ t '" · o I o n g- t e r n 1 

tr nds arc eve n n1orc <-1PP <1rcnt r()d~1~ · than 10 ~ · t'<-1rs ago. 

Fir t, non - nlcdi ~ 1 n1~1rl..:cring '"-lT\ iL· l·~ L' '\:pl. . .'llditurc 

con t i n u e s to g r o"' f ~ 1 ..., r c r r h <.111 nll, d i '-1 , 1 Lh · c r t i s i n g . I n r h c 

1 9 7 0 an cl e a r I ~~ I Y ~ () -._ ~ 1 n c d i , 1 i n t L H 1 o n o u r s t r i pp c d g c n t r ·1 I 
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' 

the COJllllli'-.'-.ion ....,, . ...,t c 1n. 1nL f"L ' ,l...,lll~l~~ L·l1c..' IH..., hl·~~1n ro ~ 

Key indicators ( 0/o) 

United States 

Re I GDP gro 11 

Co su er 

Cc or e ro 1 lit 

United Kingdom 

R al G P o th 

Con sur 

ro 1 a tlt t; 2 

Continental Europe 

R ~ I GO ro t 1: 

G r 3n 

rnnc 

I ~ I 

• tn 

Latin America 

' en, 

11 

lam' 

p r 

Asia Pacific 

R I GOP ro th : 

us ralt 

C n a 

In 1 

lndon sta 

J n 

1994 

.0 

3 .5 

.5 

3 .8 

3 .8 

15.0 

2.5 

2.3 

2.4 

2.0 

- ·0 

6 .5 

S.u 

-1 .5 

5.7 

3. 

.9 

5 .5 

.8 

0. 

8 . 

.3 

8.0 

6. 

8~ 

1995 

3 .3 

2.9 

6.9 

3 .2 

.2 

1 .2 

3 . 

3. 

2.9 

2.9 

2.9 

(1.6) 

. 0 

6 .0 

5.9 

(2.7) 

.9 

9 . ..l 

5.7 

7. 

.8 

8 .3 

3.9 

7. 

6 . ~ 

8.5 

8 . ~ 

Industry issues 

1996 

2.3 

2. 

3 .8 

2.8 

2.6 

8 . 

3.2 

2.8 

2. 

2 .8 

2 . 

3 .3 

0.6 

3 . 

6.2 

5.2 

( 1. 7) 

4.5 

3.7 

n/a 

na 

6.8 

7.8 

.5 

6.7 

6.4 

n/a 

US consumer-goods firms' marketing spending 
o al 

100 

80 

60 

40 

0 -j 
1981 1984 1987 1990 1993 

I !::: 
j 2 
1-r. 

5 



Industry issues 

question the alue and effectiveness of media adverti tng 

and, in particular, television advertising. 

In the 1990s wi th general price inflation under greater 

control and clients experimenting with alternative f rm 

of agency remuneration, they have diverted a greater 

proportion of their marketing services budgets to alternative 

means of communication such as direct marketing, id entity 

and design, audio-visual and specialist c JTI m un ication . 

Secondly, marketing services expenditure i grovving 

faster outside the US than inside. Greater inward and 

domestic competition in mature tnarkets, greater free 

trade impro ed technology and communications, easier 

technology transfer, all encourage exploration of new 

markets. O ver the last decade Korea (now the second larges t 

ad ertising market to Japan in Asia Pacific), Taiwan, Hong 

Kong, Singapore, Thailand, Indonesia and Malaysia in Asia 

Pacific, and Mexico, Chile, Argentina and Venezuela in Latin 

America have become important markets. India, Vietnam, 

China and Colombia are now following with South Africa, 

I rael and the Middle East not far behind. 

Ad ert ising and marketing services expenditure as a 

percentage of GDP and marketing expenditure pe r capita 

are at considerably lov.;er levels in these faster growth 

markets. The balance of this growth is likely to be skewed 

t A ia Pacific and Latin America as governments are n1ore 

table and welcoming, rather than Central and Eastern 

Europe which continue to be constrained by a lack of 

p litica\ ta ility and infra tructure. 

Faster growth in non-media advertising (1984:100) 
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Threats and opportunities 

Organisational structure: 

the imperative for change 

The perception is th~H people in marketin~ sen·ices and 

advertising are \Try ~1Lh-enturous ~1nd on the cutting edge 

of youth culture and trends. In truth, \H' are probably more 

conservative than inH·stmL·nt h~1nkers, ~1ccountants, lawyers 

and actuaries . (;iven their history, our specialist companies 

tend to be organis~Hionallv tLH ~md process-driven. But whilst 

our clients have been m~1king si~nitlcant organisational and 

structural changes and with it signitlc~mtly reducing their 

headcounts, advertisin~ and public reLHions organisations 

remain relatively untouched and unaltered. 

Advertising agency structures are much the same as 

they were 80 years ago. In some c~1ses the only difference 

is that today's creative dep~Htment w~1s called the editorial 

publicity department. It seems difficult to believe that the 

vertical silos that dominate a~ency structures can be the 

best way to service clients whose own processes have been 

so horizontally re-engineetTd . 

One of the advertising industry's strongest features is 

that it watches client changes \Try ccucfully and it's dear 

that the single most common fe~Hut-e of client activity is a 

trend towards greater co-ordination of their activities. 

This is not, by the way, in contlict with the current 

fashionable ideas of greater decentralisation, autonomy 

or empowerment. What it SL'eks to do is maximise the 

economies of learning and bLmd investment. It makes little 

sense for different parts of an 01·g~1nisation not to share their 

experience or knowledge. Historic1lly country management 

structures have made it more difficult to share these 

thoughts, and as a result clients have moved to product or 

functional structures on a worldwide or regional basis, 

particularly in mature markets. Whether clients believe this 

to be the best thing to do because they will be more effective 

or because competitive ptTssures are forcing them to reduce 

costs in this way, the net effect is ~1 much more horizontal, 

process-driven c I ient. 

Faced by cli ents co-01·dinating themselves more 

effectively on a global, multinational, regional or brand 

basis, agencies will have to examine ~1nd .. ·hange their 

structures. What it will require is perhaps the qualities and 

application of the long gone organisation and methods 

departments which critiL·allY examtned how jobs were done 

and departments orgJniscd. It is ~1 pit~· that experiments in 

agency organisation to LLHc h,1 \"L' not bt•en well received or 

executed. Cluster experiments where vertic,11 departments 

are abandoned in favour of horl/ont~11 client-based tt.>ams 

of experts have hee n unst~<.: n·~sfulh tntrodu,:ed in two non­

WPP agencie!> in New York. Intriguingly, the bster growth 
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markets of Asia Pacific seem to be less conservative. 

One non-WPP agency in Thailand has recently totally 

re-organised itself horizontally on a brand basis. These 

experiments will have to be revisited. 

Within WPP, both]. Waiter Thompson Company and 

Ogilvy & Mather Worldwide have begun to experiment 

with information technology-led attempts to improve their 

internal processes and methods of client interaction. 

We must now build on these and significantly expand their 

scope. Such analysis and change has been accomplished in 

other professional services businesses, such as banking, 

where significant organisational change has been affected 

by using talent within the organisation itself to develop 

improved methods and implement change. 

To some, particularly in the creative departments of 

advertising agencies, these thoughts might seem a long way 

away from the creative process. However, unless the organi­

sational structure is improved by making it more responsive 
h · I we 

to our consumer our clients and hence more onzonta 

will continue to :nvest and s~end resources in areas which 

hinder rather than speed the creative process. Some clients 

have even expressed the view that in-house agencies respond 

more quickly and more effectively to briefs than full-service 

out-house ones. An improvement in organisational structure 

offers the opportunity to respond to the increasingly 

competitive environment that our clients face and hence 

become faster, more focused, friendlier, more flexible and 

fitter- to plagiarise Professor Rosabeth Kanter at Harvard 

University Graduate School of Business Administration. 

This was the real message behind CAN.s wresting of the 
· h tCAA Coca-Cola account. The apocryphal story IS t a 

presented 20 ideas to the client with three people, and its 

competitor presented three ideas with 20 people. 

One of the implications of these changes will have to 

b . f ·es organised e a contmued movement away rom agenCJ 

along purely geographic lines. Traditionally agencies were 

organised by geography first, function second and client 

third. Increasingly it is the other way around- client first, 

function second and geography third. Both J. Waiter 

Thompson Company and Ogilvy & Mather Worldwide 

now give as much weight to global directors in charge of 

key multinational accounts as they do to regional directors. 

The path to the top at an agency will continue to be 

through broadened client responsibility as well as enhanced 

geographic responsibility. 

Agencies can help themselves by setting up client­

based profit centres where worldwide client profitability 

is analysed and agency personnel have a matrix of 

responsibilities often with three bosses- client-based, 

functionally-based and geographically-based.-+ 
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Big or small? 

Related to organis ~1tion;1! ~rrucrur~·s t~ the is s u~· of the likeh 

tructural de,-clopnlcnt of thL· 11L1rkcring scr,·icc s indu try. 

\V i 11 I a r g e a g c n c i c ~ do 111 i n ~ 1t L' rh L' i n d u s r r y, \' · i t h rh e i r breadth 

f geographical co,-cr ~1gc ;1nd co -ordin ;Hion s trength s ? 

Or \vill maller ;.1gcncie~ ,,·irh thL·ir grc ;.Hcr tlc~ihility ;.1nd 

r p on i v c n c · s an d h ;.1 r ne~~ i n g o f n L' ' ' · t cc h nu I o g y p n n · id c 

clients \Vith the crL' ;.1ti\·L· output th ;.H they rL~ quirL· <1nd 

outn1anoeu re the L1rgc ;.1gcnL· iL·~? ()r ,,·ill L1rgc and s n1all 

agenc1c co-exi · t s ide-h~·-~ide, thL· L1rgc agL·nciL~s rending 

to align rhcn1 clve~ 111orc ,,·ith the gloh ;.11 and lnulrin;.Hional 

clients and the s n1;.1ll ;.1gL' I1l: ics ,,·orking on ;.1 Il <Hion;.1llc\·cl 

r providing a ·afe ha\Til for a nHdtin ~Hion;.1l cliL'Ilt \\·ho 

becomes fru s trated \\·irh the LJJ1rL·sponsi, ·encss <1nd 

bureaucracy of a large ;.1gcnL·y? 

P e rh a p t h e I a r t e r, c <> 'n p r o In i s e s c L' I L 1 n o, 1 s n 1 o s r 1 i k c 1 y. 

1994 was the vear of the larger ;.H.;cnc\·. In the higge _ t - '- '"'" . '- \.. 

account move in ;.1J,-crti~ing histor,· IB\1 con soli<.Lncd tt. 
< • 

wo rldwid e advertising hu~incss fron1 Inorc th;.ln 40 <1g ncics 

into one~ Ogi Ivy & .\-Luhcr \X orld,,·i<...k·. TB\'\ A, An1n1iL1ti 

& Pur is an d (~ h i at l) < 1 y <1 11 s u cc u 1 n h L' d to the big b <H t a 1 i on 

and relinqui hcd their independence dcspitL' being led bY 

idio yncratic and iconocL1stic L'ntreprencurs . \'\ hy? 

I· in an c i a I p r e s u r c s 'v LT c o Il1L' t i n1 e s ~ 1 n i ss u e. S u cc e s ion 

plans, too, pla yed a parr. ( )ffers too good to refuse <1ppealed 

Multinational agencies with 
offices in more than 40 countries 

Group 

J . 1 er Thompson 

6600 

006 e ham 

l.Jn s 

Lo e G up 

Car n-E c"son 

an Saatchr Saa c 1 

Sa es 

Otr e s Bozell 

0 BB 

Leo Burne t 

Euro RSCG 

FCB Pubhcr 

Gre 

ou Ru ICaJ 

No of countries 

6 

65 

63 

5 

90 

69 

57 

56 

57 

50 

~ t 

5 

67 

6 

Industry issues 

No of clients 

in more than 

10 countries 

27 

23 

25 

16 

6 

34 

22 

9 

18 

8 

13 

13 

36 

9 

.~ 

. . 10 agencies {o/o) Market share of Advertas1ng Age top 
59 

55 

t others. However there doe~ sccn1 to be a genuine feeling 51 

that increa se d co-ordination h,· clients on ~1 \Vorld\\·ide 

a 1 in vitahl y n1can s th~H s rn ~1ll cr ;.1gcncics Jo not have th e 

perational scope to de~1l ,,·irh the den1~1nds of nHdtin::uion~11 

clients. Oth e r s n1all agcnL·ics th~u c ;.1nnot ston1::1ch 

urre nderin g their indcpcndcnL·e (<H le<1St before,,, ishing 

t capitali se on their v ;.1lue ;.1nd before the rctire in nt of the 

fo unders) have . ought h ;.1lf-vv;.1y houses by e nte ring into non­

e qui t y network a r r a n g c 111 L' n t ..., o r se 11 i n g 111 i n or i t y i n t e res t 

to give clients the feeling th;.1t they c;.1n provid e \vor\d,, id c 

exposure- a featur e \vhich ,, .;.1~ pro1nincnr in the ;.1 r-r~1ng n1 ent 

between McC ~ann-E,-ickson .1nd the sn1;.1 llcr~ n1or cre;.Hi\ e 

Weiden & Kenned y ; and Ne\>\. s~LHchi <111d Publici s . 

As a r e ult th e 111 ~1rkL·t -..,h ;.1JT of thL· hi~ocr ~H!c nci es 
~ ~ '~ ~ 

h as con t i n u c d to g r o vv. 1-h c r c ( 1 r c o n I y I 6 ;.1 g c 11 c i c s \·\ h i c h 

perate in more than 40 L· ountric~~ ;.lnd these are O\\ ned 

y n i n e h o I d i n g c < > n 1 p <1 n i c ~ . \X i r h t h c L' ~ c c p t i o 11 of J a p a n ~ 

agenc1e r a r e l y d eve lop n1onopolie~ ~1nd tlnd it difficult 

to diff rentiat e thcnl~c hT '->. l-1o ,,vcvcr, there is ~l s trength ening 

c ligopo l y of nlultin ;.Hion ~11 ,1gL'llL· ic~ ~:<1p ~1hlc of d e,1ling \Vith 

m.ultinational c lienr-..,. ·rhi-.., i~ nlo'->t L'~lsih · seen ~H ,.,ork ""hen 

maJOr 

li en t 

made 
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in s is t on c n for L. i n g rig 1 d ~__- o 11 t 1 i L" t p o I i L. i L' s. \X h e n fVL1 r s 

it · J cc i...,ion r<> ~..,h,~r Jl ~ Jll.lJ(> r· ,lL. ·ounr...,, the aL·nt <ll 

rang of available optl() Jl '-> ' ' ~ 1..., lin11rl·d .1IH.I C\ 'L' I1 rhn . c 

a g J n c 1 e i n v i r c d r o p r <...' ..., c.. · n r ,,, T r c u I r i 111 , H L' I ' · r c s t r i c r c d b \ · ~ 

47 

43 
83 84 85 86 87 88 

Biggest impact on strategy 
50 

45 

40 

35 

30 

25 

20 

15 

10 

5 

0 

u 

89 90 91 

-... -
c 
,""'J ;::;. 

. ' ~ '- -

92 93 94 ;;:: 

._ 
::.. 

V' 
I ... • .. 

I ~ 
1:: -



Industry issues 

client conflict from taking business offered. If last year's 

experience seems to indicate greater concentration, the 

opposite was true in the case of Coca-Cola which continued 

to splinter its advertising account between more agencies, 

large and small. New agencies will continue to be born, 

particularly on a national level. As a result, the large 

agencies will have to demonstrate the competitive strengths 

of the small agencies- creativity, responsiveness and lack 

of bureaucracy- if they are to keep their clients satisfied. 

Attracting bright young people 

Good young people continue to be strongly attracted to 

investment banking and management consultancy. At many 

business schools, for example, 40% of the graduating class 

are joining these two disciplines. These activities offer wide 

exposure to a number of industries and a variety of projects, 

as well as significant responsibility at an early age and 
attractive financial rewards. 

These factors alone do not explain why first and second 

degree graduates are so attracted to these industries. The 

fact is that the most senior management of both investment 

banks and management consultancies are intimately involved 

in the recruitment and selection of young talent. They 

realise the crucial importance of bringing in the best and the 

bri~htest and their efforts tend to be consistent over long 

penods of time, not varying with the economic cycle. 

Many people in the marketing services industry believe 

that there is a dearth of talent. However, the problem may 
well be that not e h ff . 

noug e ort IS made to attract the right 
talent. As with so man th. D ·d . 

Y mgs, av1 Ogdvy spotted this 
probl~m years ago when he questioned why his friend 

Marv~n Bower was able to attract such good graduates as 
he bu1lt up McK & C 

. . . msey o. The problem still exists. If 
anythmg lt IS worse nowada . 
1 . ys, mamly because of significant 
evels of msecurity in the business If k 

. · you as many people 
at the hlg~e~ levels in the advertising industry how they feel 
about the1r JObs, they will tend to . . 

. . Cite mtense pressure from 
the1r clients and a lack of resource H . 

s. owever, 1f you talk 
to people at the middle and lower levels th "11 d 
. . ey Wl ten to 
md1cate that they are under-stretched d 

an not extended 
sufficiently. Unlike management consult . d . . 

anc1es, a vernsmg 
agencies have yet to figure out how best to develop and 

exploit the young talent which it does attract. 

There is an opportunity here to develop · 
consistent 

recruitment and training programmes pa t. 1 1 h 
, r 1cu ar y t ose 

that stress multi-disciplinary approaches which clients 

increasingly favour. The marketing services · d · 
m ustry IS an 

extremely attractive prospect to the young graduate. 

Apart from being an extremely enjoyable and agreeable 

way of earning a living, there are few industries that can 

offer such a wide exposure to so many industries and so 

BO I WPP Group pk 

many companies. It.., e"L· itL"nH: rH lies in its variety and its 

ability to influence client-.; at the highest level. The challenge 

is to communicate th;H L""citcrncnt ;Js effectively as other 

industries h:l\"e done. 

Interactive fallout? 

Not only did David Ogi h ·y spot the importance of recruiting 

bright young talent some .)()\·cars ago. hut he recognised the 

growing importance of dircL·t cornn1unicnion and direct 

marketing. Interactive communication, which is currently 

by far the sexiest and most fashionable sector of the 

marketing servin:s industry, can he viL"\vcd as an extension 

of direct marketing, providing unique ways of reaching 

highly targeted consumer individu;lls in an effective way. 

Over the past two or three years it seems that not a 

day has gone past without a new alliance being announced 

by telecommunication con1panics, consumer electronic 

companies, con1puter· cornpanics and rnedia and 

entertainment companies . Intriguingly, son1e of the most 

effective experiments arc being conducted in Asia, in 

Singapore, Hong Kong, Thailand and Taiwan. Needless to 

say, there is much excitement and not a little confusion . 

The more honest investors adn1it to total ignorance about 

the prospects and chances of success, and concede that 

considerable sums of money wi 11 he lost in the process. 

Marketing services companies can bring little to the 

technical side of the d e bate. Their skill s lie, rather, in 

assessing what the consumer wants, what he or she is willing 

to pay for it and how best to con1municate with those 

consumers. Once these questions have been addressed they 

can focus on developing the advertising or promotional 

content for the chosen medium. 

There have been delays in the development of interactive 

experiments, and for the first time we are now starting 

to see open acknowledgment of unsuccessful or unprofitable 

investments. This is likely to continue. For the moment, 

interactive investments shouiJ he vieweJ as venture capital­

some will succeed, most wi 11 not. 

The skills of the marketing service s industry can be 

used to prevent costly failures and focus clients' attention 

on the consumer. Too often in the past, during similar 

technological revolutions, the engineer or scientist has 

developed a product in the confines of a laboratory without 

first defining the consumer need that it catered for, and 

as a result the launch has been a commercial failure. 

In the case of interactivity, marketing services companies 

can prevent that happening.~ 
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A greater need f or co-ordinat ion 

between c reative and m edia? 

envork television did dominate the 1970s and 1980s with 

a prime-time viewing share in the United States, for example, 

of o er 90°/o . Toda its share is under 70o/o, but it stil l 

represents the quickest wa of reaching the largest number 

of people in the shortest period of time at the lowest cos t per 

thousand. It is interesting to note that despite the de cl in ing 

market share which is true in most mature markets, there is 

e en more interest toda in investing in and owning a 111ajor 

tele ision network. 

Since the late 1980s the dominance of network television 

has been challenged by the growth of alternative netvvorks, 

satellite and cable tele ision. In addition there has been a 

parallel expansion and fragmentation in the supply of other 

forms of media such as radio, magazines and consu1ner 

publications. 

De pite this increase in the supply of media, 1nedia price 

in flation i once again a cause for concern in North America, 

Europe and A ia. 

Demand for qual ir (ma ss audience) time and space 

ha n t le sened with the arr iva l of newer, 111ore niche 

opportun ities . Part icularly in orth America and Europe, 

emerging from the rece ion of the ea rly 1990s, there i 

increased pres ure on prices, whether as a result of 

advertiser increa ing expenditure, the growing 

concentration of med ia owner hip or specific sector 

1 sue uch a the worldwide cri is in the su pp! y and 

c t f new pr int. 

The fragmentat ion of the media will give cli ents th e 

pportunity f reaching better defined and targeted 

consumer in a more effecti ve but higher cost way. In other 

w rd , co t per rh u an d will no longe r be relevant, but 

effectiv eo r per thousand wi 11 be. In the e circum stances, 

it wi ll be even m re important to link creative thinking with 

med ia planni ng and media bu ying. iven th e increa ingly 

c mpetitive envir nment, and the recent reces ion, client 

ha e exam in ed unbund ling th eir creative and medi a 

requ irement a a hort-term way of r du cing eo ts. 

With increa ing med ia fragme ntat ion it make more scn. e 

r co-ordinat er at ive and medi a acri iti e rath er th an 

plinter them . It will be more difficult, and th erefore 111ore 

important t dev i e and implement creat ive execution s 

acro. sa multiplicity of med ia. ·reat ive and medi a 

department~ need to communica te close ly with one ano th er. 

hi wil l nor he achie ed h cli ent . plitting th ir hu ·in cso;; 

be wcen er ar i e b JUtiques and med ia hu. ing co1npani es . 

U or do n he alue chain 

Tl c market in g crvic s busi ncs has he ·ome increa ing ly 

·x cutionaJ. Prohahl y a<; r<: ~ u l t of grea ter com r cr iti\- ~ 

Change in US television s h a r e 
1 9 7 0 1 9 95 
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67 °/ o 
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pressure, clients han: hccn for...:ing their nurkcring ;l<.h·iscrs 

in advertising, marker r<.' s<.·;nL·h. puhli...: relations and 

specialist communication-. to dn·l'lop t;lL"ticll r;nhcr than 

strategic responses to p•·ohkJn-.. In soJllL' m;Hk<.·ts, crcatin: 

hip-shooting has been reg;ndL'll a-. being more effective 

than well thought-through str.ncgiL· br;1nd de\·<.·lopment. 

In recent years man;lg<.' I11L' IH consult;lncies, in p;Hticubr, 

have started to focus on the nLHk<.·ting function of their 

clients. Historically there '>L'L'Ilh to lun· been an ;Htiticial 

distinction benvecn hu-.ine-.s str;H<.'g\· ;111d marketing 

strategy, perhaps cnc<HJLlg<.·d In· JW<>fcssors ;lt business 

schools. All business snarcgics -.hould sun with the 

consumer, and rheref<>re arc nurkering-<>ricnt;HL'<.I. Possibly 

having exhausted their opportunities in oth<.·r parrs of the 

organisation, constdt;llh:ic-. ;HL' -.r;uring to examine the 

structure of marketing <.kp;ntm<.·nrs ;1nd the ;lllocnion of 

budgets. McKinsey, Bain, Bo ... ron <. :onsulring (;roup, 

The Monitor Company ;lnd L'\"<.'n .-\nderscn Consulting, 

are all turning their attention rhi ... way and recruiting staff 

more suited to ath-i ... ing on rhi ... funL·tion of their dienrs. 

Consequently, m;Hkering '-oL'I"\·ices companies ;HL' in 

danger of being pushed further do,,·n the \·alue chain despite 

the enormous amount of k nowkdge and experience which 

they possess. A number of alt<.·rn ;Hi\·L· responses arc ;l\·aibble 

to them. They could acquire a consulting L";lp;lbility. 

However, this approach '-ol'L'nl'-o to h;l\"L' b<.·en L·ompromised 

by previous unsuccessful and unfocussed efforts. They could 

build a stronger internal stratq!,ic nurkering c;lpahility, 

either at a holding comp;lny le\·<.· I or op<.'LHing company level, 

by recruiting or training pcopk ,,·irh gre;HL'I" str;Hegic 

skills. This would certainly tit ,,·irh the gJ"L';Hcr co-ordination 

required by client.., ;md their need for bro;l<.kr thinking. 

They could also use part.., of rhei•· org;lnis;Hion rhar are 

more strategic in term-. of the ,,·ork rhev do, ;ls the h;lse 

for developing -.r.-;n<.·gic nurket•ng thinking. For L'X;lmple, 

corporate identity consulting c;nried our h,· ou•· companies 

involves a detailed under-.t;lnding of the client's str;Hegy, 

structure and top lll<l n<lgem<.' JH rh inking .111d could he used 

to even greater effect in con junction ,,·irh the work c;uri<.·d 

out by our advcrri-.ing <lgencie-.. 1-"iJLllh·, th<.·\· could form 

strategic alliance-. with consulting P<Htners \Yho perhaps 

lack access to the m ;nkellng functJ<>n of cliento., or who ;lrt' 

regarded by client-. ''" L1L·k 1ng nLHk<.·ting kJH>w -ho,,·, 

Unlcs.., marketing '>L"J"\ ILL' '> <.:< >mp;lni<.'" pursue th<.'SL' 

alternatives there'" .1 d .lilg<.·r rhn ,,·dl h<.· puslwd further 

down the value chain .1nd h<.·<.·om<.· lll<.T<.'.l'>ingh comnH>dit\·­

like, with margin'> Llll<.kr gn·;Hvr pr<.·-.-.ur<.' .h .1 result. 

Remuneration and conflict policies 

Fee-based renllilH"I" .ll i< Hi h .Js hvccl!llt" lll<ll"l" llllJ'Ol"Llllt 

over the pa~r Ill \l" ,\rs . l11 \\ l'l' "s '-·"'"· kL's <l<."C<lllllt for 
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approximately 30% of revenues. However, over the last 

two or three years major re-negotiations of commission 

arrangements with clients such as Kraft Foods, Nestle 

and Unilever have resulted in commission arrangements 

remaining in place. Commission levels in all these 

arrangements start at approximately 13% including media 

buying which is costed at 1112% to 2%. In addition 

there are success fees of additional commission up to levels 

of as much as 17%, if performance against pre-agreed 

objectives such as sales, profitability and market share 

justifies it. The willingness to remain with the commission 

system is probably a reflection of the growing importance 

that clients attach to product and service differentiation, 

the relatively restricted supply of multinational agencies 

and the simplicity of the arrangement. 
f h · ·d· f conflict There are signs of a weakening o t e ng1 ny o 

policies as clients come to terms with the otherwise 

impossible constraints which globalisation, mass product 

launches and joint ventures would bring. Mars, for example, 

has historically been opposed to treating the operating 

companies of a holding company as separate for conflict 
. h elaxed that 

purposes. However, in their recent rev1ew t ey r 

requirement to enable them to choose a new agency. 
d · fl " restrictions. 

Procter & Gamble has also loosene 1ts con 1ct 

Alone amongst professional services industries, 

advertising agencies find themselves unable to work for 
. A · you could more than one chent per category. genc1es, 

. h" d No other argue, are their own worst enemy m r IS regar · 

industry of similar size has such extensive press column 

inches devoted to it. No other industry has rwo daily 
. . US s Few other press columns m the leadmg newspaper · 

. d h ·ngly Perhaps 
industries gossip so exhausnvely an ex ausn · 

the indusrrv should take its lead from consulting, where 
. bl. h "ts client list and 1\lcKinsey, for instance, never pu IS es I 

seems more intent on keeping its name out of the paper 

rather than in. 

Market research becoming increasingly global 

Despite the recession, the market research industry has 
. I . h . I d. . . This growth in contmued to grow at 11g smg e 1gtt r.ltes. • 

the face of the economic cvcle retlects a number of factors . 

Increasing worldwide exp<~nsion has stimulated the demand 
· h d 1 · . ·e )t. multinational ~or market researc , an t 1e •mporranL < ' 

research networks has increased as a result. As differen-
. · ·· 1 · · · d -"sion-nHkino tiation has become more dt~hcu t, llltUtttve eu ' ~:> 

has become more difficult. Wht·ther to protect themselves 

or not, managers are relying ever more on market research 

to justify and improve their decision making. Also, new 

<.· lients are emerging as utilities, government bodies and 

snvice industries begin to market themselves and research 

the views of their customers and employct•s. ~ 
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On the suppl side, man client companies bus) re­

engineering their processes are reducing their internal 

commitment to market research and becoming more 

dependent on outside suppliers. As a result there is 

significant interes t in co-ordinating market research 

activities and concentrating supplier relationships in fewer 

hands, so that stronger partnerships can be developed. 

In the past few xnonths two of the Group's five largest 

clients have started to examine how they can better co­

ordinate and concentrate their market research activities. 

As there are few market research networks with a rea I 

world\ ide capability (and WPP accounts for three 

of them) this represents a significant opportunity. 

A resurgence in leading brands 

Attitudes to branding ha e been volatile. In the high 

growth, inflationary 1980s, brands were highly prized, 

and sign ificant acquisition prices paid, parti cui a r I y in 

the packaged goods industries. In the slower growth, 

lower inflationary 1990s, less significance has been placed 

on branding, and critical questions have been raised, 

not lea t about pricing. Why the difference in attitude over 

a relati el short per i d of tin1 e? 

To ome extent packaged goods manufacturers brought 

it n them el e . In the high growth, high inflation 1980s, 

heavy price increa e were not so noticeable to th e 

con umer but by the end of the 1980s some packaged good 

brand were a much as 50% m ore expen s iv th a n their 

own-label or tor brand competition. 

At the a me ti c, reta il er w r trengthening their 
dominar' f d. · · d IOn 1 tn utJ n, eve! ping own-label alternatives 

t an unpre edent d d g ree and e tablish in g brand at 

cliff rent qua lity and price level . In addition they began to 

pend heav il y n adverti ing and promotion, becoming th 

highe t pending brand in ome mark t . By the arly 

1990 , th r f re, th c n UJll e r wa fac ed with reta il er 

brand alte rnat i I · at w r pnces, at the a n1 ti n1e that th e 

r ces J n wa biting. Thi ituation wa further exace rbated 

Y I in and product ex ten ion that had be n made to th 

leadin brand 'aga in in th 19 0 . ffec tive ly n1anufactur r 

rand had b n tretched too far and adve rti in g and 
prom ti nal sp nding b · 

products. 
wa emg exr nd d ov r too 111an y 

In effect n1any nlaJ<>r hr :liH.i..., h ;H.I hL·L·oine rcLlti, ·c lv too 

expensive. (),-er the p~1~r couple of : ·c ;lrs s on1c dra s tic 

changes have been n1ade to thL' '-.C price structure . Whilst 

one c3n argue o\-cr the "'Pl·cd of .... uch ( .. :h :lngcs~ the dir ction 

w a cc r t a i n I y cor r cc t. I n r LT l'"' t i n g I : · ~ h o '' -c \ · c r ~ the ... e p r i c 

adjustn1enrs ha\T hcen :1ccon1p;1niL·d hy :1 re-;1ffirn1ation 

of the ·aluc of hr;1nd"'~ ;1n incrc;1'-.cd c<>nccntr;_ltion on core 

brand s a n d a \V h i t r I i n g d <> \ v n <> f p LT i ph e r; 1 I c :--.: ten s i on s. 

Increased focus and reduction of rcLlti\T price diffcre nc 

ha\e brought enh;lJlCCd Jll ~lrketing '-.J'L'IH.Iing~ p~lrticuJar)y 

tn n1cdia advertising a"' a n1c;1n~ of hr~1nd diffcrcnti;.Hion. 

Thc pcndulun1 s ccn1~ to he S\\·inging once ;.1g;1in to 

va I u i ng hra nd s n1orc high I y. 



Financial report 



Letter to share owners 

Summary of 1994 results 

Your Company grew strongly in 1993- and 1994 built steadily 

on that success. On a constant currency and like-for-like basis, 

revenues at £1.427 billion were up 5%; operating profit grew from 

£95.0 million to £112.1 million, up 18%; and operating margins 

improved from 6.7% in 1993 to 7.9%; beating our financial 

objective of increasing operating margins by 1% a year 

up to a level of 1 0% by 1996. 

Operating margins before short and long-term incentive 

and severance payments rose to 11.2% from 9.5%, and before 

severance payments rose to 8.7% from 7.6%. Operating costs fell 

by 2.0%. The Group's staff cost to revenue ratio fell to 51.6% 

from 53.1%. 1995 will be the first year of significant payments 

to some of our key people under the long-term incentive 

plans established in 1992, which are based on the worldwide 

performance of the operating companies in which they work 

and are paid in part with restricted ordinary shares. 

Net interest payable fell to £26.8 million from £29.7 million, 

reflecting improved profitability and cash flow, disposals and the 

full year impact of the successful rights issue in March 1993, 

partly counterbalanced by an increase in US interest rates. 

Whilst interest rates will be higher in 1995, a significant 

proportion of the Group's floating rate debt is protected by 

interest rate swaps and caps at US dollar LIBOR of 6% or below 

(excluding margin and hedging costs). 

Pre-tax profits rose 57% to £85.3 million from £54.4 million 

and pre-tax margins rose to 6.0% from 3.8%, which reflected 

improved profitability and liquidity. 

Basic earnings per share rose 61% to 7.9p from 4.9p, and 

fully diluted earnings per share rose 91% to 6.5p from 3.4p. 

Following the conversion of the majority of the Cumulative 

Convertible Redeemable Preference shares in August 1994 and 

the subsequent successful placing of ordinary shares in September 

1994, there will be little difference in the future between the 

basic and fully diluted earnings per share figures, under the 

existing capital structure. 

The Board recommends an increase in the final dividend to 

0.75p net per share, making a total of 1.135p net per share for 

1994, a 13.5% increase over 1993. 

Over the last two years our results have been reflected in share 

price appreciation with the company being the best performing 

share among major quoted advertising and marketing services 

groups in both 1993 and 1994. 

Competitive performance 

Continued progress has been made over the last three years 

during which pre·tax profits have increased over ten times from 

£8 million in 1992, to £54 million in 1993 and to £85 million in 

1994. Over the same period operating margins have increased hy 

58 i WJ>I' Group pk 

almost 40% from 5.6'1., to 7. 9'!1;,, and average net debt has fallen 

by 39% from £437 million in I ')')2, to f3n I million in 1993, 

to £268 million in 1994. 

However, there is still a significun profit opportunity in 

matching operating margins of the hest performing competition. 

Best-performing competitive holding comfhlllies like The 

Inrerpublic Group of Companies, Inc. and Omnicom Group Inc. 

report 12% to 14% operating margins, whilst their best performing 

individual agencies such as /'vlcCann-Erickson Worldwide and 

BBDO Worldwide are estimated to achieve operating margins 

of 16% to 17°/c, . This compares to a WPI' holding company 

margin of just under 8'Yo, and individual agcnc~· margins at 

Ogilvy & Marher Worldwide and .J. Wa I tL·r Thompson Company 

of 10% to 13%. Competitor public relations companies such as 

Shandwick plc show operating margins of over I 0 % and there 

is clearly an opportunity to turn around the loss making parts of 

our public relations activities which we have targeted to break 

even in 1995. 

Comparative henchmarking data on our market research and 

specialist communications operations are less easy to obtain and, 

as a result, we have commissioned a study by Arrhur Andersen 

to work with our competitors in these and our other sectors 

to generate reliable and consistent comparisons. However, there 

are grounds to believe our marker research and spec ia list 

communications businesses are reasonably competitive. 

Achievement of 'best practice' competitive operating margins 

in our advertising and public relations businesses <llone at current 

revenue levels would generate another £30 million to £40 million 

of operating profit. 

Property costs 

Surplus property costs also <ldd to the task of achieving the 

same level of operating performance <lS our best performing 

competitors. Substanti<l l progress h<lS been made over the last 

three years in reducing the level of surplus prop~· rrv. Over 2H5,000 

sq ft with a cash cost of £7.2million ($11.0 million) per annum 

has been sublet or absorbed. However, there is still -~..,0,000 sq ft, 

with a cash cost of £7.4 million ($11.4 million) per annum, 

surplus to current requirements . Property initiatives planned for 

199) and I')')(, will signiticanrh· reduce this surplus as lll<lior 

leases come up for renewa l particular!\· in the United States. 

Executive compensation 

There h<ls been much commetlt in the llnired Kingdom re~·enrh· on 

the matter of execurivt• U>I111Wth<Ht<lll. In order to pnn· ide <lS mtt<:h 

derail as possible on rht· < rrou1,.., ,·xe~· urin· ~·omp,·nsarion poliL·ies, 

pages (,7 to 7 1 of rht'> report U >tlt <lin <Hldtrion;ll intorm,Hion whid1 

is considerabh· in ex~Tss ot ree<>Jllf11t·nded dts~· losure and sraturorv 

requtremenrs in rhc llntrc·d K111gdom. l"lwse dts~·losun·s are similar 
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Letter to share owners 

to those made by our major US-based competitors in their proxy 

material. 

1995 outlook 

Our budgeted revenue growth for 1994 was 1.2%, and compares 

with an actual outcome of over 5%. Applying the same conservative 

approach for 1995, we budgeted a revenue increase of almost 3.5%. 

Results for the first four months show a like-for-like increase of 

over 8%. 

There are still some economic uncertainties, particularly in the 

United States and the United Kingdom, and in a low inflationary 

environment like-for-like revenue gains are likely to be modest. 

As a result, the Company will continue to concentrate on 

increasing its professional and financial efficiency. Both short-term 

and long-term incentive plans are conditional on improved 

absolute levels of operating profit, of operating margins, of 

staff-cost-to-revenue ratios, of incremental revenue conversion 

and on Group co-operation. 

While financial reporting, tax and treasury, control, 

acquisitions and disposals will remain central holding company 
f · · · · h v professional uncttons, tt ts mcreasingly clear that t ere are man. 

opportunities for the Group that will benefit both clients and 

member companies. 

Across human resources, property, information technology 

and procurement, increasing value is being obtained through 
. t ,. d d . . . . . And in practice .:en ra tse an co-ordmated Group mmanves. 

I d b en realised areas, cross-company client benefits have a rea Y e 
· d . l · . hnologv and m me 1a )Uymg, healthcare, privatisation, new tec · 

emerging markets. 

1995 marks WPP's tenth anniversary. We can look back on 
.:: . . . . nd five years of uve years ot rapid growth through acqmsmon a 

consolidation. 
I d We have people Looking to the future, we seem well-pace · 

- . ·. ble client base . ot great skill and experience. We have an envl,l 
A h · . nd the resources nd we have an increasing ability to putt e SIZe a 

of the Group to productive use. 

Ther~ seems no good reason why our tenth birthday year 

should not also be a year of record trading. 

Gordon Stevens 
Cl.><~imr,m 

Martin Sorrell 
Group chie( ex,·.-rttir•e 



Operating and financial review 

In 1994, the worldwide marketing services industry continued 

to improve as in 1993 and 1992. Further strength in the United 

States was reinforced by increased activity in Europe. The United 

Kingdom ranked as an emerging market, at least for 1994, 

and Continental Europe, particularly France, Germany and Italy, 

but not Spain, hardened. Growth in the emerging markets 

of Asia Pacific and Latin America continued despite difficulties 

in Venezuela and Mexico. In addition, political progress has 

improved the economic prospects in Africa and the Middle East. 

Prospects in Central and Eastern Europe remained less certain. 

There were also some signs of a shift in client spending from 

so called below-the-line activities such as trade promotion to 

above-the-line media advertising. This may well be due to the 

increase in the level of economic activity in the mature markets, 

and increasing focus by clients on brand differentiation and 

revenue growth as cost reductions become more difficult to achieve. 

Media advertising 

Revenues at J. Waiter Thompson Company rose by 6.1% 

and operating costs by 4.2%. Operating margins were 13.4% 

and the staff costs to revenue ratio fell to 58.5% from 60.0%. 

J. Waiter Thompson Company generated net new billings of 

over £222 million ($340 million). 

Ogilvy & Mather Worldwide's revenues rose by 4.4% and 

operating costs by 1.8%. Operating margins were 10.2% and 

the staff costs to revenue ratio fell to 58.9% from 61.0%. 

Ogilvy & Mather Worldwide generated net new billings of over 

£326 million ($499 million). 

Despite a fall in Conquest's revenues, operating costs were 

reduced by a proportionately greater amount, resulting in 

a significant improvement in operating margins. 

Market research 

The Group's market research businesses continued their strong 

growth with gross margins rising over 6% . Operating costs 

rose by approximately 6% and as a result margins were simila r 

to the previous year. Strong performances were recorded across 

the board by Research International and Millward Brown. 

MRB's units in the United Kingdom and Japan performed well, but 

operations in the United States and Australia did not meet expectations. 

Public relations 

The Group's public relations activities have still not seen a 

significant recovery. Hill and Knowlton's revenues fell by over S'X, , 

and operating costs by a similar percentage. Operating losses were 

reduced by 18%. Most of this improvement occurred in the United 

States, with a significant proportion due to a reduction in property 

costs. Under its new management, which bas significantl y reduced 

corporate and United States management and staff costs, 

58 I W!>J> c· lH>llp pk 

an even more significant impron:ment is expected in 1995. 

Hill and Knowlton's objectiH· is to break even this year. 

Ogilvy Adams & Rinehart's revenues fell b y over 2% and 

operating costs by over 3'~ ... As a result, profitability before 

exceptional items improved significantly on:r last year. 

Specialist communications 

In previous years we have grouped our strategic marketing 

services, non-media ad,·ertising and specialist communications 

business sectors separately. \Vith the appointment of John Zweig 

as chief executive officer of our specialist communications 

division, which includes many of these business units, the three 

business sectors will in future be reported as one. John was 

previously chief operating officer of 1-'erguson Communications, 

our very successful healthcare communications group and one 

of the biggest of our specialist communications companies. 

Specialist communications revenues rose b~· 5'Y. ,. However, 

gross ma rg ins declined m a rginally and operating costs 

rose by almost l'Y. •. As a result, ov(•rall operating margins 

declined. Several of our companies in this sector performed 

particularl y well, im:luding in the United St;Ht.·s: SBG Partners, 

Ferguson Communications, .'vkndo za Di lion & Asociados, 

Pace Communications, RTC: Direct, and in the United Kingdom: 

MetroVideo, Mando Marketing. Coley Porter Bell, SampsonTyrrell, 

BDG/McC:oll, Scott Sre rn and Promotional C ampaigns UK. 

The Group's manufacturing division continued to improve irs 

performance with operating profits rising to £0.4 million from 

£0.3 million . 

Client relationships 

The Group services over 3 00 of the fortune 500 companies 

and approximately 330 national or multinational clients in 

Revenue and operating 
profit by sector(%) 
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three or more se..:tors. \.lore than 60 dienrs are serviced by all 

four sectors. The Group ,1lso works with wdlover 100 clients 

in six or more countries. 

These statisti<:s rdk.:r rh~· in..:reasinM opportunities 

for developing client relationships hL·tw~·en sectors nationally, 

internationally and hy fun.:rion. The Group estimates that 

approximately 20'Y., of ne,,· assiMnlllL'IHs in rhe year were generated 

through the joint de\-elopmenr of opportunities hy rwo or more 

Group companies. 

Indebtedness 

At 31 December 19':14, the Group "''\s almost cash positive with net 

debt of £38 million compared with UH million at 31 December 1993 

(1993: £69 million on rh~· has is of I ':l':l4 yL·ar end exchange rates). 

This was primarily due to the traditionally strong fourth quarter 

and management efforts to impron· liquidity at year end. 

Net debt averaged {26X million in 1994 against £361 million 

in 1993 (1993: £354 million ar I ':l':l4 exchange rates). Liquidity 

in the second ha lf of the vear ,,.,\s herrer than anric ipated with 

average net debt at £25n million compared with £280 million 

in the first half. On a pro-forma basis, raking inro a..:count 

the full year impa<:t of the LXS million ($ 123 million) rights issue 

completed in April 19':13, an· rag~· net dehr was £268 million in 

1994 versus £3.39 million in 19'·n ( l':l93: £3.'\2 million at 1994 

exchange rates). These net dehr figures compare with a current 

equity market capitalisation of approxim,nely £800 million, giving 

a total enterprise value of approximatel y £1.1 billion. 

In 1995 up to 9 May, the last date for which data was available 

prior to the printing of this report, net debt averaged £215 million 

versus £276 million last year (I ':194: £ 258 million at 1995 

exchange rates ). 

Given this improving liquidity, the Company is examining ways 

of renegotiating its existing banking arrangements earlier than the 

maturity date of June I ':1':17. Existing fa..:ilities of $800 million cost 

2% over US dollar LIBOR a nd a reduction of 1% would result in 

savings of between £3 million a nd lA million per annum. 

In 1994, negative sha re owners' funds of£ 110 million 

compared with £162 m i 11 ion in I 993 ( 199 3: £153 million on 

the basis of 1994 year end exchange rates). 

Cash flow 

Overall, cash flow wa~ lwrre r tha n anti,:ipated as a result of 

improved profitability and management of working capital. 

In 1994, earnings before intc..-esr and taxes were £112 million, 

capital expenditure 1 ~()million, deprec·iarion £27 million, cash 

carnout payment~ 1:. 17 million, t<lX p,1id f22 million and net 

interest pa id L~O mill1<>11 . l-rt't' c <l~h tlow a\'ailahle for debt 

repayment, acquisition~. e xc-e ~~ propert\ pa\'lnen ts and dividends 

was therefore 140 111 lll1< "'-

199') marks the hn.1l n·.n ot ~Ignihc·,mt t',HIHHit P'l\'1\lt'IHS. 

Operating and financial review 

It is anticipated that a total of £19 million will be paid of which 

£15 million will be in cash and £4 million in the Company's shares. 

Assuming modest revenue growth and that operating margins 
. . . . , b' · f 1'X per annum in will grow m lme With the Company s o JCCtlves o 0 

1995 and 1996, 1995 will see a further increase in free cash flow, 
. Id f h flow after tax whtle 1996 and beyond shou generate ree cas 
. d d' 'd d ments of over $50 avmlable for debt repayments an tVt en pay 

million. This would mean that the current average level of indebtedness 

would be reduced to zero in approximately five to six years. 

Treasury policy and activities 
, perating profits 

A significant proportion of the Groups revenues, 0 . 

9oo' ) e in currenctes and cash flows (approximately 80% to t o ar 
. f significant cross 

other than sterling. As there are few mstances 0 

h fluctuations are 
border trading, exposures to foreign exc ange b 

. h are covered Y 
limited. When significant exposures do anse t ese 

I . f ign exchange 
short term forward contracts. No specu anve ore 

trading is undertaken. 1 
ff ted by the va ue 

The reported earnings of the Group are a ec 
. h st significant 

of sterling relative to overseas currenctes, t e mo h 

being the US dollar in North America, the Dutch guilder, Frenc 
. E e and the franc, German mark and Spanish peseta m urop ' 1 Taiwan dol ar 

Australian dollar, Hong Kong dollar, Japanese yen, d 

and Thai baht in Asia Pacific. The Group does not hedge reporte 
. . 'ded b having a 

earnings, although some natural hedgmg IS provt ~ . the 
b . . In addinon, 

road portfolio of over 70 reporttng currencieS. . 'ly 
b . serviced pnmart 

Group's predominantly dollar denominated de r IS . 
I and reports 1ts 

by dollar earnings in the US. The Group ana yses 
b . herever relevant. performance on a constant currency as1s w I . 
. counting trans anon 

No hedging is undertaken in relation to the ac I' 
. f1 ation in the ster mg 

of overseas balance sheets. This results m a uctu 
. exchange rates. 

value of share owners' funds due to movements 111 

I' is to ensure that 
The Group's interest rate management P0 1'Y 

. . th r are on a fixed 
a significant proportion of its borrowmgs e1 e . 

. ·fi . ases in medium 
rate basis or are hedged against s1g111 cant mere 

f h G 's floating rate term interest rates. The majority o t e roup 
OR f 6'X and below borrowings are hedged at US dollar LIB o 0 . 

· h ities extendmg (excluding margin and hedging costs), Wit matur 

into January 1999. 

Financial resources and going concern 
· y prepares Every year the Group, and each operatmg compan • 

a three year strategic plan which includes a financial target. 

In addition, the Group also prepares an annual budget, . 

compiled using detailed budgeted information from each ot 

its operating units. 
After reviewing the 1995 budget, the directors believe that the 

Group and Company have adequate resources for the foreseeable 

future. For this reason, they continue to adopt the going concern 

basis in preparing rhe financial statements. 
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Board of Directors 

Gordon Stevens 

Chairman (non-executive) 

Gordon Stevens became Chairman ofWPP in August 1992. 

Previously he had a distinguished international marketing and 

management career with Unilever, ultimately as chairman of the 

company's North American operations and for 12 years he served 

on the main Board. He became chairman of Scholl PLC, the 

international personal products company, in 1990. 

Martin Sorrel! 

Group chief executive 

Martin Sorrell joined WPP in 1986 as a director, becoming 

Group chief executive in the same year. He is also a non-executive 

director of Storehouse plc. 

e-mail: msorrel!@wpp.com 

Robert Lerwill 

Group finance director 

Robert Lerwill joined WPP in 1986 as Group finance director. 

Previously he worked with Arthur Andersen for 13 years servicing 

UK and international public company clients. 

e-mail: rlerwill@wpp.com 

Brian Brooks 

Director, human resources 

Brian Brooks joined WPP in September 1992. Previously he was 

a partner at Towers Perrin in New York and London, specialising 

in human resources and employee compensation. 

e-mail: bbrooks@wpp.com 

Gordon Sampson 

Chief executive, manufacturing 

Gordon Sampson founded the original Wire & Plastic Products 

company in 1958, manufacturing goods for consumer markets. 

He remains chief executive of the manufacturing division and, 

since 1989, has been deputy chairman of WPP. 

WPP Gmup pk 

Jeremy Bullmore 

Non-executiue dil·ector 

Jeremy Bullmore was appointed a director in 198!) after 33 years 

at J. Waiter Thompson, London. the last I I as chairman. He was 

chairman of the Advertising Association from 19S I to 1987 and 

has written and lectured extensi,·ely on m;Hketing and advertising. 

He is also a non-execurive director of the (;uardian Media 

Group plc. 

John Jackson 

Non-executiue director 

John Jackson was appointed a director in September 1993. He is 

chairman of Ladbroke Group plc and a number oi other public 

companies. He has extensive experience of <1 broad range of 

businesses, including television broadcasting. high technology 

industries, retailing, puhlishing, printing, biotechnology. 

electronics and pharmaceuticals. 

Paul Judge 

Non-executiue direct1 >r 

Paul Judge was appointed a director in 1991. He spent 12 years 

with Cadbury Schweppes. ultinwtely as group planning director, 

before leading a management buy-out in I 9H5 to form Premier 

Brands. He is a benefactor of the Judge lnstiture of Management 

Studies at Cambridge University, and director general of the 

Conservative Parry. 

Stanley Morten 

Non-executiue director 

Stanley Morren was appointed a director in 1991 . Until recently 

he was managing director of the equity division of Werrheim 

Schroder & Co., lnc in New York, with responsibility for 

investment research, sales, tr;lding, syndication ;md internation;ll 

operations. 

John Quelch 

Non-executiue director 

John Quelch was appointed a director in 19H7. He is the Sebastian 

S. Kresge Professor of Marketing ;H Harvard UniversitY Graduate 

School of Business Administration . A prolific writer on marketing 

and puhlic policy issues, he is the <luthor of 12 hooks on 

marketing management. He is also a non-exen•tiVl· director of 

Reehok International l.td and US Office ProduL·ts Comp;my. 



Holding company 
senior executives 

D F Calow f( .'"nrfJ.IIIY ,,.,r,·t.rryJ 

D Barker 

RJ C Beanbnd 

M \XI Capes 

RC Clement-.<>11 

J Drefs 

D G Errington 

A H Hall 

\XI F H il:kson 

ME Howc 

F McEwan 

R Meehan 

J Murphy 

S Ncish 

T 0 Neuman 

A Newman 

D AS Nil:oll 

M Read 

P \XI G Ridl ;nd-.on 

D M Rohnts 

M L Rookn 

E Salama 

M Sampson 

MC Scott 

A G Stimp-.on 

M D Troiano 

PE William-. 

J F Zweig 

Advisers to the Company 

Merchant bankers 

Goldman Sachs lntemational Ltd 

Peterborough Court, 133 Fleet Street, London, EC4A 2BB 

Mcrrill Lynch Europe Ltd 

Ropemaker Place, 29 Ropemaker Street, London, EC2Y 9LY 

S,mwel Montagu .:;~ Co. Limited 

10 Lower Thames Street, London, EC3R 6AE 

W1,1ssersteilr Perella .:;~ Co., Inc. 

27th Floor, 31 West 52 Street, New York, NY 10019 

Stockbrokers 

P,mmure Cordon & Co. Ltd 
d S L ndon EC2M 1NH New Broad Street House, 35 New Broa treet, o ' 

Legal advisers 

Alien 6 Ouery 

One New Change, London, EC4M 9QQ 

Clitford Chance 

200 Aldersgate Street, London, EClA 4jj 

D,wis .:;~ Gilbert 

1740 Broadway, New York, NY 10019 

Edge .:;~ Ellison 

18/19 Southampton Place, London, WC lA 2AJ 

Fried. Frank, Har'l'is, Schriver dr Jacobson 

I New York Plaza, New York, NY 10004 

M,lcF,~r/,mes 

10 Norwich Street, London, EC4A 1BD 

Auditors 

Arthur Andersen 

1 Surrey Street, London, WC2R 2PS 

Coopers 6 L)•br,md 

32 rue Guersanr, 75833 Paris Cedex, France 

Executive remuneration consultants 

Towers Perrilr 

245 Park Avenue, New York, NY 10167 

Property advisers 

]ames Andrew Badger Ltd 

I 1 Waterloo Place, London, SWl )' 4AU 

Knight Frank .:;~ Rutley 

32 Coleman Street, London, EC2R 5AA 
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Corporate governance and directors' responsibilities 

Corporate governance 

During 1994 the Company has continued to adhere to all the recommendations contained in the C,tdhury Committee's ..:ode of best 

practice. The auditors' report on this statement appears on page 73. 

Directors' operational role and responsibilities 

The Board of Directors is responsible for approving Group policy and strategy, meeting at regular intervals to discuss rhc:sc: matters 

and to review the Group's financial and operational performance. Responsibility for the de,·elopmenr and implc:mc:nt;Hion of (;roup 

policy and strategy, and for day-to-day management issues, is delegated by the full Board ro rhc: c:xc:..:urivc: directors. 

Non-executive directors of the Company are drawn from a diverse range of backgrounds in order to prm·ide a \\'idc range of views 

in respect of the business, financial and strategic activities of the Group. Although certain non-exe..:urivc: directors hold shares in the 

Company, in order to enhance their independence they do nor participate in rhe Company's share option or orher incentive schemes. 

They rake an active role on Board committees, which comprise: 

Audit committee 

The Audit committee meets ar least three rimes a year to monitor accounting issues, the Group's internal control svsrcms and 

audit related matters. The committee comprises the following non-executive directors: :VIessrs J A (~uekh (<.:h;ti rman ), .J .J D Bull more, 

P R Judge and S W Morten. 

Compensation committee 

The Compensation committee reviews the remuneration and terms of employment of executive dirc:..:rors and senior c:xe..:uri,·es of 

the Company, and directors and senior executives in subsidiary companies. further derails arc provided on page 6 7. The committee 

comprises the following non-executive directors: Messrs SW Morren (chairman), G KG Srevens and I' R Judge. 

Nomination committee 

The Nomination committee considers appointments ro the Board of Directors and makes recommendations in rh is respect ro the Board. 

The committee comprises Messrs G KG Stevens (chairman), B J Brooks, PR Judge, SW Morren and :VI S Sorrc:ll . 

Internal financial control 

The Board of Directors has overall responsibility for rhe system of internal financial control throughout the Group. In the nllltc:xt 

of the size, complexity and diverse nature of this system, rh is can only provide reasonable but nor absolute assur;llh.'c: against m;Heri;tl 

mis-statement or loss. 

The key elements of the system of internal financial control are ser our below: 

Financial reporting 

The Group has a comprehensive system for reporting financial results to the Board. Each operating unit prepares a rhrc:l' n·•tr strategiL· 

plan annually which incorporates financial objectives. These are reviewed by the Group's man;tgement and agreed ,,·irh the ..:hid 

executives of each operating unit. In addition, towards rhe end of each financial yeM, operating units prl'parl' dl·t;till'd hudgers for the 

following year. The Group's budget is reviewed by rhe Board before being adopted formall y. Operating unit results arc: reported monthl~· 

and compared ro budget and prior year, with full year forecasts prepared quarterly throughout the ~ ·e ;tr. The Compall\ reports ro share 

owners twice a year. 

Quality and i11tegrity of personnel 

Quality and integrity of personnel is regarded as viral to the mainrcnance of the (,roup', '~",tem of intem ;tl lin ;ulL·i,tlconrrol. 

Guidam:e on identified key policies is provided in rhe WPP Policy Book, which include~ a ( .ode oi Bu'ifll·" ( .ondul'£ 'l'rting <>Ltt tlw 

principal obligations of directors and employees. 

OfJeratillg 1111it C()lltmls 

Procedures have been developed whereby operating units c:omplere '>elf-< :errilic:atton <~uestt<>llll<llrL'' c<lllhrtntng c<>mplt.lllc·l· " ·nh kn 

financial control\ and procedures. These questionnaires Me reviewed hy the inrenul ;tudiror' and I'L''llli' re portl'd ro rhl' .-\udn c'lllllllll[tl' 



Corporate governance and directors' responsibilities 

Internal financial control (continued) 

Review of key risk ,/l"e,/s 
· · b · d h 'd 'fi d b f k reas which are subject to The Company assesses the risks Lll:ing the business on an ongomg as1s :m as 1 enn e anum er o ey a . 

. . I d' management of working 
regular reporting to the Hoard. These in.:lude such areas as operanonal performance, treasury matters me u mg 

capital, compensation of kev executives and legal matters. 

Monitoring of the system o( i11tenz,i/ col/trol 
· h · · · · I · · 1 .:. · 1 1 · d k · b · b the Audit committee, Monttoring t c dk..:ttn·ness ot t 1e svstem ot 1nterna una1K1a contro 1s un erta ·en on an ongomg as1s Y 

which receives regul;u report'> from the director of internal audit and, where relevant, from external auditors. 

Responsibilities in respect of the preparation of financial statements 
. . . . . . h f affairs of the 

The d1rectors are requt red by ..:ompanv law to prepare finanoal statements wh1ch give a true and fa1r vieW oft e stare 0 

. fi . I statements must 
Company and (;roup ;H the end ot each tin;ln..:ial year and of the profit or loss of rhe Group for that year. The nancla . 

b d · 1· · I I d · d d' 1 · 1 d · h !'cable accountmg e prepare 111 ..:omp t<ll1<.:e wtt 1 t 1L' require tormats an IS<.: osures ot t 1e Companies Act 1985 an Wit app 1 

standards. In addition, the directors are rL·quired to: 

• select suitable a..:..:ounring policies ;md ;lpply them consistently; 

• make judgements ;md L'stimates that are reasonable and prudent; . 

• stare whether <lppli..:;lble a..:..:ounring standards h;we been followed, subject to any material departures disclosed and explained 111 

the financial statements; ;md 
I · . · ·. 1 · . • • . · · . . . ·n continue in • prepare t 1e finanu.1 st.Hcmcnts on a gomg ..:on..:ern hasts unless lt 1s mappropriate to presume that the Group Wl 

business for rhe fon:scc:ahle future: . 
Th d . . I . . . onsible for 

e 1re..:tors ..:on firm t l<H the fin;m..:tal statements comply w1th the above requirements. The directors are also resp 
. . . . . ents of the 

mamtammg adequate: a..:..:ounttng rc:..::ords to enable them to ensure that the financial statements comply wirb the reqUirem 

Companies An I ':IXS, for safeguarding the assets of the Group, and therefore for taking reasonable steps for rhe prevention and 

detection of fraud and othL·r irregularities. 



Directors' remuneration and interests 

Directors' remuneration 

The compensation of all executive directors is determined by the Compensation committee of the Board whi..-!1 is comprised wholly of 

non-executive directors. The committee is advised by independent executive remuneration consultants. 

The components of executive directors' remuneration and the basis on which these are established an: d~·scribed on pages 67 to 69. 

Short-rerm 
Salary Salary/fee incl'nrivc f>L'nsi(Hl Taxable 1994 1993 

Remuneration of the directors and fees increase plans c.:ont ri hu tions henetits Total Total 
was as follows: Location £000 ·x. [000 {()()() {()()() £000 £000 

·-------- -----

Chairman: 

G K Stevens UK 175 175 175 

Executive directors: 

MS Sorrell UK 639 2 575 11 1,225 956 

RE Lerwill UK 225 101 xs 16 427 404 

B J Brooks USA 163 ~I 17 2 263 252 

GC Sampson UK 65 3 10 s 80 67 

Non-executive directors: 

J J D Bullmore UK 78 17 95 93 

J Jackson UK 20 20 5 

P Rjudge UK 20 20 20 

SW Morten USA 23 23 24 

J A Quelch USA 65 65 54 

S H M King (retired 15 April 1993) UK 24 
.. .. ·-------···- -

Total remuneration 1,473 767 102 51 2,393 ',074 

Amounts included in short-term incentive plans represent bonuses in respect of 1994 performance paid in 19'15. 

In addition, amounts have been expensed in 1994 to meet the Company's liability for additional fees, sabry and pension contribution 

of £145,000 due to JMS Financial Services Limited ("JMS") or Mr M S Sorrel! under the proposed new conrracrual arrangements, details 

of which are referred to on page 66. 

In 1994, and in previous years, JMS discharged all relevant national insurance and pension costs attributable to rhe provision of rhe 

services of Mr M S Sorrel!. 

' 64 l Wl'l' Group plc 



Directors' remuneration and interests 

Sbare options Exercise 

.\t I ).Ill (, r.lll! e·d .\r 31 Dn: Granted At 5 ivlay 
Exercise dares 

price 

('1'14 1994 in 1995 1995 ('1'14 lll Per 
----·- share 
Outstanding opti"ns .~r.nlf<',/ 

N umber Number Commencement Expiry 

rr, the directors , 1 re ,1 s f .. /I" 11'~: ""ntbv r "ll t11 be· r :-..; umhe·r 

Scp 1995 Sep 2002 29.5p 

Bj Brooks (l2.h~2. 14 62.h.2.14 626,214 
Sep 2003 I02.0p 

221.).''' .:!.2.9, .'3 1 229,331 Scp 1996 
Sep 2004 119.0p 

1 so.-,- ISO.- I- 180,7 17 Sep 1997 
307.0p 

--- -· 58,674 Apr 1989 
Apr 1996 

647.0p RE Lerwill -;s,h--1 .'iS.h-;'4 Apr 1997 
I h . '-IS l6 . .'i4S 16,548 Apr 1990 

Sep 1997 589.0p 

I l .h ;2 11.6.12 11,632 Sep 1990 
Sep 1998 

429.0p 

-;s_--- 5X~--- 58~777 Sep 1991 
Apr 2003 

52.5p 

.::; ) .::; .. 'h2. .'i.'\.'i.l62. 535,162 Apr 1996 
Apr 2000 

52.5p 

;2l.'~Sl 32.1.9S I 321.981 Apr 1996 
Apr 2004 

115.0p 

I q-\ .. h:\2. lll.'i.652. 195,652 Apr 1997 
Apr 2005 

108.0p 

166.667 166,667 Apr 1998 
Apr 2002 

10S.Op 

41,667 41,667 Apr 1998 

----- -- Apr 1998 
Apr 2005 

C.C Sampson 4,313 4,313 
------·- ----- --- - -- · ·-

Apr 1996 
~~ S Sorrcll I '~t l.4 h 190.476 190,476 

. ·lf 31 December 
1994 was 1 09p, 

~o share option-. were· n;cr .. -i ... ed durtng the ~ - e.u- or in rhe pniod to 5 !\·lay 1995. The dosing share pnce' 

and the share pri..:e during r he· 'e·.u r.m~e·d het\H'e·n S9p .md 129p. . of rhe rights issue 
. d eflect rhe tmpact wmp 

Share options 111 e·xl..,te'll<.e prt"r t!l S .\prtl 199 '\ . . tnd rhe1r e·xcrcise prices, have been .1d1usre tor der one of rhe w• 
· · 0 · 11 Scheme or un nr 

which occurred on th;H date. \h .u-e· "l'flons .He _gr.mrnl c·nher under the \XIPP Executive Share ptiO hemes gra . . All of rhese se 
Group plc ESOP F.xecutiH· \hare· ( )ption Sche·me·s in which direcwrs ,md other senior executives partiCipate. 

IIJ'Iions at the marker pri .. ·e ;1! the time· of gr;tnt. 99 , in respect of 
. I . tO 1 .) 

Rights to additional tee.., in the form oi ph,llllolll options h,n·e been agreed to be granted to JMS 111 re anon , . elation to 1994 
. . . . . . . . . . d April 200.J, Ill r d ·n 

2,196,190 ordmary ... hare·.., ;H '"' e·xcr .. ·l'-l' prt<.'C ot _)l .. )p per sh.ue, exercisable between Apnl 1996 ,ln A ri12004, an 1 

. A ril 1997 and p 98 ·tnd 
10 respect of 577, .1l.J I ordin;ln ... h,nc" ;H an cxc·r..:ise price oi 115p per share, exercisable between P March 19 ' 

I . 19<> - . . , -, I. I . . . I OS I re exercisable between reatton to 7 .) 111 re.., p~· .. ·t <lt - · _ 1,296 <lreln;lrY sl;Hes at an exerciSt' pnce ot p per s1a • · 

March 2005. sunder any 
. hrs over share 

Th eh I · 1· · I · 1· 'll l red options or ng c airman an~ non ·cxe·cutiYe' elrc· .. ·tors ot t K Company are note 1g1 1 e to Je gran 

,,f the Company·~ .,h,u-e inccnr iH· ..... -he m e -.. 



Directors' remuneration and interests 

Directors' interests 

Ordinary shares 

Directors' interests in the Company's share capital, 
all of which were beneficial, were as follows: 

B J Brooks 

J J D Bullmore 

RE Lerwill 

J A Quelch 

GC Sampson 

MS Sorrell 

G KG Stevens 

Subscription warrants 

Subscription warrants held by directors, 
all of which were beneficial, were as follows: 

J J D Bullmore 

RE Lerwill 

MS Sorrell 

--····-- ·---·--- ···-· 

At 1 January 
1994 

10,000 

20,065 

73,738 

10,000 

500,000 

1,310,425 

18,000 

At I January 
1994 

375 

7,509 

116,285 

At 31 December 
1994 

---- -----

10,000 

20,065 

73,738 

10,000 

550,000 

2,439,730 

18,000 

At 3 I December 
1994 

375 

7,509 

116,285 

At 5 May 
1995 

10,000 

20,065 

73,738 

10,000 

550,000 

2,439,730 

18,000 

At 5 May 
1995 

375 

7,509 

116,285 

Each subscription warrant carries the right to subscribe for one ordinary share of the Company on 30 June in each of the years 1995 and 

1996 at a subscription price of £10.00 per share. 

Service contracts 

The services of the Group chief executive, Mr MS Sorrell, are currently secured under an agreement dated 21 April 1990 made with 

JMS. The agreement includes a rolling five year notice period, with all remuneration paid to JMS. It was announced on 2 September 1994 

that the Company, JMS and Mr Sorrell had reached agreement in principle concerning new contractual arrangements on the basis of a 

fixed three year term, renewable annually. The new arrangements are subject to obtaining shareholder approval for the implementation 

of a Capital Investment Plan for the benefit of Mr Sorrell at an Extraordinary General Meeting to be convened immediately following 

the Annual General Meeting on 26 June 1995. The annual basic fee and salary to which JMS and Mr Sorrel I are entitled under the new 

arrangements is approximately £750,000 (depending on the UK/US rate of exchange) together with annual pension contributions of 

approximately £325,000 (depending on the UK/US rate of exchange). In addition to the grant of phantom options referred to on page 65 

and the Capital investment Plan, JMS and Mr Sorrell will be entitled to participate in the Company's annual, long-term and other 

incentive plans available for the benefit of executive directors and senior employees in the Group. 

Mr RE Lerwill is employed under a service contract with a rolling three year notice period, and Messrs B .J Brooks and 

G K G Stevens are employed under contracts with rolling one year notice periods. 

Under the Articles of Association of the Company, Messrs J J D Bullmore, P R judge and .I R Quelc.:h retire by rotation and, being 

eligible, offer themselves for re-election. 

Other interests 

No director had any interest in a contract of significance with the Group during the year. 

The Company has maintained normal indemnity insurance during the year for its directors and officers against liability when <Kting 

for the Company. 
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Executive remuneration 

Annual incentive compensation 

Annual incentive eo · · bl d f 1· d · · · · · f h mpensanon IS paya e un er orma 1se mcent1ve plans estabhshed for each operating company and tor execunves 0 t e 

holding company. Groupwide, there are approximately 1,000 participants in annual incenrive plans. or S'X, of all employees in the Group. 

In the case of the Group chief executive and other holding company executives, operating profit and operating cash tlow arc used to determine 

bonus, and the targets, which are agreed with the non-executive Compensation committee of the Hoard, apply ro the Group as a whole. 

In the case of each operating company, the performance target for determining the overall level of annual bonuses is defined in terms of either 

operating profit or operating cash flow, and the targets are agreed with the Group eh ief executive each ve<H. 

Individual bonuses are payable in cash from the available bonus pools and arc determined on r;1e basis of individual performance, 

encompassing the Group's most important strategic and financial objectives. for the senior management of each operating company, these 

objectives include improvements in operating profit, operating margin and staff cost to revenue ratios, as well as revenue conversion 

targets and cooperation with other companies in the Group, where appropriate. In each case, the annual incentive compensation objectives 

relate solely to the employees' own operating company, division, client or functional responsibility. For holding company executives, 

annual incentive objectives are specific to their area of functional responsibility. 

Long-term incentive compensation 

Long-term incentives comprise a significant portion of the total remuneration of senior executives in e<lCh ope rating compan y and in the 

holding company. Groupwide, approximately 200 or 1% of all employees participate in a long-term incentive pl<ln . 

The long-term incentive programme for senior executives of the holding company, including rhc Group chief executive, includes 

annual grants of fair market value share options and annual grants of performance units . In the latter case. rhe value of each perform<mce 

unit is equivalent to one ordinary share of WPP Group plc. The number of units which vest over each three year performance period is 

dependent on WPP Group's relative share price performance over that period, compared with a group of seve n major publicly traded 

multinational marketing services companies. These companies are Asatsu, Cordiant plc, Grey Advertising, Inc., The lnterpublic Group of 

Companies, Omnicom Group Inc., RSCG Eurocom and True North Communications Inc. No units will ve s t where performance is below 

the median level of this peer group of companies. Where WPP's performance is equa l to the medi ,m, 2S % of each executive's performance 

units will vest. A higher percentage of the units vest for share price performance above the median leve l. up to I 00% where th e Group's 

performance is equal to or better than the second highest ranking peer compan y. The first performance pe riod runs from I .January I 993 

to 31 December 1995 and grants have also been made in 1994 (for the 1994-96 period) and in 1995 (for the 1995-97 period). 

Participation is limited to a small number of senior holding company executives, and the size of e<Kh contingent grant is defined as a 

percentage of base salary for each participant. 

Senior executives of each operating company in the Group, including]. Waiter Thompson Company and Ogi Ivy & Mather 

Worldwide, participate in long-term performance plans which provide rewards for the achievement of three year financial performance 

targets agreed each year with WPP. These plans are currently operating on a rolling three year basis o ver th e 1993-95, 1994-96 <lnd 

1995-97 performance periods. In addition, an award became payable in March 1995 under the .J . Waiter Thompson and HLS long-term 

incentive plans for the 1992-94 performance period. The value of the paymenrs made to executives for each perfornwnce period is based 

on the achievement of targeted improvements with respect to each of these key financial and operating criteria : 

• average operating profit or operating cash flow 

• average operating margin 

• average ratio of staff costs to revenues. 

The weighting associated with each of these measures varies according to the objectives of e;~<.: h hu~iness. 

These awards are payable in a combination of cash and restricted WPP shares. The restrictions on rh t· s;lle of the shares arc lifted 

after one year for 50% of any shares awarded and after two years for the ha lance. De pending on the plan, the share portion represents 

25 to 33% of the total long-term incentive payment. The Group plans to increase this proportion to SO' \, on: r rime . 

At the beginning of each three year performance period, all participants in operating compall\ long-term inn·11ti ve pl;ms 111 <1\" ,,)so de~· t 
to receive a WPP share option grant, as a substitute for up to 25 % of their rorallong-term incentin· opportunir,·. To dar e, <lppro:xim <ltl'h· 

60% of all long-term incentive participants have elected to rake a portion of th eir long-term incenri ve opportulllf\ in sh;He options. 

In addition, a limited number of the most senior execurives who participate in th e operating e<>mpanv l<mg-re rm pe rf<>l"lll <lllL" t' pLms ,,)so 

receive annual grants of WPP share options, through their memhersh ip in the ·· WPI' C rrou p I 00 C: luh. ·· This group ot up m I ( }() kt' \ t' :xt·~· urives 

was established by the Group chief executive in 1994 to further a number of qraregic a 1111s of rlw C. roup . . -\ 111< 111g rlw most 1111port;UH of rlwsc 

is to encourage business co-operation across e.; roup compan ie,. A 11 me m her~ ot the I 00 < .lu h. Ilk lu d 111g r he ,· h 1 L"l ,. '<'c"llt i , .,. offi ,.,. r ol· <'''~· h 
operating company, receive an annual grant of fair marker value WPP share options , <1 11 "' whtdl .H< · c'<·rc '" 1hl,· rhrt-v H"<lrs trotll rill· gr.11H 
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Executive remuneration 

. . d' . d 0 rh next three years, the total 
d:ate.,iftheiropcraring-.:omp.ln' .1~·h1nc~ lt~ three \L".H hnan<:l;ll t;Hgetsm·erthecorrespon mgpeno. ver e -

value (number of sh;H<.'~ t 1111<'~ !.11 r 111.HK<' l , .due .I! gr.mt l ol rhes<· grants will range from one to three times base salary. 

Retirement benefits 
. . . h G d ending on historical 

The form and lcvd oi ,_., Hnp.lll , - . ~r• lll" >r<·,l •·et 1 rcment heneht ;Hran!!,cmenrs varv s1gmficantly across t e roup ep 
. ' . . ~ 'd d · b fits is considered by the 

operating company pr.l<.' t •cc .111d loc.1l 1n.nk<.·t ~- olhl<kr.n•ons. fhe lcvd ot company-provt e renrement ene 

Compensation committ<'<' 111 the <.'<>11!<"'-t ol o\er.1ll dc.:JsHms ahour remuneration levels for senior employees. 

I h . . d h U . d Kingdom - private 
n t e two market~ " 'h<.·n· tlw < •~'<>Ill' emploY~ th<· Llrg<.·sr number ot people- the Umred States an t e mre . 
· - . - . . . . The Group's pensiOn 

~1on practKcs h,1vc h<.Ttl •no,·•ng t!l\\·.nd grc.H<.'r us<.' ot <khned conrnhuuon retirement benefit arrangements. 

I. · I - - · · b · A h present rime, however, 
po 1cy IS to provi<. L' u >m pet 1 t 1\'<' r<.·t 1 re·me·nt hcndirs. whcrL'\'L'r poss1hle, on a defined contnbunon asts. r t e . s 
.... _ G . . . . . . . . . . h these pension plan 
me roup Still matnt;un-., tiHLT ddmcd lwndlt pLms 111 the liS and tour defined benefit plans m the UK. In eac case, 

'd d f I · · · . I sed ro new entrants. 
zre prov1 e or t 1c hcnL·Iit "I e·mplo,·e·e·.., ol -.,pe·L·Ih<: ope·r;Hlng compames, and m the case of the UK plans, are c 0 

Compensation of executive officers h'ghly compensated 
The following tahk set.., f, > rt h de·1.1 il-., ol c< llll pcns.H ion oi thL· (;roup eh ief executive and each of the other four most 1 . 

. ff . h. ement the "execunve 
executive o iccrs oi thl' < .r"ul' .h "' >I l k.:cmher 1994 (the "n;lmed executive officers"). As used m t IS star ' · 

ff. . . . . ves as the chief execunve 
<> Jeers" of the (;roup .nl' de'L'me·d r" •n~·ludc .111,. ehrl'..:tor ot the Company, or an execunve who currently ser 

,Jfficer of one of thl' (;roup·.., 111.1j"•· "l'e-r.uing ~-"mp;lllie· s. 

This information u>n-r.., ~-"mpcn-.,.Hton !or sen·i<.·e·s re·nekre·d in all cap;Kitics for the two years ended 31 December 1994' . talent. 
All eo · · 1 - .. . . • - · 1 etirors for execunve 

mpcnsatton 1s rcporte·e 111 lll.., d"ll.n-., in order to Ll.:lht;He compansons w 1rh the Groups prmctpa comp 

Annual compensation 

Share options, 
SARs and . 
phanrom Resrncred 

All orher 
mpensarion (5) 

eo $000 

~amc and prim:ipal po-.,ition 

Other annual 
Sabn· Bonus (I) compensation (2) 

$00l) $000 $000 

shares (3) shares (4) 
Number Number 

M Sorrel! Croup ..:hid. e"'L'~· utin· 

WPP <;rt>up 
1994 
1993 

979 538 17 

C Beers 

B Manning 

( :hairm.ln/( :hil'i e",L'c'lltiYe· "iii~· e-r 

Ogi In & \ Lnhn \\'orld\\'idl' 

Chairman/( :hil'i e''e'L'lllin· oiii..:n 
.1- Waltl'r Thonlp..,"n < <llllp<lll\. 

1994 
1993 

1994 
1993 

959 

1,000 
1,000 

990 
990 

475 
500 

· ··------

15 

114 
52 

24 
24 

199,580 
500,000 

soo,ooo 

R Lcrwill (;roup tin;lll<.·e· di re·c·t<lr 
WPP (,roup 

1994 
1993 

345 121 23 195,652 
857,143 

326 107 2l 
- --------

P Barnard C:h il'i e·,e·c·ur i' e· oiti~· e-r 

Kantar <.roup 
1994 
1993 

306 153 9 123,950 
100,000 

249 153 9 

:-<ores 

2 

4 

s 

" I 

Rcprcsenr- -.,hort tl'rm •n~· e·ntl\c' ,1\\',Hds p;lid in ~· alc-ndar Ye';lr 1994 and 1993. . . . ,.,ell as the . . . . . - rte msu ran<.:e. as ' 
lnclud<:~ the ,-alue ol <.''""l'·'n' ~- .11',. L·luh mcmhe-rsh1ps, L':-<e..:urin· health benefits and supplemental execunve 1 M R Lerwill. and an 
· · · · I 1 · · 1 · · 1 ·h p ·I ase Scheme ro r economiC •mpute·t ''' ue· <>I .111 llllt're·,t tn·e· o.111 lrom the trustees ot rhe \'VPP Group pc S are urc 1• · . · a .1 portion 
. . .. . . . - - d I C B rs' housmg. covenn, • 
mrcresr fret· lo;ln 1" \I,< lkt·rs. In .1ddn•on, rhc <..omp;lll\' P<11d re•nr,11 costs ot $6.),.)00 rowar lV s · ee 

of the <>11l' · \'l'ar per11>d l<>il<l\\'lllg he-r rt·l<>l..';ltion to "le\\· York . . h US) are 
A . . . . d. SARs" (as used Ill t e 

s used 111 rh..., re·p"rr. rilL' t<-rlll " ph.mronl slures" (as used in rhe liK) and the term "lret'·stan mg · ' h· e:.;ecutive h;tS 
. . . . . . . . . n· . ·d term, and where t " . 
mtcn:hangL"ahk . H"th rdt-r tll rilL' ru.,ht t" rl'c·e·•n· the , .,1lue ot ;111\' mne;lSt' 111 share pnce over •1 xe . 
h . . . . . . . . . . . . . h . '. .,[ogous to a share opnon. 

t c nghr to ekc1 the· d.llv "" " ·h•c·h tl11s 'alue· "h'e·d. \\'lthm '' spe.:J!ie·d rune penod. Bot .H< an. . · · Hive plan . . . ·I , .. a companv long-term•n ... <• . 
No restncted shart• ,)\\ .ll'ds \\ 't'l'l' !ll .ldt• Ill 1 cJLJ4. Rt·srncred shares 111;1\' be gr;lllte•d undereac 1 oper.Hlll<> . 'I Jina ·md Lcrwdl. 

. · : . . . . • hns for Messrs "' am " · 
lnclud<:s aLcl'll<lls dur111g v.~ch c .dvlld .tr n·.ll' undcr ..:omp;lll\' tunded dehned .:ontnbunon rt'tlrtmtnt P• B . d 

. . · . · ~ . '·1 B 1vhnning ;tnd Mr P arnar · 
In addnu>11, rhv < "'"1'·11" tun..t~ dvtit~t·d hl'IIL'ht re·tlrl'nll.'nt ;11-r;mge·menrs tor !'vis<.. lkers, tv r ' • L 

The annual "duv .. t 1hv"<· ,ktinv..l hvn .. ·ti! rt·rire·me'llt pLms is nor induekd in this table. . ... r' m 
d · J'vidtnl in.:~nnve compcllS.l " 

Amount-., ot '\)I •nollt<>!l "'·rv .tccrunl tnr \lr H \l.mning in ca..:h year (199.~ and 1994) un er an Ill 1 • 

. . . . . I· .-[ . ·I will be pavable in rhe third 
An amounl "· -•~ .le c run I I< •r \I r I' l'>.nn.nd under .1 Rcst• ;tr~·h lnrcrnatl0nallong·tt'fll1 IIK~IHIH P .111. \\ liL 1 · . _ ' I l ... -,f opel"ltlll!!, .:omp;Hl\ 
finanl'ial '"'·~~' I• oil••" "'~ 1iw '"·'~' "' """" 11 is c.nne·d. This ;lnHnlnt mav hc adjusrcd (up or unwn) on tle "1s" 1 

• •· · 

pcrforlll <llh.c.: ,,,vr tlh · ''''' \v.1r-.. pr~t1r t11 p.nnH:nt. . , . ·I· 0 • 
· · .. 1 . . . ·I . 1 · liS ·I 11· .. . 1 .. nroximatc average· liS dollar t xc 1.111,...e 

14 or thl' purp 11 -...l'-.. ,,f thv .1h'''": 1.1hlv ..... tvrl111~ .111\lllllH ... h~l\1.. "~ll1l t1.1ns ,ltu. tnto . 1..0 ,11s .lt tll .lJl · 
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Executive remuneration 

Share option, SAR and phantom share grants in 1994 (1) 

Options, SARs 
and phantom %of total Exercise price 

Potential realisable value a t assumed annual rates 
of share price appreciation for option term (3) 

0.,. 5'X 10% shares granted options granted (pence Expiry 
(no. of shares) in 1994 per share) date (2) 

/ o . s" $ 
s 

M Sorrel! 577,391 7.62% 115p April 2004 637,010 1,619,067 

C Beers 199,580 2.29% 119p Sepr 2004 22b,304 581,051 

B Manning n/a n/a 

R Lerwill 195,652 2.25% 115p April 2004 215,854 548,629 

P Barnard 123,950 1.42% 119p Sept. 2004 140,547 360,864 

No res 

Share options, SARs (Stock Appreciation Rights) and phantom shares are granted to Mr M Sorrcll and Mr R Lcrwill under a holding 

company programme of annual grants over a three year period. The target grant over three years is equal ro four rimes base salary for 

Mr R Lerwill and four rimes annual cash compensation (base sa lary and annual incentive bonus) for M r :\1 Sorrell . 

Share options granted toMs C Beers, Mr B Manning and Mr P Barnard are granted under rhc WI'P I 00 C:luh share option grant 

programme. Mr B Manning did not receive a grant in 1994, as he is entitled to other bonus compensation covering rhc same period of rime, 

under his contractual arrangement. 

2 All options are exercisable three years from the grant date and expire ren years from the grant dare. 

3 WPP shares are quoted in pounds sterling, and the potential realisable value has been translated inro US dollars using an exchange rare 

of $1.5323 to £1. 

Share option, SAR and phantom share exercises in last financial year 
and final year-end share option, SAR and phantom share values 

Shares acquired 
on exercise 

Value 
realised 

Number of shares underl ying 
unexercised share options, SARs 
and phantom shares ar year end 

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

M Sorrel! 

C Beers 

B Manning 

R Lerwill 

P Barnard 

No re 

Exercisable 

145,631 

Unexercisable 

2,964,057 

699,580 

500,000 

1,052,795 

240,087 

Value of unexercised in-the-money 
share options, SARs and 

phantom shares at year end ($) (I) 

Exe rcisa ble Unexercisable 

2,066,255 

432,875 

432,875 

742,071 

99,557 

Value calculated by subtracting the exercise price from the fair market value of the Group's ordinary shares on 31 December I 994. 

This was 109.0p. The sterling value has been translated into US dollars using an exchange rare of$ I .S .H3 to L I. 

Long-term incentive plan awards in 1994 

Number of Performance or other period 

units or shares until maturation or payout 
--------~-

M Sorrel! 386,420 (1) 1 January 1994 - 31 December I996 

C Beers 4,000 (2) 1 January 1994 - 3 I December I9% 

B Man_nin_g ____ n/a n/a 

R Lerwill 97,200 (I) I January 1994 - 31 December I996 
--------
P Barnard n/a (3) 1 January 1994 - .31 December I9% 
------------ ---···- -- -----------· --·-- ·-·- - ·- - ... 

Nares 

Threshold 

%,nOS 

$I 00,000 

24.~0() 

$I I 7,000 

T,1rgcr 

n/a (I) 

$400,()()() 

n/a 

n/a (I) 

$234,000 

!VIaximum 

3Xn.420 

$600,000 

n/a 

97.200 

$35 I ,000 

Each unit is analogous roan ordinary share of WPP Group plc, granted under the Wl'P l'erform<liKl' l lnir Plan for sl'nior l'Xecurive s of 

the holding company. Units vest three years from the dare of granr on rhc hasi' of share price pe rformann· rl'LHiH· ro Sl"\"l' ll otht'l" lll<lior 

puhlicly traded advertising companies. The number of units which vest between rhl· threshold and 111 <1Xi mum pnformanc·l' kvels is 

2 
pro rated on the basis of performance relative ro these level s. 
Units granted under rhe Ogilvy & Marher Worldwide long-term incentive plan arc valul·d on rhl' h'1'" ot ol\'t'LlgL' opnar111g c·ash tlow o1nd 

operating margin over a three year performance period, relative to targets l·..rahli shecl wirh \X1l'l'. f"lw ,·alue ot tlw units 111 .1~ he rniuc·L·d 

where targeted levels of staff cost ro revenue ratio have not hcen achieved over tlw saml" period . 

70 . WI'P ( ' ' 'mup pk 



Executive remuneration 

Long-term incentive plan awards in 1994 <"11/Itimtcd 

~otes continm:J 
3 $117,000 (f76.41Hli " ·".ILL· run!'"' beh.t!l <>I \lr I' B.1rnard under tht· Research International long-term incentive plan. This amount 

is subject to adju-.tlll<'lll 1up <>r d<>Wil l '"n the period 1995-199(> hascJ on specified operating profit targets for the company. 

4 For the purpo~e.., ot the·'""'<' t.tbk. ti).!urt·-. h.tH' heen tr;msbtnl into dollars at the rate of $1.5323 to £1. 

, p the UK FfSE 100 
The tables below comp.Ht' the return to inn·,tor~ in \\ 'PP shares with the average return in the Company s peer grou ' 

· d covers the financial 
Index and the us S& I' son In de,. m ·cr .1 {\\'() .md four yc;tr period, with all income re-invested. The tWO year peno 

years during which tht· ( or<>up'-. -.h<>rt .tnd l<>n).!-term itKl'lltin· plans have been in place. 

WPP total return to share owners 
relative to peer group (Index 1993=100) 

:zoo 

200 

1110 

1993 

WPP ! 1',1 

1994 

R('t1asee1 to 199 3 

WPP total return to share owners 
relative to peer group (Index 1991:100) 

400 

350 

300 

250 

200 

150 

100 ~ 

50 

1992 1991 
0 1993 

.-. ~· FTSE 100 WPP - Peer group 
- S&P500 

1994 

Re!J85€d 10 1991 

. f rmation 
Employee tn o 

Equal opportunities 
Th . . . . _ . provide Equal 

e Group endorse., ;tnd -.upp<>rts the prtlKtplt:s ot Equal Employment Opportunity. It is the pohcy of the Group to 

E I . . . . . . d' bility, sexual 
mp oyment Opportunit,· t<> all qu;tlitied mdtnductls \Vtthout regard to race, creed, colour, age, rehgwn, sex, JSa 

orientation, marital q;lfu .... miliLtn· ... cn·icc national origin or ancestry. 
Th - . . . . . . I " I obligations, on a 

e purpose t>t the ( ;n>up·-. pt>lit·,- ts to t•nsurc then allcmplo,·ment deciSions are made, subJeCt to ItS e,a 
. . . . . . . . . ·on of employment 

non-discriminatory h ct'>i-.., whL·tht'l' at the tunc ot cmplonnent, 111 promotiOn, trammg, remuneration, termtnatt 

or whenever an,· terms ctnd condttion-.. of L'l1lploymcnt with the Group are being considered. 

Employee consultation and involvement h h · r 
. . . . . . he Group throug t cl 

The Group place., consltkr;thk tmportann· on the contnhuttons to he made by all employees to the progress ot t . G 
. . . . . . d ' I nents withtn the roup. 

rcspecttve compantL'' · ;tnd .11111s to kL·t·p them mtormcd on matters aftecting them as emplovees and on e\e opt 
. . A . I Report and Accounts 

This is achieved lw form .tl .md informal meetings ;lt the indi,·idual company level, and by distributton of the nnu.t 

and a regular new-..ktter thn>ugh<>ut the (;nntp. . 
. . . . . . - . . . At 5 Mav 1995 opttons 

Sen10r emt,lo\-ee-. t >t the (, r<>u p ;H<' eltg1 hk to tTL'l't\'l' ~rants under the WPP Execunve Share Optton SLheme. · . . 
· · . . t h Companv. 

have been granted t<l '' t<>t.tl <>f hh2 1 \ LtY 1994: 6 15) employees owr 23,161,609 (May 1994: 14,200,685) ordmary shares 0 t e · 

Employee-.. own .tppr<>' 1111.1teh - .. ., 1 199~: - o . ., l of the issued shcue capital of the Company. 



Statutory information 

Substantial share ownership 

As at 5 May 1995, the Company has been notified of the following interests of.)'};, or more in the i''uc·d ordinan· ,h,lre c:apir;1l of rhe Company: 
o~, 

Fidelity 8.76 

Provident Mutual 3.50 

The disclosed interest of Fidelity refers ro the combined holdings of FMR Corp., Fidelity lnrnnarion;!l Limited and hl\\'a rd C Johnson Ill 

(the principal shareholder of these companies), and that of Provident Mutual to l'rm·idenr .\lutu;ll I.ife r\"ur;lnc:c· .. h">c' i;Hion ;lnd l'ro\'idenr 

Mutual Managed Pension Funds Limited. 

The Company has nor been notified of any other holdings of ordinary share capital in exce" of .)'',.. 

Profits and dividends 

The profit on ordinary activities before tax for the year was £85.3 million ( 1993: £54.4 million). The director' recommend ;I hnal ordinary 

dividend of 0.75p (net) (1993: 0.65p) per share robe paid on 17 July 199.5 to share owners on rhe regi,rn ar 16 June ILJLJS \\'hich, together 

with the interim ordinary dividend of 0.385p (1993: 0.35p) per share paid on 30 No\'emher I9LJ4 makc·s a tot;ll oi 1. 1.>5p (net) tor rhe ~·ear 

(1993: l.Op). Dividends payable for the year in respect of rhe Company's Com·ertihk Cumulative Rnkemahle l'rderence shares amount to 

1.71! (1993: 1.71!) per share. The retained profit for the year of £38.1 million is carried to rc·scrn·s. 

Group activities 

The principal activity of the Group continues to be the provision of marketing scr\'iccs worldwide. The C:omp;ln,· ;1crs on I\' as a holding 

company and does nor trade. 

Fixed assets 

The consolidated balance sheet includes a conservative estimate of certain corpo rate brand namc·s. lkt,lil, oi rh is ;lnd moH·mc·nrs in tixcd 

assets are set our in notes 1 0, 11 and 25. 

Share capital 

Derails of movements in share capital are given in note 20. 

Following the conversion in August and September 1994 of convertible cumulati\'l: redeemable prdl'l'l'ncc· sharL·s ("C:C:RI' Sha res") into 

ordinary shares and in view of the conversion of the remainder o f all the outstanding C C: RP Sharl'' · \\'hich ra kL·s cHeer o n ILJ :\ Ll ~· ILJ95, iris 

proposed in paragraph (a) of Resolution 5 set out in the No tice of Annua l G eneral .\leering that the autho r ised ordinar~· ,h,Hl' capita l of the· 

Company be increased from £79,968,300 to £100,000,000 hy the creation of an additional 200,) 17,()()() ordinan· sharL·s of I Op each. which 

will represent an increase of 25% in the authorised ordinary share capital of rhe Company. The incrl''"l' i' being proposed to ensurl· rhar 

sufficient authorised share capital is available for issue under rhe general authority to allot share' ser our in p;lragraph (h) oi that Resolution. 

lt is proposed in paragraph (b) of Resolution 5 to authorise the directors to a llot relevant securitil·s without rhe prior consL·nr oi 

share owners for a period of fi ve years from the date of the resolution . The f 26 ,2 77,LJ77 nominal a mounr oi rl'ln·anr securitiL·s to which this 

authority relates, after full conversion of the CCRP Sha res and allowing for rhe e xe rcise of options, the suhsc:riprion rig hts unde r warr,mrs 

and the obligations under the earn-our commitments, represents .3TY.. of rhe nominal amount oi issunl ,hare capiLli of the CompanY as •H 

15 May 1995. Except pursuant to the conversion of the CCRP Shares, the exercise of options, the sulhcriprio n rights under w;lrr;lllts .1nd 

satisfaction of the obligations under the earn-our commitments, the director'> ha\'e no p resent intl'IHion of l',nci,ing rh is authority. 

Authority to allot equity securities 

At last year's annual general meeting a special resolution was passed , pursuant to sec tio n LJS o f thl' ( :o mpanil'' :\et I CJXS, l'lliJ'O\\'l' ring the 

directors to allot equity securities for cash without first be ing rl'quired ro offer such sharL'' to l''isr ing ,h ,lrl' ownl'rs . lr i' pn>po,l·d in 

Resolution 6 that this authority he renewed. The £.3,602,312 nominal <lmounr of equin· ' l'curitil'' to which rhi, ;lllthorin rd;Hl'~ rq'rl'Sl'IHS 

4.9% of the issued share capital of the Company as at IS May ILJ'1S. The resolution al" ' all<l\V' rlw di ITctor' ro ,!I lot sharL·s to r L·osr IH· 

rights issues. This authority will expire on rhe earlier of 2'i September J'-JLJ6 and the datl' o f thl' annu,ll gL'IIL' LII nH'l'ting ;lfte r the mel·ting ro 

he held on 26 June J99.S, and follows London Stock Fx<.:hange guide lim·'· 

Charitable and political contributions 

The Group conrrihurcd £2S.3,000 to UK <.:harirics in 1';1';14 (I ';I '-J1 : £200,()()0 ). No LOIHrihuri<llh wnc nuLk ro politic a l p;lrti l·~ . 

Close company status 

The Company is nor a close company within rhe meaning of rhe provision' of thl' lnu>~m· .111d ( .<li"J'<>r;HI<lll l .l,l'' .\L't I LJXX. 

Auditors 

The directors will place a resolution before the Annua l (,cnera l Meering lo rl' ·<1ppoinl .\ rr hur :\nd"r'"'' .Is .1ud1to rs tor !ill' L'J h uing n ·.n. 

By Order of the Board 

D F Calow 

Secretary 

15 May 19'1') 
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Report of the auditors to WPP Group plc 

on Corporate Governance matters: 

In addition to our ;ludit ot the tin.lnL·I.d q,nements we han· 

reviewed the director~· -..r.Hemenr-. on p.lgl·s 59, 62 and 63 

concerning the Company·-.. L·ompli.mL·e with the paragraphs of 

the Code of Best PractiL·e -..peL·itied tor our rl·,·iew lw the London 

Stock Exchange. The ohj L'L't in· ot our re\· iew is to draw ;lttention 

to non-compliance with rho-..e p;lr.lgr.lphs oi the Code which is 

not disclosed. 

We carried our our re\·in\· in .lcu>rdance with Bulletin 1995/1 

'Disclosures relating to corpor.ltl' go\·L-rnance' issued by the 

Auditing Practice~ Bo;Hd. Th,H hulkrin does not require us to 

perform the additional work neL· e~'< ;H\' to, and we do nor, express 

any opinion on thL· eiicctin· ne~-.. oi either the Company's system of 

internal financial control or its corpor.HL' go\-crn;l!Ke pro.:edures 

nor on the ability ot the ( :omp;ln\· to continue in opn;Hional 
existence. 

Opinion 

With respect to the directo1·s' qarements on internal tinan.:i;ll 

control on paJ!.es 62 ;lnd 6 .~. and going con.:L·rn on page 59, in 

our opinion the directors have pro,·idcd the disdosures required 

by paragraphs 4 .5 and 4.6 ot rill' Code (as supplemented lw rhe 

related guidance ior di recto1·s) ;lnd such statements arc not 

inconsistent with the iniorm;Hion oi which we are aw;ue from 

our audit work on the tinanci ,ll statements. 

Based on enquiry oi certain direl'tors ;lnd oiiicers of the 

Company, and examination of rdL'\·ant documents, in our opinion 

the directors' sratemen r on pagL· 62 appropri;Hcly reHects the 

Company's compliance with the othn p;H;lgraphs of the Code 

specified for our rev iew. 

Arthur Andersen 

Chartered Accuullt,urts .urd H.cgistcrcd Auditors 
London 

15 May 199S 

Reports of the auditors 

Report of the auditors to the members of WPP Group plc: 

\V/e have audited the financial statements set out on pages 74 to 99, 

which have been prepared under the historical cost convention 

(as modified for the revaluation of certain fixed assets) and the 

accounting policies set out on pages 74 to 75. 

Respective responsibilities of directors and auditors 

As described on page 63 the Company's directors are responsible 

for the preparation of the financial statements. lt is our 

responsibility to form an independent opinion, based on our 

audit, on those statements and report our opinion to you. 

Basis of opinion 

We conducted our audit in accordance with Auditing Standards 

issued by the Auditing Practices Board. An audit includes 
. . . f 'd 1 t to the amounts exammatlon, on a test bas1s, o ev1 ence re evan 

and disclosures in the financial statements. 1t also includes an 
. . . d · dgements made by assessment of the s1gmficant estimates an JU 

fi · 1 t ments and of the directors in preparation of the nanc1a sta e ' , 
· the CompanY s 

whether the accounting policies are appropnate to · 
. . . d d d tely disclosed. Circumstances, conSIStently apphe an a equa 

" d. obtain all the We planned and performed our au 1t so as to . 
· · . · d red necessary 10 mtormation and explanations wh1ch we cons• e 

. . .d ·ve reasonable 
order to provide us with suff1c1ent ev• ence to g• 

f f m material 
assurance that the financial statements are ree ro 

. d h irregularity or 
misstatement, whether caused by frau or or er 

. 1 d the overall 
error. In torming our opinion we also eva uate . I 

. . . · rhe financ•a 
adequacy of the presentation ot mformanon 10 

statements. 

Opinion . . 
. true and fa1r v1ew 

In our opinion, the financial statements g•ve a 
. . d f he Group as at 

ot the state ot affairs of the Company an ° t h G 
. d h flows oft e roup 

31 December 1994 and ot the profit an cas d 
. d h been properly prepare 
tor the financial vear then ended an ave · 

in accordance wi.th the Companies Act 1985. 

Arthur Andersen 

Chartered Accountants and Registered Auditors 

London 

15 May 1995 



Accounting policies 

The financial statements have been prepared in accordance with applicable accounting standards in rhe Un i red Kingdom. 

A summary of the Group's principal accounting policies, which have been applied consistently throughout rhe year and with 

the preceding year, is set out below. 

1 Basis of accounting and presentation of financial statements 

The financial statements are prepared under the historical cost convention, modified ro include rhc revaluation of land 

and buildings and corporate brand names. 

The presentation of the Group and Company balance sheets has been modified ro bring them into line with the 

disclosure requirements of Financial Reporting Standard 4, 'Capital Instruments' and financial Reporting Standard 5 

'Reporting the Substance of Transactions', which came into effect during the year. Comparative figures have been 

re-stated as appropriate although there has been no change to reported profits. 

Basis of consolidation 

The consolidated financial statements include the results of the Company and all its subsidiary undertakings made up to 

the same accounting date. The results of subsidiary undertakings acquired or disposed of during the year are included or 

excluded from the profit and loss account from the effective date of acquisition or disposal. 

The Group's share of the profits less losses of associated undertakings is included in the consolidated profit and 

loss account and the investments are shown in the Group balance sheet ar the Group's share of the ner assets of these 

companies less provisions for permanent diminution in value. The Group's share of the profits less losses and ner assets 

is based on current audited information produced by the companies, adjusted to conform with the accounting policies 

of the Group. 

3 Goodwill 

Goodwill represents the excess of the fair value attributed to investments in businesses or subsidiary undertakings over 

the fair value of the underlying net assets at the date of their acquisition. Goodwi 11 arising on con sol ida rion is written 

off against reserves in the year in which it arises. The profit or loss on the disposal or termination of a business includes 

goodwill previously written off to reserves. 

4 : Intangible fixed assets 

Intangible fixed assets comprise certain acquired separable corporate brand names. These are shown at a valuation of rhe 

incremental earnings expected to arise from the ownership of brands. The valuarions have been based on rhe present value 

of notional royalty savings arising from the ownership of those brands and on estimates of profits attributable to brand 

loyalty. The valuations are subject to annual review. No depreciation is provided since, in rhe opinion of rhe directors, 

the brands do not have a finite useful economic life. 

5 Tangible fixed assets 

Tangible fixed assets are shown at cost or valuation less accumulated depreciation . Depreciation is pro,·ided at rates 

calculated to write off the cost or valuation less estimated residual value of each asset on a straight-line basis over its 

estimated useful life, as follows: 

Freehold buildings- 2% per annum 

Leasehold land & buildings - over the term of the lease 

Fixtures, fittings & equipment- 10% to 33% per annum 

Surpluses arising on the revaluation of tangible fixed assets are credited ro a non-di,tribut.lbk rcv.1luation reserve. 

On the disposal of a revalued fixed asset the revaluation surplus is transferred to Lhstrihutablc reserves. 

6 Investments 

Investments in subsidiary undertakings are stated in the Compan)' \ financial '>f <Ht'lllt'JH' ar c·osr less <llll<lliiHS \\Titrcn off 

for any permanent diminution in value. 
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Accounting policies 

7 Stocks and work in progress 

Work in progre-..-.. i-.. , .• 1lued ;H cost or on a pen.:entag~-~;f-~ompletion basis. Cost comprises outlays incurred on behalf 

of clients, ;liH.I ;111 ;lppropri;HL' proportion of direct costs and overheads on incomplete assignments. Provision is made 

for irreco\·L·rahlc L.,l,ts wherL' ;lppropriate. Stocks are stated at the lower of cost and net realisable value. 

_s_:_E~btors 

i Debtors ~He sr.ued nL·t of proYisions for bad ;md doubtful debts. 

9 I Taxation 

--;,-Corporate LlXL's ;HL' p;n·.1hlc on tax.1hk profits at c-urr~~-rates. Deferred taxation is calculated under the liability method 

d · · 1· · · 1 · h d h f peered ro be in force 
1 an proYision is m;lde for all nmtng L ttkrences w 11c are expecte to reverse, at t e rates o tax ex 
I 

at the time of the rL'\·L·rsal. 

10 Pension costs 

Contributions to defined contribution schemes ar~ m;~d~ -i;l accordance with the recommendations of actuaries and are 
h . . . . . . . d contained in note 

c argeJ to the proht ;lnd loss ;lccount as mcurred. Further detatls ot the acruanal assumpnons use are 

23(d) to the fin;mci;ll statL'IllL'nts. 
. fi · n schemes is 

The ch;H).!.L' to the proht and loss account (the regular pension cost) in respect of defined bene t pens!O . . 
. . . . bl oil Vananons 

calculated to achtL'H' a suhsunttally len~ l percentage ot the current and expected future pens10na e payr · , 

from reguLu costs are allocued to the profit and loss account over a period approximating to the scheme members 

average rem;lining sen·iL·e lin·s. 

_!!j__ Operating leases 

I - . ···-·· --· . . . r discount on 
Ope rating lease t'L'ntals are charged to the proht and loss account on a systemanc basts. Any premtum 0 

the acquisition of ;l k;lSL' is spread on:r the life of the lease. 

~ Turnover and revenue 1 t' 
1 ·- ·-· -- · · • h the rota o 
1 Turnover comprises the gross amounts billed to clients in respect of commission based income rogether wtt d 
. . . . . . d revenue are state 

othe r fees e~uned. RL'YL'nliL' compnses commtsston and tees earned in respect of turnover. Turnover an 

13 1 
---t-

1 

exclusive of VAT , sal e s t ;lxes ;lnd tr;lde discounts. 

Translation of foreign currencies h 
Foreign curretlL'Y transactions ~Hising from normal ~;~·d;~-~-activities are recorded in local currency at current exc andge 

d h year-en 
rate s. Mone tary <lSSL'ts ;lnd liabilities denominated in foreign currencies at the year-end are translate at t e · . 

t as they an se. 
exchange J';lte. hH·eign cunencY g<lins and losses are credited or cha rged to the profit and loss accoun " 

. . . . . 1. average exchan"'e 
The profit and loss acco unts ot on~ rse;l s substdtary undertakmgs are translated mto pounds ster mg at . 

E change dtfferences 
rates and the ye;u-end net investments in these companies are translated at year-end exchange rates. x 

. 1 f he vear are dealt 
arising from retransbtion ;lt year-end exchange rates ot the opening net investments and resu ts or t · 

with as movements in resen·es. 
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Consolidated profit and loss account 
For the year ended 31 December 1994 

otes 

1 

2 
, 
..) 

~ 

1 

'"1 
..) 

4 

2 

7 

l 
8 

9 

Turnover (gross billings) 

Revenue 

Gross profit 
-

1994 
£m 

6,013.7 

1,426.9 

1,203.9 

(:,()199 ' - . 

1,4.10.7 

I ,209.1 

1994 
Sm 

9,214.8 

2,186.4 

1 ,844. 7 

1993 
$ m 

9,054 .5 

2,148.3 

1,815.6 

Other operating expenses before exceptional item (net ) (1 ,080.3) ( 1,09<J.Sl ) (1 ,655.3) ( 1,651.6 ) 

Exceptional items within operat ing expenses (11.5) ( l-+.2 ) (17.6) (2 1.3 ) 
- -- - - ---

Tota l operating expenses (ne t) (1,091.8) ( 1,11 4. 1) (1 ,672.9) ( I ,6 2 .9) 
- ----

Operating profit 112.1 95.0 171.8 

Non-operating exceptional items - ( 10.9) -
--------

Profit on ordinary activities before interest 112.1 ~4 .1 171.8 

Intere t recei ab le 8.8 I 0 .6 13.5 
-

Interest payable and simi lar charges (35.6) (40.3 ) (54.5) 
- -

Profit on ordinary activities before taxation 85.3 54 .4 130.8 
-

Tax on profit on ordin aq ac ti viti es (35.8) (2 9.4 ) (54.9) 
---- ---

Profit on ordinary activities after taxation 49.5 25.0 75.9 

.Nlinority intere t (2.1) ( 2. I ) (3.2) 
-- -

Profit for the financial year 47.4 ) J 9 72.7 
--- -

Preference di vidends (1.1) (2.4) (1. 7) 
--

Profit attributable to ordinary share owners 46.3 20 .5 71.0 

Ordinary di idend (8.2) (5.2) (12.6) 

Retained profit for the year 38.1 I - .., 
_') .. ) 58.4 

Earnings per share (net basis) 
----- ---

Ba ic ea rning per ord in ary hare 7.9p 4 . <Jp 12.1 e 
--------

Full y di lut d earnings per ord inar) hare 6.5p 3.4p 1o.oe 

Ordinary dividend per share (net) 
---

Interim di vid end 0.385p 0.3Sp o.s9e 
---- ------

Fin al di vid nd 0.75p O.h5p 1.15e 

The main r poning currency of rhe G roup i the pound ·terling and the fin a ncial sr ~Hc JneJH s h ~1 vc IK'L'll prcp~nL·d on rh is ba s is. 

lely for con veni ence, rh financial tatemenL er our on page ~ 76 an d 77 ~11-c <1 1 ~o prese nted cxpn_·~...,cd in LIS doll ~us usi ng the 

approxim ate ave rage rare for rhe y a r for the profir and lo s accou nr ( 1994: $ 1.532.i = { I , I ';>Y.i : $ 1 .. 5016 = L I ), ~1nd rhc Lltc in 

142.7 

( 16.4) 
-- -

126.3 

I 5. 9 

(n 0.5 ) 

s 1.7 

( 44.1) 

~- E _) I . ) 

(3.2 ) 

34 .4 

( 3 .6) 

30.~ 

( 7.H) 

23.0 

7.-+c 

5.1 L 

0.53L· 

O.LJHc 

effect on , _1 Decemb r fo r rh bal anc heeL ( 1994: $ 1.5645=£ 1, 1'393: $ 1.47<JS=LI ). 1 hi .., rransbrion -.,h()uld nor he L·onsrrued 

a · a representation that th e pound sterling amo unts act ua ll y represent, or could he conve n ed into, lJS dol Lu..., ~H thL· r ~HL'S indicated. 

Th r i n) materi a l diffcrenc her cen rhe re sult disclo.;;ed in the profit <1nd l o<.;~ ~Ku >LJJH ~111<J rhL· h i'->roriL· ~d L·o...,r protir as 

defin ed by Fin ancial R poning ·tandard 3. 

Movements in r s rv a rc _ er our in note 2 1. 

The ;-tCC< Jill f> illl)'i n g nor ·t., fo rm an int c.:g ra l p ~ rr of rhi o:; profi r and lo'->'-> ,1c c ou1H . 



Notes 

I Fixed assets 

r~o:§.· '"'"""'"k ""'.·(', 
l1 Tangihk assets 

ll InvestmL·nts 

13 

14 

15 

16 

17 

\\'orking .:apital ia.:ility: 

~ Gross debt-. 

.-~ --· 

Investments 

Cash at hank ;md in h ;tnd 

Creditors: <lnHnlnts Ltlling due within one ye;H 
· ; f--Net current liabilities 

1 Total assets less current liabilities 

ISr c._reditors: amounts Lt lling due ,,iter more than one yea·~-----
19 Provisions for liabilities and charges 

zo 
21 

L Net liabilities 

~--Capital and reserves 

Attrihut.1hle to e<711ity in terests: 

Called up share capi ta l 

Share premium account 

Goodwill write ofi resenT 

Other reserve s 

Profit and loss <KC< HIIH 

Attriln tt.Ihle to no11-cquity in te res ts: 

C alled up share capit;tl 

Share premium a.:.:oun t 

Share owners' funds 

Equit y mino rity interes t s 

Total capital employed 

Signed on hehali oi the Bo;trd on 15 '\lav (995: 

M S Son·ell 

L r oufl ,·hie/ <'X <'<'Itl/1 '<' 

The ~lu .. c Hllp ;ln ~ · lng n o t c.., t o nn .111 11 1t c.:~r.l l p.H t o t rh t-. ha l.lth."l ' shet•r. 

1994 
£m 

350.0 

129.7 

23.2 

502.9 

103.8 

673.5 

200.6 

(112.1) 

88.5 

2.1 

314.6 

1,182.5 

(1,327.5) 

(145.0) 

357.9 

(387.7) 

(75.9) 

(1 05. 7) 

72.0 

401.1 

(1,032.9) 

103.7 

339.8 

Consolidated balance sheet 
As at 31 December 1994 

1993 1994 1993 
£m $m $m 

350.0 547.6 517.8 

132.4 202.9 195.9 

22.1 36.3 32.7 

504.5 786.8 746.4 

76.9 162.4 113.8 

593.7 1,053.7 878.4 

210.4 313.8 311.3 

(124.7) (175.4) (184.5) 

85.7 138.4 126.8 

J ' 3.3 3.4 
-·~ 

316.9 492.2 468.8 

1,075.5 1,850.0 1,5$1.2 

(1,224.7) (2,076.9) (1,812.0) 

(149.2) (226.9) (220.8) 

355.3 559.9 525.6 

(412.3) (606.6) (610.0) 

(103.9) (118.7) (153.7) 

(160.9) (165.4) (238.1) 

112.6 76.9 
52.0 

294.1 627.6 435.1 

(829.1) (1,616.0) (1,226.7) 

100.5 162.2 148.7 

111.7 531.6 165.3 

9.6 0.9 14.2 

99.4 9.1 147. 1 
0.6 

5.8 
,1(;;.;,---- - (161:8! _____ {172~-, - - -- <239.4) 

4.2 

(105.7) 

0.9 

( 160.9) 

6.6 1.3 
----- -- -- - -

(165.4) (238.1 ) 



Consolidated cash flow statement 
For the year ended 31 December 1994 

Reconciliation of operating profit to net 
cash inflow from operating activities: 

Operating profit 
t---~.:.__ ____________________ -- - ---

Depreciation charge 
f---''--------=----------------------

Loss on sale of tangible fixed assets 

Increase in stocks and work in progress 

Increase in debtors 

Increase/( decrease) in creditors -short term 

-long term 

Decrease in provisions 

Share of associated undertakings profits before tax 
--+----------~~---------------

Net cash inflow from operating activities 

Returns on investments and servicing of finance 

Interest received 

Interest paid 

Dividends and other receipts from associated undertakings 

Dividends paid 

Dividends paid to minorities 

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

Net cash outflow from returns on investments and servicing of finance 

Taxation 

United Kingdom and overseas tax paid 

Investing activities 

Purchase of investments 
------- ------ - -

Purchase of tangible fixed assets 

Proceeds from sale of tangible fixed assets 
----

Proceeds from sale of subsidiaries 

Earnout payments made relating to the acquisit~~<:.fsu_~_si~i_art u_ndertakings in prior years 

Net cash outflow from investing activities 
---'---

Net cash inflow before financing 

Financing 
----- -------------- ----- -- -

Repayment of bank loans 
~---------------- - - · ---- -

Reduction in drawings on bank loans 
o--- --------------~-------------

. Banking syndicate and refinancing cost~ paid 
:-·Proc~-~d~f;;~-- ]-993riglm is;~~--- - - - - --
,--------~--- ----- -- ------ ------

' Capital element of finance leases 
----,----- ----- --------------------------- ----

! Net cash outflow from financing 
--~-- ----------- ---- ------ ------- --------------···· - -· ------ --

(Decrease)/lncrease in cash and cash equivalents excluding 

_the_~~~~!_o!_!_c»reign exchange rate changes 
-- - -

Effect of _foreign exchange rate changes on cash and cash equivalents 

Balan~~-()_!_ cash and cash equivalents at beginning of year 
. . -- - -- - · ----- -

Balance of cash and cash equiv~lents at end of year 

The acwmpanying notes form an integral part of this ..:ash flow starcrnent. 

78 Wl'l' Group pk 

1994 1993 
£m £m 

· · ··· "·-------

112.1 95.0 

26.6 25.8 

0.1 0.3 

(28.8) ( 16.3 ) 

(95.2) (5.6) 

165.5 90.7 

(11.6) 8.2 

(1.9) (5.2) 

(12.3) (7.5 ) 

154.5 185.4 

9.4 10.3 

(38.9) (40.8 ) 

4.5 2.2 

(8.2) (J.I) 

(1.5) (4.3) 

(34.7) (J5.7) 

(22.0) (26.3) 

(3.0) (2.J) 

(30.0) (23.9) 

1.8 0.9 

24.2 

(16.6) (28.41 

(47.8) (29.5) 

50.0 93.9 

(47.2) (60.2) 

(1.4) (73.6) 

(9.2) (4.9) 

X4.<J 

(0.6) ( 0.4) 

(58.4) (54.2) 

(8.4) -~9.-:-

(11.0) 12.61 

287.9 250.X 

268.5 2X-.Y 



Notes to the consolidated cash flow statement 

r-- · I The followlll)!. r.1hk .m.ll' -.c-. ..:.1-..h .mJ ..:.1sh c:quiv.1lents as disclosed in the consolidated cash flow statement and reconciles this to 

~debt lll<.:ludcJ Ill the ..:on-..ohd.n~·d h.ll.m..:e sheet. 
I -

I Analysis of cash, cash equivalents and net debt 
as shown in the consolidated balance sheet I C>'h "' hank anJ in lund 

Bank ovc:rdrair-. and -.hort term h;lnk loans 

Cash and cash equivalents 
L-_ 

+.Other h.1nk lo.ln-. .1nd lo.ln nor~·-. 

1994 
£m 

314.6 

Change 
in year 

.£m 

(2.3) 

1993 
£m 

316.9 

Change 
in year 

£m 

29.8 

1992 
£m 

287.1 

(46.~1~) ______ (~1~~~1) ____ ~(2~9-:0~)-------~-3 ______ ~(3;6~·3~) 
37.1 250.8 

268.5 ( 19.4) 287.9 

(306.5) 65.1 (371.6) 119.0 (490.6) 

(239.8) 
~ ~et debt (38.0) 45.7 (83.7) 156.1 

I The follow1ng r .1hk rc .. ·on~.· ilr.:-. rhr.: moYenk·nts in ..:ash and ..:ash equivalents for the year included in the consolidated cash flow 

statr.:m~·nt to thl· rr.:du.:tion in rh<: (;roup's lll' t ddlt position. 
L _ 

I 1993 
1994 £m 

~ -Reconciliation of increase in cash and cash equivalent~-~~-redu:.::c:.:t:_:lo::n::_:i:n:_:_:n_:e:_::t_:d::e::b:t:_ _________ £_m ____ _ 

~ 
(De..:rcasc)/in~.-rl'''"~· in ._.,,..,h ;md <: ;lsh equi\·;\(enrs exduding 

-~he effe..:t oi forci)!.n r.:x..-11;\1\gr.: r;Hc ..:hangl'S (St'l' ..:onsolid~~e? ..:ash flow __ s_ta_t_e_m_e_n_t_l _ _ _ ___ _ 

Repayment ot hank loans tunlkd trom ..:ash tlow 

~ RedtKtion in drawings on b,mk lo;ms funded from cash !low 

-_Issue of loan notl·.., i1~ ..:onsidr.:r;nion for the a..:quisition ofs-ubsidiary undertakings in prior years 

Effe..:t ot ton .. 'l)!.ll r.::-.:..:hangr.: 1\Hl\TI\K'IHS on net debt 

~---·Redu..:tion in net lkht for the year as shown above 

(8.4) 
39.7 

47.2 
60.2 

73.6 
1.4 

(3.3) 
(2.8) 

8.3 
(14.1) 

·------ - - -----=:-:-45.7 
156.1 

I ------ -----------------------:L-oa-n:-:_-s and finance 

I Share capital and lease obliganons 
Analysis of changes in financing during 1993 and 1994 share premium account 

~-- .. . ..... _ ______ __:~~~=~=::.:.:..-----:-:19::9::4:------ 191~ 
1994 1993 

~ ~ 
Beginning oi ye;H 372.6 

£m £m 

455.1 359.4 
491.6 

L-_ Conversion of Convertible Ctunubti\·e Redeemable Prefe--;:-~~-;~-shares 23.6 8.3 
- -~ --- - - - --- --

1 Shares issued for non-<.:;lsh ._·onsider;Hion relating to the 
[ _ _ acquisition of ... uhsidiary undnt;lkings in prior ~~ears 

---·-· I 

Proceeds of righr... issul·, net of e:-.:pt·nsl'S 

Repayment of hank loans ;lnd tln;ln..:e leases 

foreign e :-.:ch;lngr.: movements on long term borrowings 

Loan note<, i-....,ued for non-._·,lsh consideration relating ro 
the a..:quisition of suhsidiarv undertakings in prior years 

Net reJu..:tions in drawings of b,mk loans 

Inception of finan..:e le,\Sl' umtr;Kts, net of repayments 

End of year 

Sale of businesses 

0.8 2.5 

84.9 

479.5 455.1 

... - ------- ------·-· ------------

(47.2) 
(60.6) 

(19.3) 
!1.4 

2.8 3.3 

(1.4) (73.6) 

(0.2) 0.5 

----------- 372.6 307.3 

T'hert· were no ~ignitil·,un s;\ks of busint'SSt'S during 1994. . 
. . .-3 .1 9 'llion .15 -1 result ot rhe 

The· I 99' c·""" 1l ilLltl'd ._.,,sh tlow st;Hl' lllt'nt includes a red union in the Group's horrowmgs ot '-' · ml ' • . 
. . .. . . . . • . ·- .11 . d '11 of £'i' 8 million . ..:ash ot 

sa le ot hu-.mt·~~l·~ dunng th;H n-.u. I he assets d1sposed ot compnsed hxed assets ot £..).6 1111 1on, goo \\ 1 · · · 
. . . . . . . d "51 4 nillion represented bv 

f 7.X m .I lion •. md ''""rku1g c·apiLll ;lnd pmv1s1ons ot :1:.(4.9) mdhon. Proceeds trom sales amounre to'-'· · 1 ' · 

I . ' ' I 11 . . "11 . I I . . . "11' .I. 1.1. . Tl businesses sold absorbed cas 1 ot '- > . 9 1111 '""· lo,lll 11< 1tes ol L I 1.1 Ill I 1on am r le assumption ot .1:.8.4 m1 1011 ot 1a" mes. 1e · · · 

i..l.9 m•lll<lll trom the (,n,up's net operating cash tlows in 1993. 
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Reconciliation of movements in consolidated share owners' funds 
For the year ended 31 December 1994 

Notes 

8 

21 

21 

20, 
21 

Profit for the financial year 

Ordinary and preference dividends payable 

Exchange adjustments on foreign currency net invesnnents 

et movement on goodwill write-off reserve 

Other share capital and share premium issued, net of foreign exchange arising on the 

conversion of Cumulative Convertible Redeemable Preference hare 

Proceeds of rights issue, net of expenses 

Adjustment to revaluation of tangible and intangible nxed assets 
!------------------------------- - --

Net additions to share owners' funds 

Opening share owners' funds 

Closing share owners' funds 

Consolidated statement of recognised gains and losses 
F r the year ended 31 December 1994 

otes 

Profit for the financial year 

21 Exchange adjustments on foreign currency net investments 
r---------------------- -

21 Foreign exchange arising on conversion of Convertib le Cumu lative Redeen1able Preference shares 

Adju tment to revaluation of tangible and intangible nxed a sets 
...------------- ----------- - -- -

1994 
£m 

47.4 

(9.3) 

38.1 

26.8 

(13.8) 

0.8 

51.9 

(161.8) 

(1 09.9) 

1994 
£m 

47.4 

26.8 

(23.6) 

50.6 

1993 
£m 

72.9 

( .6) 

1 - , 
) • ..:> 

(32.6) 

7 1 . ..) 

(6.0) 

91.2 

) - "l 0) (_.)..). 

(16 1.8 ) 

199.) 
Em 

22.9 

(32.b) 

( B.5) 

(6 .0) 

( 24.2) 



Notes to the consolidated profit and loss account 

1 Segment information 

C 11 t r i I )I t t i () 11:; I' y .I.!. c () ,1.!. r, 1/ d 1 c.-, 1/ , 1 n .' .z t u (; n J/ tf J 

tun z o l 'er, () 1 }(.' r d t i 11 .I.!. 1 > n >fit , 111 d nu n -in t t..' r ·:; t 
bearin._e, d':;ct::. !( /i ,d>il iti£·:; ) u·crc z:; /n llo u•:;: 

Turn v r 
----------

Operating 
profit 

1994 1 3 1994 1 9" 

·,.----
£rn~------~£~.n~l ________ £~m~------~£=. n~1~----~~~------~~ 

United Kingdotn 
' 

United SLHL''-> 

Canada 

It cn zs not t.Zii<H·.ztcd in th e , z/Jc>t 'c 

geog ral;hic.·l zf .znldy:;i:;: 

718.4 

2,611.6 

109.4 

1,347.6 

2 s-o. 
l 4 .I 

1 ,_ -7.4 

14.8 1 . 

45.2 42. 

0.2 

24.7 3.4 

6,013~.~7----~'~0~2~- ~--~1~1~2~.~1~----~~5.~0----~--------------

---+1- Nct Jcht 
(38.0) 

3.7 

(1 0.9) I (1 os. 7) 

of £1 .- million 
The re i ~ no ~igniti~. . .-~llH 1.:ru-.s hordcr tLlding. ()f the n on-operatina exc ptional it rns ar isin 0 in 1993 net expen e 

arose in thl' llnitL·d kingdotn. {~ . 2 n1illion in the United States <.lnd £1. - n1illi n in Continental Europe. 

Cunt rihuti()n :; In· () f>cr.ztin ,t!. :;cctur tu (; r u up 

revenue, ()fJert~tin,l.!. l'r()fit l( l():;:; ) dnd nun - interc:;t 

bearing Lissc t :;/( li . zln'litics) tl'CU' Lls /ullou •s : 

M edia aJvcrti s ing 

Public re Lnions 

Turno\ er 

1994 1 
, 
:J 

£m £m 
---

5,361.2 ~ ..., 
4 . ,J 

96.0 100.1 

226.7 21 ..... -

Operating 
pr fi t/{l s) 

19 :J 1994 
£m £m 

83.2 6:J . 

(5.9) ( .9 ) 

12.7 1- .4 

. t re t b ring Non-In _ . . 
a t /(liabdttle ) 

.... 
1 

1994 £m 
£111 

(97 .2) 
( 

12.0 

12.1 
10. 

5.4 
22.1 7 __ ) 

(67. 7) 
Spec iali~t co innlunic ~u ion s 329.8 3_1. 9 

6,013.7 ,029 . . 112.1 
-.o 

(38.0) ( .., .7) 

Net debt 
(1 os. 7) 0. ) 

Net li ah iliri c"> In t h e '-· on solid ~ncd h~1bnce s h eet 

Media advcr ri ~i ng i1K·Iuc..k s f4~5H6 .S ( 199 3: tA,599.2 Inillion) of n1edia 'lnd pr duL tion p }111 rH· 

d m di · ad ern in cr 
()f the non -opcLHing c:xccptional iten1. ~1ri sing in 1993, n t e:xp n f £_. n1illion r !at t 

and f~.) n1i lli<>n to ~pcL- i <lli st conlnlunications. 

n al locH d ,, ithin rh 

k . \ V h i c h t h y r I at . 
non - int e re ~t h cJr ing ~l~stts/(\i ;J hiliti es) on rh e bas is of the re\ enue o f the ut idi ·:u und rra ' tn cr r 

C:e rtc.lill itl'lll'->, inL·Iuding th e Yc.l\u c.Hio n of corporate bran nam , h a\ b 
bov nal s f 



Notes to the consolidated profit and loss account 

2 Analysis of cost of sales and operating costs 

Profit on ordinary activities before taxation is stated af ter charging!( crediting} : 

Cost of sa les - media and production payments 

- direct costs 
1-------------------------------- --

Administration and other operat ing expenses 

Share of profits of associated undertakings before tax 

Other operati ng income 

These anzounts include: 

Depreciation of and an1ounts wri tten off 

- owned tangible fixed assets 

- assets held under finance leases and hire purchase con trac ts 
r-------------------------------------------------------- ---

Operating lease ren ta ls 

- plant and machinery 

- propert 
r---------------------------------------------------- ------ - - -

Hire of plant and machinery 

Charges in respect of working capita l facil it ies (no te 15) 

Auditors remunerat ion 
[------------------------- ---- -- -- -

- aud it fees 
r----------------------------------------- - - -- --- - -

- fee in re peer of other advisory work 

3 Exceptional items 
~~------------------------------------------------ --

Exceptional items co1nprise: 

With in operating expenses (net) 

e erance eo t 

Non -operating excetJtional iten1s 
,___ 

--------- - -- - -
Lo s n ale or clo ure of companie 

4 Interest payable and similar charges 

n bank loan , ove rdraft and orh r loans 

- r pa_ able within five yea r b · in ralments 
1--

- r payabl e within fi v y a r , not by in ra iment. 

C n all oth r loa ns 

S' Directors' emoluments 

L irectors' emc lument · are di sc losed on page 64. 

-
1994 

£m 

4,586.8 

223.0 

1 ,092. 7 

(12.3) 

(0.1) 

1994 
£m 

25.7 

0.9 

17.3 

90.7 

1.0 

8.4 

1.8 

2.6 

1994 
£m 

11.5 

1994 
£m 

25.4 

9 . 7 

3 5 . 1 

0.5 

35.6 

- -
1993 

£n1 
--

4,599.2 

12 I .6 

1, 109.0 

( .5) 

( 1.6) 

1993 
£ n1 

24.9 

0.9 

16. 7 

92 .2 

1.0 

4.7 

1.8 

2.2 

1993 
.{ 111 

14 .2 

I 0. 9 

199) 

fm 

) l) ) - .. ) 

I 0. 3 

39. (• 

0.' 

40.3 



Notes to the consolidated profit and loss account 

Staff costs 

En1o lunz ent· ()/direc t o rs nzd c 1n{Jinyccs 
during th e y ed r d111(>1tnlcd f (>: 

harge lliHJ c r ~hort ~1nd long tcrn1 inccnti\T plan s 
!-----

ocial sccurit\· co s t~ 
:.,___ __ _ 

Other p e nsion co~ts 

Th e auerLige tl'cc l..:ly nunrhcr o/ p eople cnrf;/o\'ed In· 
~-t_h_e GroufJ durin ,t.?. the ycdr ll'LlS LlS l()llurl'S: - -

l Unite d kingdon1 ,_______ .._ 

United States 

Canada 

~ntincntal Eurc>pc 

Other reg ions 
--~---

1994 
£m 

526.4 

36.0 

63.2 

22.7 

648.3 

1994 
Number 

3,327 

6,191 

549 

3,646 

5,485 

19,198 

. 1 d · plans under 

1993 
£m 

564.6 

27.0 

62.6 

24.6 

678.8 

1993 
N umber 

3 559 

7 135 

666 

3 798 

20 41 6 

Managenu'nl incc ntil 'C fJITns 

Ke} en1ployccs of each of the C; roup's operating co1npa n i e partiCIpa t e 1 n perforn1ance -re a te compensanon 

-vvhich a ~ ignihc c.1nt portion of thL ir toL1l con1pcn sati o n i ~ dir ctl y r lated to the fin ancia l perforn1ance of the ir ov n compan 

This include s annuc.1l incentiYL' plan s \vhi c h re \\ard the ·1chie\ n1ent of annual op rating targets. 
plans under w hich 

don the In addition, a litnitcd group of senior ope rating c o n1pan\ xecutive participa te in long t nn incenti 

awards arc payahlc in a con1hinarion of ca s h and inte res t s in W PP Group plc ordinar share . These pa 01enrs are b· 
l . . o er r !ling 

ac lleve nl c nt of pre-dctcnnined lc\'el s of opeLuing profit, op rating n1arai n targets a nd staff o t to re,enue rano 
h . ' t ch arg ha 

t rec year period s. -ro the extent thc.H futur e pay n1en t s ar considered to ar i e ·1 a result of current )ear en 
1 

), 

b een n1 a d e to the proht and lo ss c.1ccount tor the p e ri od . 

7 Tax on profit on ordinary activities 
'---~1---- 1994 

1 J 

£m 

~c ta~ cha rge is /J LIS ccl rJIZ t/Jc fJ J "( >~t f~ JJ" th e )'Ca J· a11d COI11p1·~is~e~s~:~~~~~~~~~~~~~~~~~~~~~:~-~~~~~~~~~ 
---- 0.1 (O. ) 

1 C orporation tax at 3 .) 0
/ o ( 19 93 : 33 11;)) 

--· --------------------- 3.7 

25.4 
r- Defer r e d t a:\: ~H ion 

I ()verseas ta x~1tion 

Tax on profit s of <l SS OI • .- iat e L·onlpantt'S 

Advance c orpoL.Hion t ~lx \A.Titten off 
---- ---~--~------~----~~~~-

Effec tive ta x r<He on pt·oflt b e for e non ope LHing exceptional it 111 

4.3 

2.3 

35.8 

42°/o 

Tl I I f. 1 pn r _v ·::1 r a - ·3. r 
l e (;ro up Ll:--: LH t. on protlr h "fore non -ope ratingexceptio na ltte n1 of4_LYo is l \ V rt1 antl rate rt

1 

of in1pro\·ing ()pc r ~uin g prutltahility in th e Unite d States and rh e continued reduc ti o n in rh etf c ti\ tax r ·H lll ur p · 
..1 f. , JJ d t a i_n ific:tnt p rri n 

fh e (;roup'~ e ffCLtiYt' tax r ~H e for th e \.t'<lr i. highe r than the nit d J"in au m ra t O _) 
1 1 

U " 
• < 

of ove r'> e ~l~ inconlL' he in~ " uhj e ~.- t to high e r le \·e ls of taxation \,·hil , in the Unit d Star _, rax l 
e. ·1fte r inte r 

a re r I t. 11 ·1· J l 1 J · · 1 f- 1 ,r-o tll) tlt r l1 , 1. 11 _ ,· ~· Ill. h~c- · 1t1t pt· ~t ch·n !!e ::lbl t no c urrent y u y utt tse u. 11 ~luultton , <l S a res u to r 1e t " - ~ 11 
" 

n i t e d I< i n g d o 111 , t.. 2 .. ) 111 i 11 i on of , ll h · c.l n L . c.' L-or p o r ;H i on t; 1 x ha he n \~ r i rr n off. 

r xp n 

tax in rh 

( 0. ) 

_7. 

, ') 

.4 

45 ~ 

u It 



84 

Notes to the consolidated profit and loss account 

I 
- -

8 Ordinary and preference dividends 
- - -

1994 1993 1994 1993 
Pence per hare (net ) £m £m 

- - --
Preference dividend 
1.7 ~ (net) Convertible Cumulative Redeemable 

Preference shares of $0.10 each 1.10p 1.13p 1.1 1.4 

Ordinary dividend 
Interim dividend paid 0.385p 0.35p 2.8 I. 

Final dividend payable 0.750p 0.65p 5.4 ..., -
..J . ) 

- - - -
1.135p I .OOp 8.2 - 7 ) ._ 

9 Earnings per ordinary share 
------

a) Earnings per share 

Basic earnings per share have been calculated using earnings of £46.3 m ill ion ( 1 99 3: £ 20.5 111 i 11 ion ) and \ V C ighted av rage share 

in issue during the year of 589,802,460 shares (1993: 423,300,948 shares). 

Fully diluted earnings per share have been calculated on a weighted average of 7 34,748,66J hare s ( 1993: 6 7 5,034,381 shares) . 

This allows for full conversion of the Group's remaining Convertible Cumu lative Red e n1ahl e Pre fe re nc sh<lres and for 111ployee 

share options where these are dilutive. 

b) Earnings per share (nil paid) 

Earnings per share on a nil paid basis have been calculated by adding back irreco ·e rahle ad \ ance corporation ta~ on ordin <H\. 

dividend of £2.1 million (1993: £nil ) to the Group's earnings of £46.3 million. 

Basic and full) diluted earnings per share on a nil paid basis are as follotus: 

Ba ic earnings per share 

Full y diluted earnings per share 

c) At 31 December 1994 the re were 720,462,433 (1993 : 520,4 70,8JO) ordinary share s in issue. 

~~----------------------------------------------------- -- - ---

1 0 Intangible fixed assets 

orporate brand names 

1994 

8.2p 

6.8p 

1994 
£m 

350.0 

1993 

4 .9p 

3.4p 

Jl)l) _) 

f m 

350.0 

Corp rat brand name repre ent th e directo rs' va luation of the brand na m s .f. Waite r Thon1pson Con1 p~1 ny ~1 nd Hill and Kno\\ Iron 

whi ch we re ori gin a ll y va lued in "1988 and O gil vy & M ath e r Worldwid e acquired in 1989 a parr of T he ()gilv~ · Group, Inc.. These 

a er ha e b en va lu ed in accordanc with th e Group' accounting polic y for inta ng ibl e fi x d a sse t s. In th e course of th e ir ~1nnu ,1 1 

rev iew rh e dir cro r on ulred th e ir advi e r , Th e H enl ey Centre and Samue l Montagu &. Co. I .in1ircd. 

'\ 'PP ( JJ'c ,up pi< 



Notes to the consolidated balance sheet 

- -------------------------------------
11 Tangible fixed assets 

The 11/()l 'Cnzcn/ 111 the yct1r ll'd5 d5 /~>1/ou·s: 

o r: 

Beginning of yc.:;lr 

Additi<>llS 

I Di spo s~1l s 
I Exchange adjustnlc.:IH"> 

---!--

1 End of \ ·ear 

j D e prcc i~n ion: 

~--B~g inning of yc ;lr 

Charge 

D i spos;_ll s 
....____ 

I Exchange ;_H.ijustnletHs 

End of ye ar 

L Net hook value: 

I End of \Tar 
--':-

B c g i n n i n g o f ye ; u· 

Land and buildings 

Freehold 
fm 

11.8 

0.4 

( 0.1) 

(0.3 ) 

11.8 

2.1 

0.? 

) 

9. ) 

9.7 

Leasehold 
fm 

97.7 

7.3 

(4 . .:~) 

(2 .7) 

98.0 

26.4 

.4 

(3.8) 

0.5 

30.5 

67.5 

-1 ') I . .:~ 

Fixtures 
fittings & 

equipment 
f m 

124.3 

22.3 

(5.5) 

(0.2 ) 

140.9 

2.9 

18.9 

(4 ._ ) 

0.3 

8 .9 

53.0 

Lease hoiJ LltH.l ;_ltH.I buildings con1prises £1.1 tnillion ( 199 "': £2.2 million) held on 1 ng lea ehold and £66.4 million 

( I 9 9.3: f (1 <J . I 111 i 11 i <>ll) oil short lc ;1sc ho Id. Le;l sed ass t (other than leasehold pro pen ) included abo e have a net oak 

of £7.0 n1illion ( I9<-J.1: L2.- tnillion) . 

J 2 Fixed asset investments 

Other 
10\ srment 

£m 

Tota l 
£m 

) 33.8 

30.0 

(9.9 ) 

(3.) ) 

250.7 

101.4 

_6.6 

( .0) 

1.0 

121.0 

lue 

T tal 
f m T h c (o /I u ll' in/ .. !. Ll U ' in(_ ·/u d c d in I h c n c I 

h()o!.?. l'a luc ()/ (ixcd LZ::;set in1 ·cstnzcnts: 
__ .1 

A oc iared 
underta king 

fm 
-- --~------~----~~ 

Beg inning of year 

Additi<>n~ 

Dispos~1l~ ~1nd tr ;.ln s fer~ 

Share of reclin e d proflt s of .l~sociated und t> rt<lkings 

Dividends ~1nJ othL·r receipt~ 

End of \'t<l r 

_0.7 

1.3 

(1 ,_ ) 

8.0 

( 4. - ) 

( . ) 

t. 

Detail~ concerning the C olllp <lll(s prinL·ipal operating subsidiary undertakings, r hted undernkin and 

in not e 24. 

---
1 3 Stocks and work •n progress 

--------

The! /ull()u'lll ,t!. t~u' lllt'lud(·d "'tiN' n e t h()ol.:. I ' du(' (1 /s tnd-(5 LT nd ll 'or/.:. in fnogrcss: 

R ·1w nl e.Hcrl <11..., ,1nd con...,LIIl1,lhlt.·..., 

1.4 

l. 

( l,_ ) 

.0 

( 4. - ) 

O.l 

]. _-

10 11 a r pr id 

~--

----
199 4 

£m 

0.5 

99.9 

3.4 

103.8 

l 9 : 
f m 

.:1 

- ') -

\\ .PP ~~n up 1 I 5 
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Notes to the consolidated balance sheet 

14 Debtors 
- --

1994 1993 
The follo~uing are included in debtors: £m fn1 

----
Amounts falling due within one year: 

Trade debtors outside working capital faciliq 538.5 453.7 

VAT and sales taxes recoverable 8.3 9.2 

ACT recoverable 3.6 

Corporate income taxes recoverable 4.4 6.8 
------

Other debtors 45.6 41.3 

Prepayments and accrued income 46.2 4, , 
..) . ..) 

---
643.0 55 7.9 

-- --
Amounts falling due after more than one year: 

---

Other debtors 24.7 ) 6 ., 
- :1. _) 

Prepayments and accrued income 5.8 9.5 
- ---

30.5 35. 8 
-------

Total debtors 673.5 593.7 

15 Debtors within working capital facility 

The follo~uing are included in debtors w ithin the Group's ~uorking capital facilities: 

Gro debt 

Non-returnab le proceeds 

1994 
£m 

200.6 

(112.1) 

88.5 

1993 
£m 

210.4 

( 124. 

0-
o). 

Within the Group's overa ll working capital facilities, certain trade debt have been a ·signed as secur ity against th e advance of 

ea h . This ecur ity is represented by the as ignment of a pool of trade debts, held hy one of the Group's subsid iari es, to a tru st 

for the benefit of the providers of this working capital facility. The financing provided against thi s pool takes into <JccouiH, 

inter a li a the risks that n1ay be attached to individual debtors and the expected collection period . 

The roup i not ob li ged (and doe not intend) to support an y credit-related lo ses arising fron1 the assigned debts ~1gain st 

which ea h ha been advanced. The providers of the finance have confirn1 ed in writing that, in th e even t of default in payn1e11t by 

a debtor they will only eek repayment of cas h advanced from the rema ind e r of the pool of debts in w hich th ey hold an Int re ·t, 

and that repayment wil l not be ought from the Group in any other way . 

...-....-~--

J 6 Current asset investments 

Th e fo//owin 7 are included i11 the net bool< ualue of current asset inuestn1ents: 

Unli sted inve . rm nt , arco t 

\X pp ( ,n>UJI plc 

1994 
£m 

2.1 

1993 
r ...... !11 

) ~ - . . ) 



Notes to the consolidated balance sheet 

17 Creditors: amounts falling due within one year 
--------------------------~~~~~~~~~~~~~~-----

... orporatc 111L·on1c Ll\:L' S p ~1y :1hlc 

thcr Ll\:~Hion :1nd ..... oL·i:ll ~L·cur Jt\ · 

D u e t () \ . L' n d () r.... () f ~ 1 L' q ll i r c d c () In r ~ 1 n I c s 
1---

0ther creditor'-> ~1nd :1ccru ~1ls 

De fer· red i ncon1c 

1994 
£m 

57.1 

4.7 

861.5 

24.3 

46.9 

5.5 

3.9 

282.5 

41.1 

1,327.5 

1993 
£m 

72.4 

6.6 

-s ? I ·-

21.'" 

43.9 

4.4 

17. 

_64.4 

36.6 

1 2_4 .1 

B k I l · d l G Con o lidated an · o;.1ns anL <>\ . LTdL1t-r~ include f ll.O 1nillion ( 1993 : £43 .4 million) f an1 unts repa)abl un er t1e roup 

C redit Agrccn1cnt during l9YS. 

f 

18 Creditors: amounts falling due after more than one year ~ 
~~~-- ~::~::~~==~----------------------------~•~r ~·~~t~,~~~~~~~--~~~ 

1 9.J 

Bank lo ~ n s 

Un sec ured loan note s 

1994 
£m 

287.2 

3.6 

£m 

C orporate 1ncon1c L1:--.:c s payable 

I Oth e r creditors ;.1nd ;_1ccru ~1ls 
- --+---

58.2 

38.7 

4 .1 

44. 

387.7 41 - ., 

Th e C;roup is party to ~1 Con solid:ued "red it Agreen1ent '" ith its banking syndicate , hich co ers rhe n1aj rity of it borr " nng 

T} ~ l ~ · . . . . . . . f]WT Gr up Inc. and 
1esc }OJ row1 ngs ~1 re predon11 n:1 n tl y do I L1 r d e n o n11nated, and '' re ono-tnally assumed on the acqutstnons 0 

Th " () ·1 , · · · · . b ·1 99 $ 0 n1illion on 30 June e gt vy C1roup, Inc.. They are repayabl e 111 sch duled JJ1Staln1ent ot $10 mdlton n 31 De em er .) 

1996, $3S tnillion on .11 l) e cenlhe r l 9LJ6 and the balance on 30 June 1997. Th Group S) ndicated t rm nd" orkin a it 
1 

and oth e r hornnvi ng ~ J r ~1\\'n do\\ n und e r the agre tn en t a t 3 l December 1994 totall ed $46 . million (1 3: $ '"l --.s milli n ). 
R d f ianifi nt 

lntLTC'->t on th e n1 ~1jority of the (;roup's borro \vin g i pa}abl at a n1argin of 2°/o O\ r U dollar LIBO n r 

proportion of horrov\'ings , is h edged for th e next three to four' ar at US doll a r LIB R of 6°/o and b l W ( X ludina nl ro-in 

a nd h e dging L·o s ts). 

I~ · l I d h a p r· t · 1 f rh m ·1 J rt n ~o1-row1ng~ LlllL e r t H .' C:on s olid ~ned C redit Agreernent ;:He ecur d by pl dge of the i u ar 
f the 

C; roup' s s uh s idiarie~, ;Jnd are gove rn ed bY certain financial CO\ nant based o n rh r ulr and fin ·1ncia l i ri n f rh r up. 
c • 

h e (;roup''-> Ull Sl'L·ured lo~1n notes art rep <lyahl e during the yea r 1995 to 1. 9 / . 

s uh ~crihc for orJin.1ry shares of the Co1npany (nor 20 ). 

rt am f rh n t 

Th e l() ll()z l'in.i!. is ,_n1 dnLZiysis o( oz 'e rdrLJfts, hunk 
l()ans a nd unse(·ure d 1 ()~. 1!1 /l()t es /Jy ycLZr o( rep~.7)' JJU! llf: 

-- -- ------· 
Within I vea r 

----- ----------
R e r \ V e c 11 

---------
Be rvv e e n 1 c..ln d .'I \ T<H'> 

- ----------

-- --- -----

a rr · arr, nt t 

1994 
£m 

61.8 

44.9 

244.9 

1.0 

352.6 

, 

4 

-f .,.m 
- --
7 .0 

l 0. 

, 

l.~ 

0. 
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Notes to the consolidated balance sheet 

19 Provisions for liabilities and charges 

The 1novement in the year on Group provisions comprises: 

Deferred 
taxation 

£m 
Property 

£m 

Pension 
and other Tot3l 

£n1 £m 
-- - ---- --

Beginning of year 20.8 

3.7 

(2.9) 

(12.8) 

( 1.3) 

21.5 61.6 I 03.9 

Charged in profit and loss account 13 .I 16.8 

Utilised (10.2) 

2.9 

( 4.8) ( 1 7. 9) 

Transfers (14.3) (24 .2 ) 

Exchange adjustments ( 1.0) (0.4) 
--

End of year 7.5 13.2 -5 ) ) ·-

Deferred tax has been provided to the extent that the directors, on the basis of reasonable assumptions and the intentions of 

management, have concluded that it is probable that liabilities will crystallise. No provision is made for tax that would arise 

on the remittance of overseas earnings. 

At 31 December 1994, the provision for deferred taxation comprises current timing differences of £7.5 n1illion ( 1993: 

(2. 7) 

75.9 

£4.7 million) and non-current timing differences of £nil (1993: £16.1 million). The current timing differences comprise 

accelerated capital allowances of £3.0 milJion, interest receivable of £2.0 million, and other timing differences of£? .5 tnillion. 

There is no material unprovided deferred tax at 31 December 1994. 

During the year tax provisions amounting to £9.6 million established on the acquisition of The Ogilvy Group, Inc. were 

reallocated against other potential tax liabilities with a reclassification of these balances from deferred taxation to other 

provisions and creditors due in more than one year. 

Property provisions comprise amounts set aside in respect of certain property leases carrying commitments in excess of 

foreseeable requirements and for sublet losses. 

Pension and other provisions include £43.1 mi1lion (1993: £41.7 million) in respect of pension-related obligation 

The majority of these provisions arise in the United States and Continental Europe. Unfunded pension costs are provided for 

in the Group's balance sheet. The remaining provisions principally comprise other staff related provisions, in particular relating 

to the long-term incentive plans operated by certain of the Group's subsidiaries. Payments will be made for the first rin1e in 1995 

to a limited group of senior executives within these subsidiaries out of the long-term incentive plans. The short rern1 li ability in 

respect of these pay1nents has been transferred to creditors falling due within one year. 



Notes to the consolidated balance sheet 

Equity interests 

Aitth(Jriscd 

Ordin~n · s hare s of I Op e~1ch 

Uncl~ssincd s hares of $0.10 c ~1ch 

•• A" o r d i n a r y conY LT r i h l e s h a r c s of I 0 p ~ c h 

Allotted, cd!led up .uul lully fhzid 

Mc)\Cll1cnrs in rhe year \\·ere ~s follo\Y . : 

Beginning of Year 
~ . 

-- -------------------------------
Ordinary s h ;11-cs iss ued on thL' con\-c r sion of on rtibl 

Cunlulari,·c Rcdecn1ahle Preference hares 

Ordin~1ry sh~1res issued during rhc year in furrh r 
con ide rarion for rhc ·1cquisition of ub idiar) unde rtakings 

f----

Convcrsion of " A'' ordin ;..lrv convertible share. 

End of \ c;..1 r 

Non- equity interests 
t-------·- ----

AuthrJrised 

Convertible C ~ unnd~Hi\ c Redcen1ahle Pre fe rence 
("CC.RP") shares of $0.10 each 

ALlotted, c d 11 e d up and fit! I y p did 

1994 

Number 

799,683,000 

226,222,994 

£m 

80.0 

14.5 

Ordinary shares 

Number £m 

520,4 70,820 52.0 

192,027,337 19.2 

7,959,276 0.8 

5,000 

720,462,433 72.0 

1994 

Number £m 

33,494,003 1.8 

CCRP shares 
-- --------------------------------------- ---

Move n1 e nt s in the year \\ere as follovvs : Number £m 

Beginning of year 181,647,764 9.6 

Converted into on..linan· s hare s during the }ea r (171,112,257) (9.0) 
--f--.- - --- . - ---- ---------------------------------

End of yea r 10,535,507 0.6 

Convertible (~unzuiLZtiue R edcen1t.1hle Preference shares 

1993 

Number 

799 678 000 

55110 737 

5 000 

1993 

umber 

_04 606 _60 

Of th e C ~ C ~ RP s hares in issue at l Janu a r) 1994, 17 1,112,257 wer nv rred during Auh ust nd Sept nlber 1 

192,027,.1.1 7 ordinary . h ;Jres of rh e Con1pany. In April and Ma 1995 all rh remainino \• ere con ert dint 

4 int 

,2 -

ordinary s h a re ~. 

d 1 D ember - 0 1 
The C:C:RP s hares carried rights to con\ ert at the option of o~ ners at an time up t and in lu ino 

£m 

80.0 

2.7 

£m 

10.8 

at the rate of appt·oxin1~Hely l.l )) ordin3ry hare for each CCRP h Id, and had a fix d di id nd ntirl ment ubi t t 
rtam 

limit s b ased on divid e nd s paid on th e Cotnpan_·'s ordinary hare . 

f I nt f pita l 
Prior to conversion, rh ey ranked abo e other sha res in the e\ent of a \Nindino up in r per o t1e r P ~ 111 

L. 

and a n y ·1rrears of dividend. The <1ttached \oting right ~ r restrict d to c rr in e\ nt ·1nd V·l r n' r x r i d. 
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Notes to the consolidated balance sheet 

20 Authorised and issued share capital continued 

ccA' ordinary convertible shares 

The "N ordinary conve rtible shares were issued to the vendors of a con1pany acquired in I 986. The\' \\ere convertible into 

ordinar shares of the Company at the option of the share owner and in acco rdance \\ ith the Con1pany 's \rticlcs of Assoc ia tion , 

the number of ordinar_, shares to be allotted on their conversion being based on th e profits ~tt~in ed by the ~cquircd con1p~n) in 

the period up to 31 May 1992. At the last Annual General Meeting, share owners \Oted to convert the outstanding "A" ordinary 

convertible shares at par into ordinary shares of the Company. 

Unclassified shares 

Provis ions in the Con1pany's Articles of Association concerning the CCRP shares a llo\v th e directors to redcs ign ~He the reduction 

in authorised CCRP share capital following their conversion into ordinary shares as authori sed share s of another cl~1ss. 

Consequently, on conversion of CCRP shares during 1994, the relevant CCRP share capital was redc ignatcd as I 7 1, I I?, I 5 I 

Unclassified shares of $0.10 each, making a total of) 26,)) J ,994 authorised shares. The unclass i fl ed shares ha ve no rights 

attached to them. No shares of this class were issued during the ear. 

Share options 

As at 31 December 1994, options have been granted under the WPP Executive Share Option Scl1en1e over a total of I 0,409,5 7 6 

(1993: 13,503,044) ordinary shares, exercisable between 1995 and 2004 at price per hare r3nging from ?9.5p to 647.0p. 

Warrants 

5,071,025 subscription warrants are in issue, each of which carries th e right to subscribe for one ordin3ry share of th e Cornpany 

on 30 June in each of the year 1995 to 1996 inclu ive at a subsc ription price of£ I 0.00 per hare . Additionally, certain of th e 

Group' unsecured loan notes carr warrants, which expired on 16 April 1995, to subscribe for 875,000 ordin3ry shares of the 

Company at a price of £8.90 per share . 



Not es t o the consolidated balance sheet 

. ' -
21 R e serves ~ . 

Share Good\ ill Profit 

write off Other and loss 
premium 

reser e account 
account reserve £m 

M o u e 111 e nt s d 11 r i 11 ,'i..!. 1 /; c y c d r u · c r c .1 s /o // o ll • s: £m £m fm 
~- 111.7 ., 9 ..... ,... ( 829.1) 100.5 

.) .) . Balancc at beginning of , ·e;lr 
' ' . -------- 190.0 

(190.0 
38.1 

Transfer fro1n speci~1l re ser\·L· to profit and lcLs account 
~-

R etaincd profit fo r the fin~11h.:i~11 year 

urrcncy tran~Lnion nlo\·einciH 

Sh are prcn1iun1 ~1 nd foreign e:xch ;lngc ;lrising on the conv r IOn 
of Con , ·crtihlc ( : u i nuLni~· c RL·<.kL' I n·~lhk· Preference har . 

Writc off of good\\·i ll ~1rising on con solid;Hion in the} ar (note 22) 

26.8 

(23.6) 

f---

Prcnlillnl on ~hares issued during the year in further 

~~~-Ccln s i~crati< >11 f<>I. tl1e ac~Liisiti<li1 <lf stlh i~ia1·\· LII1dertaking (ntco~t~e~?~0~)-----~-----~8~-~5~~~~~~~~~~~~~~ 
---- 0'1 3.J9.8 

406.9 (1 032.9 ) 1 .). Balance at end of \T ~1 r 

Attrihuta/J /c t u: 
103.7 

339. 
401.1 ( 1 032.9) Equit) interests 

,.-

.,.,9 
1 0.J.7 

.J .J . 
406.9 ( 1,032.9) 

Non-equity 1 1Herest~ 

0 h 
~ - , . . . . . . . ne translation deficit 

t er tc sc rvcs ~lt .) I l)ccctnher 1994 cotnpn e: cap tt·1l re ene £1.9 mdlion (1993: £1.9 mrlhon) curre . d' ill 

£7 ") ? 11 - "11. ) Cumulan e goo 
.)._ n1i ion ( ll393: .£7 6.4 n1illion) ~ and r \"<:tluation reserve £17 ..... 0 million (1993: £1 7 .0 mt 1011 · . al 

. . . . . . . . . . d ill rei ring to dJspo 
re u lt ing fron1 acquiSit ions \.Yh tch h ·1s been vvntten otf to the goodwill v nte off re ere, net o.t goo "' 

transferred to the profi.t and loss <Jccount, ;.1n1ounr to £1,150.3 n1illion. uit 
. ·Ir attributable ro eq 

The ha lance on the sh;.1re pre tniutn account at the b ginning of the ear comprised £294.1 mi 1011 
. R deemabl 

ertible cumul tJ\ e e 
inte rests, and £99 .4 tnillion attributable to non-equity interests. Follov ing the c n\ersion of Con d recla ifie a 
Preference ( '"C :C:RP") shares in August and Septen1ber 1994, £93.6 tnillion of non-equit share premium v a 

equ ity tnterests . d urt an 11 d un r 
In 198 7, the ba lance on t h e Con1pany's share pren1iun1 account amountina to £?11.1 million "'a Thi r r h· 

. . . . . d . ·butable re en e. 
sanction and transfe rred pursuant to an undertaking a1ven to the court, to a special non- IStrl ar the 

' o 1 . b the court r 
been inc lud d within th e goodwil l write off reserve. On 19 April 1994 the Compan ' a granted ea_ e r e w ith th 

. . I to di tnbutabl re 
tern1s of the undertaking, al lowing £ 190.0 n1i ll ion to be transferred fron1 this speCia re ere . h re 

.._ . d. . laid do,•vn m t e 
retna in ing ha lance to be transfe rred to distributable reserves upon satisfaction of certam con Itton ., 

, . . d £191 6 million (n t · 
undertaking. At .) l f) ecenlber 1994 the Con1pan) s dtstnbutable reser es amounte to · . Th e ~han e 

. .· r to c n erst n. 
The tcrn1 s of issu of the CCRP hare require that they be rev'llued at th rare ot ex hanae pu d l ~urrenc 

b n fer re t t 1 c 
diffe renc e ari _ ing fron1 the re\aluation of _ RP hares in August and September 19 4 has en tr · d. t 

. a r in lude tn n _0. 
translation r se rv in the Con1pany's financi ·1l t ·1ten1ents. Further d r·1il of th e c n r IOn 

\\ 'PP ,r t. p 1 k 9 
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Notes to the consolidated balance sheet 

22 Acquisitions and disposals 

The Group did not make any material acquisitions or disposals during 1994. Further amounts paid either in cash or in share 

capital in respect of earlier acquisitions gave rise to goodwill of £?2.3 million (note 21). 

23 Guarantees and other financial commitments 

a) Capital commitn1ents 
1994 1993 

At the end of the yea1~ capital commitments tuere: £m £m 

Contracted for but not provided for 0.7 0.3 

Authorised but not contracted for 1.3 0.3 

2.0 0.6 

b) Contingent liabilities 

Acquisitions made in earlier years (excluding JWT Group, Inc. and The Ogilvy Group, Inc.) may give rise to further consideration 

resulting in goodwill in addition to that arising from payments to date. Any further payments will be payable in cash and 

ordinary shares of the Company dependent upon the level of profitability of these acquired subsidiary undertakings over the 

period up to 31 December 1995. It is not practicable to estimate with any reasonable degree of certainty the total additional 

consideration to be paid. However, the directors estimate that the additional payments which may be payable in respect of all 

such subsidiary undertakings, including amounts accrued in the balance sheet at 31 Decen1ber 1994, would be: 

Payable in 
1994 1993 

Shares Cash Total Total 
£m £m £m 

Within 1 year from 31 December 1994 3.7 ] 5.2 18.9 

Within 2 to 5 years 

3.7 15.2 18.9 

The above analysis is calculated at 1994 average exchange rates, and assumes that the vendors choose cash rather than shares 

where the option exists. The analysis also assumes that the Company issues shares where the option exists, although in 1nany 

cases it has the right to settle in cash if it so wishes. Shares, when received as consideration, must generally be retained by 

vendors for a minimum period of three years. 

In the opinion of the directors, there should be no reduction in the net assets of the Group over this period taking into 

account only profits from those companies whose vendors are entitled to receive future payments. The Group's cash flow 

projections for these companies for the same period indicate a net cash generation after taxation in excess of these maximun1 

contingent cash payments. 

The Company and various of its subsidiaries are, from time t time, parties to legal proceedings and claims which arise 

£m 

28.9 

18.6 
---
4 7.) 

in the ordinary course of busine s. The directors do not anticipate that the outcome of these proceedings and claim will have 

a material adver e effect on the roup' financial position. 

pp ( rr Uf1 f1lC 
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Notes to the consolidated balance sheet 

'" 
Guarantees and other financial commitments 

c) OpcrLlting le.zsc c_·()nnnitnzcnts 

Th Group h;.ls cnrcn.-d into non-cancellable lea in respect f plant and machinery. The total annual rental for 1994 was 

£1 7.3 n1illion ( 1993: L 16.7 n1illion). Tht: lea agre m nts provide that the Group \vill pa ; all insurance, maintenance and repairs. 

In addition~ the (~roup lc;_lses certain bnd and building n sh rt and long-term leases. The annual rental on these leases 

for 1994 \Va~ {LJ0. 7 1nillion ( 1993: {97.7 1nillion). The rents pa)able under these leases are subject to renegotiation at various 

intcr\·;.1ls ~pccihcd in rhc lc;.1sc ·.The ,roup pay for rh in urance maintenance and repair of thee properties. 

Pbnt and machinery 
Properr 

The nzininiiflll c_·( Jllnnitted d111111LZI rcnt,ds fhl\' zble in the follot rng 1995 1994 1995 
1994 

i £m £m 
f---- )ear tnu er the (url','t.!,()in,l!. lct.Iscs zcii!!Jc 1s /ollorl's.:_: _____________ ~£~m~ ____ _:_f~m~-------------

I n res pc c r of or c rat in g I c ~1 se s \\ · h i c h ex pi re : 
- --

- \V i t h i n I \ -c;. 1 r 3.8 8.8 7.6 
5.6 

f---

8.9 21.6 31.4 -- -- ·- ------ - -

-within 7 to 5 \·cars 10.1 

-after ') \·e;Jrs 
58.7 54.1 

0.-
t---

--+---
89.1 93.1 

15.7 13.2 

d) Pension L71Tdll._!!.Cnzcnts 

Con1panies \Vithin the (;roup operate a h . h ar with conditions 
hl rge number of pension schemes, the forms and benefits of' re 

. . . re independent 
and practices in the countries concerned. The 

of the c;n>up. 

chernes are admrnrstered by trustees and, rn most cases, a 

1994 
1993 

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

£m 
£m 

14.8 1 

7.9 
.1 

22.7 
24.6 

The Group's pension <-·osts are Ll11L7lyscd as f~o~/~lo:_:u~~~s~:-------------------------~~~---]--;5 
D fined con tri hut ion schen1es 

Defined beneflt schen1es 

. f- lified acruarie u ing the 
Where defined benefit schen1e exist rh pension cost is assessed in accordance with the advrce 0 qua . 1 1 d k n withll1 r 1e a t 
projected unit credit and attained age 111 thods. The latest actuarial assessn1ents of the sche1ne were un erta 

ould be % alar 
three years. The n1~1jor assurnptions us d by the actuaries vvere that in general the return on plan assets d fllZm at 
. . . I f lan assets rota I le . 
Increases vvould be between 4°i«> and 8°,{> and penston Increases ,would be 5o/o. The market 'a ue 0 P h d ed 

h b fit which a accru 
the year end and the actuarial value of the assets was sufficient to cover approxim·Hely 104% oft e ene 

to me m hers after ~:d lowi ng for expected future increases in salaries. 

The c; roup has no 111 <-Her ia I non -p ns ion post retiren1ent benefit obligations. 

\\'PI rrU ll [ 1 l · 9 
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Notes to the consolidated balance sheet 

24 ·Principal operating subsidiary undertakings and divisions 

The Company's principal subsidiary undertakings, related undertakings and divisions at 31 December 1 994 are shown below, 

together with a note of their principal activity and country of operation or registration. The Company directly or indirectly 

held 1 OOo/o (except as noted) of each class of the issued shares of the subsidiaries . 

Company Activity Country 

Media advertising 

Cole & Weber Media Advertising USA 
--

Conquest Media Advertising Ital y 

]. Waiter Thompson Company Media Advertising USA 

Ogilvy & Mather Worldwide Media Advertising USA 

Public relations 

Carl Byoir & Associates Public Relations USA 

Hill and Knowlton Public Relations USA 

Ogilvy Adams & Rinehart Public Relations USA 
~-

Timmons and Co. Public Affairs and Govern1nent Relations USA 

The Wexler Group Public Affairs and Government Relations USA 

Market research 

Millward Brown International Market Research England 

MRB Group Market Research Eng la nd 
r---------------------------------------------------------------------------------------------------

Research International Market Research Enol and b 

Specialist communications 

Anspach Grossman Portugal Corporate Identity USA 

--

--------

Brou i I lard Cmnm unications Business to Business Advertising USA 
r---------------------------------------------------------------------------------------- --- -- -- --

BDG/McColl Interior D esign, Architecture and Graphic Design En a land b 

Coley Porter Bell Brand and Corporate Identity Design England 
~-------------------------------------------------------------------------------------------------------

A Eicoff & Co. Direct Marketing 

Ein on Freeman 

EWA 

Fergus n Communications Group 

The Futures Group (20o/o) 

G-Force 

The Henley Centre 

HL RP 

J. Wait r Thomp on Direct 

Mando Marketing 

TMC 

\XIP P C rC)u p 1 le 

- -------

Sales Pron1otion 

Database Marketing 

Specialist Healthcare Advertising 

Strategic Marketing Consultancy 

Event and Video Production 

Strategic Marl<eting Consultancy 
- ------------ - ----

Specialist Healthcare Advertising 

Direct Marketing 

ales Pron1otion 

ales Promotion and Marl<eting 

USA 

USA 

Eng land 

USA 

USA 

England 

Eng land 

USA 

USA 

England 

Engl and 



Notes to the consolidated balance sheet 

0:1klcY Young -+rh l)in1l'l1sion . ' 

gih·y & \,Luhcr l)ircct 

San1 psc >n 1 'y r re 11 

SBC; Partner~ 

Scotr Stern .r\ssociarc~ 

S.U. . Hc~1lrh-C ~ orc 

Thon1pson Recruitll1L'IH \d\-crtising 

Walker c;nnip/C :NI 

Manufacturing 

Alton Wire Products 

North l(en r Plastic ( :ages 

R e frigeration (BournenHntth) 

Stafford ·hire Hollo\vare 

Nun-c ( J t e n n i 11 ( H 15 v c d r- c 11 d::: 

H isp nzic Advertising 

Audio \ isual Pr duct~/Services 

Point-of-purchase, Graphic and Retail Design 

Direct !vfark ting 

R e zl Estate M rketina 

Business, Fin1nc and Recruit1nent Advertisina 

Sales Pronz tion 

DLlt 1base Managen1ent 

orporate nzd Brvzd Id ntif) D sian 

PackLlain and Corporate Identit) Desian 

Design and M 1rketino 

H e zlthcare M 1rk ting 

R ecruitnzent AdvertisiJzo 

Ret 1il Architecture. Interior and Graphic Design 

Manufactur of Wire Products 

Manufacture ol \X: ire and Sheet Metal Product 

Sale and Installation ol Shopfitting Equipment 

Manu~1cture ol Ahnninhnn Products 

USA 

England 

England 

USA 

USA 

England 

England 

USA 

England 

SA 

Scorland 

USA 

USA 

USA 

England 

England 

England 

Engl nd 

G financial staremen .Jap3n iVlarkct Rcsc~1rch Burc~HI h~1s ;.1 year-end of 31 Nlay for c mn1erci ·:d rea on . The 1994 roup 
r m lude 

accounts in respect of this con1pany prep;.1red for the }ear ended 31 December 1994. 

\\ .1 P ll. llJ 1 l · 95 
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Company balance sheet 
As at 31 December 1994 

Notes 

Fixed assets 

25 Tangible assets 
r----------------------------------------------------------------------------------------

26 Investments 

Current assets 

27 Debtors 

Cash at bank and in hand 

28 Creditors: amounts falling due within one year 
~------------------------------------------------------------------------------------------

Net current assets 

Total assets less current liabilities 

29 Creditors: amounts falling due after rnore than one year 
~--------------------------------------------------------------------- -- ---

Net assets 

Capital and reserves 

Attributable to equity interests 
~-----------------------------------------------------------------------------------

2 0 Called up hare capital 
- ----- - -

30 Share premium account 

30 l Merger re erve 
----- - -

30 Currenc) translation reserve 
---- -

30 l Profit and lo s account 
----- ----

Attributable to non-equit) interests 
r---------------------- ------------------- - ------------------------ ---

20 hare cap ita l 
--------------- - ----- - --

30 Share premium account 
--- - ---- - ---- ---- --- -- --------------- -----
Total capital employed 

1gn d on beh a lf of th e Board on 15 Ma) 199,...: 

M S Sorre l! 

Group chief executive 

1994 
£m 

-------

1.0 

799.4 

800.4 

284.5 

35.5 

320.0 

(177.9) 

142. 1 

942.5 

(186.0) 

756.5 

72.0 

401.1 

117.6 

(32.2) 

191.6 

0.6 

5.8 

756.5 

A provid ed h ction 230 ompan1e Act 1985, the profit and lo account for the Com p a n y ha · not been prese nted. 

Inc lud d within the consolidated profit and lo acco unt for rh financia l yea r i a lo of £]4 .7 mil lion ( 1993 : loss of 

.£ 1.4 million ) in re p e r of th e C ompan y. 

T h acco mpan ing nor cc.. form an inrcg ra l parr of rhi~ ba lance hccr. 

1993 
£m 

0.4 

763 .6 

764.0 

? 04 -_ o . . ) 

12.1 

296.6 

(140.3) 

156.3 

920 .3 

(J)g.4) 

761.9 

52.0 

294. 1 

29<J.l 

( ~.6) 

16.3 

9.6 

99.4 

76 1.9 
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Tangible fixed assets 

T h e 11H Jl 'C IJi c nt 111 t/;c y e tr ll \ l~ d~ (u ll() ll ' ~: 

\ C o s t: 
·-

Be g inning of \ · c ~lr 

\dJition s 

Dcprc ci ~nion: 

C h3rge 

Ne t hook \ ·aluc: 

Fixed asset investments 

Addition s 

EnJ o f year 

Notes to the company balance sheet 

ha rt 
lea ho ld 
bu i I cl ing 

£m 

0.2 

0.4 

0.6 

0.1 

Fixru re , 
fi tti na & 

equi pment 
£m 

0.9 

0.-

1.4 

0. 

0.-

"t ra l 
£m 

1.1 

0.9 

2.0 

0.7 

0.3 
0.1 

0. 1.0 -----------=---~--~ 
0.? 

0.4 0. 

O.l 
0 . ., 

1.0 

0.4 

ub idiarr 
und rtakin 

£m 

----------·----------------~~.4 

DeL1il s of th e C on1p a ny\; princip ~1l subs idiary unde rt ~1kin gs a re shown in no te _4. 

27 Debtors 

T h e / o il u Luinp, e-n e i n e lu d cd in d c /Jto r~ : 

A 111 o un t s c n v c d h y s u h s i d i a r y u n d e rt a k in g s 

ACT JTCO\ · c r ~1hl e 

()th c r d e btor s 

Pre pa y n1 e n t s ~111<.J ~h_· c ru e d 111con1e 

T·o t a l d c h to r ..., 

I n c I u d c d w i r h i n ~ 1111 o lll H s o \ 1\ -e d h y s u h s i d i ~ n y u n d t: rt ~1 k i n g a r c I o ·1 n 

r c p ay n1c nt ~1tt c r lllOIT t h a n o ne YC~lr . 

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

1994 
£m 

279.9 

4 .3 

0.3 

-- --- -- - ----------284.5 

£m 

_ ; !.4 

11 . t .l ) 9 · ( l 9,) ' £1 l 6m \ hi ch LJ II du fo r ro r·1 m g · . <; . m - . · · 

\\ 'Pl , rt l ll j1 1 \ 97 
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Notes to the company ba la nce sheet 

28 Creditors: am ounts fa lling due w it hin one year 

The folloz,uing are included in creditors falling due z,uithin one year: 

Bank loans and overdrafts 

Unsecured loan notes 

Amounts due to subsidiary undertakings 
--- --

Taxation and social security 
~----------------------------------------------------------------- -

Dividends payable 

Other creditors and accruals 
----~--------------------------------------------------------------------- --

? 9 Creditors: amounts fa lling due after more than one year 

The folloz,uing are included in creditors falling due after 111ore than one ) ear: 

Bank loans 
---

Amounts due to subsidiary undertakings 

The following is an analysis of all ban/<. loans and unsecured loan notes by year of repayn1ent: 

L Wi thin one year 

Within 2 to 5 year 
----------

1994 
£m 

21.2 

2 .8 

137. 8 

2 .8 

5.5 

7.8 

177. 9 

1994 
£m 

10.9 

175.1 
- - -

186.0 

1994 
£m 

24.0 

10.9 
-- -

34.9 

The Compan ' bank loans and overdrafts form parr of the Group's facilities under the Conso lid<1red Cr 

( ee n re 18 ). 

dit Agreen1enr 

l 3 0 J Reserves 

Share 
prcm 1um 
accoun r 

M ovem ents during th e year were as follows: £m 

Ba lance at beginning of y ar 393.5 

Tran fer from pecial re erve to profit and lo account (note 21) 

hare premium and for eign exchange ari ing on the conver ion of 
'onve rtibl e umu lariv R d emabl e Prefe rence hare 13.4 

Premium on har i ued or converted during rh yea r in furth er 
con id ration for rh a qui ition of ub idiary und rtaking (not 19) 

Reta in ed le s forth finan cial y ar 

B lance at end of y a r 

A ttrihutable to: 

Equit y in te r ~ ts 

Non- 4 quir y inter ' t 

~ I )J p ( J r< l I p I I ( 

406 .9 

40 1.1 

S. 8 

40A.9 

Merger 
re rve 

£m 

299. 1 

( 190.0) 

0 -
0 . _) 

I I 7. A 

I 17.6 

I I . A 

- -

Cu rrcncy 
t ranslation 

re crvc 
£m 

( H .6) 

(23.6 ) 

(32.2 ) 

( 32.2 ) 

( )2.2 ) 

1993 
-r ~m 

16.3 

4 .6 

99.6 

1.9 

4.4 

I ... -..) . ) 

140.3 

-- -~ - --

1993 
£m 

14.4 

144.0 

158.4 

1993 
£m 

20.9 

14.4 

.., - ... 
,)) . ..) 

Proh r 
<.lnd loss 
;.lCCO ll ll ( 

fm 

16.3 

190.0 

( 14. ') 

I LJ I .6 

I s> 1.6 

19 1.6 



Notes to the company balance sheet 

31 Guarantees and other financial commitments 

a) c·t...7 {J it Lll c () 111111 it Ill c }[ t s 

At the end of the \·car, the Con1pany did not ha\e any significant capital commitn1ents. 

b) Contingent lidhilitics 

The directors csrin1~1tc rh~H the Co1npany'~ li~bility for additional payn1ents in respect of acquisitions made in earlier ears 

including ;_11n<HIIHS ;_lccrucJ in the balance het at ,l 0 c n1ber 1994 \vould be: 

P·1 able in 
1994 

Shar s Ca h Total 

£m £m £m 
--- ---

Within 1 year fnHn 31 l)eccn1hcr 1994 3.4 9.6 13.0 

Within ') -_ to .) \"t ;_1 rs 

3.4 9.6 13.0 

c) Opert...7fin!!; lease cunznzitnzent::> 

1993 
Total 

£m 

23.5 

12.9 

36.4 

The Co1npany leases certain land and buildings on le;_1se expiring after five ears, under which it pa) for the in ur nee 

In:Jintcnance and 1·ep;_1ir of these propertie . The rent pa)able under these leases are subject to renegotiation at various inter als 

specified in the le;_1 s cs. The aiH1U<.ll rental on rh se leases for I 994 \•vas £3.3 n1illion (1993: £3.2 million) of vvhich £2. million 

( 1993: £7 .~ 1nillion) is rc-in1hursed by ~111 oper~ting subsidi ·1ry. The n1inimu1n con1n1itted annual rentals pa able during 199 -

under the foregoing leases tot;_lls £3.4 1nillion ( 1994: £3.7 Inillion). 

In the- norn1al course of it acti\ ities the Con1pany has also auaranteed certain of the propert leases entered into b it 

subsidiarie-s, which expire over p riods up to 70 y ·1 r. The rents pa)able under thee leases during 1995 total £1.0 million 

(1994: £1.1 n1illion). 

d) Pensiun arrangenzents 
. . d. ·d 11 admini tered 

The pen s ion cos t for the Con1pany of £0.3 n1illion (1993: £0.1 rnilli n) repre ents amounts pa able mro li1 1 t ua 

per onal pension plans in the nan1es of the on1p~ny' elig ibl e e1nploye s. 
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Share owners' information 

Financial calendar 

• The 1994 final dividend will be paid on 17 July 1995 to share owners on the register at 16 .JunL· llJlJ5. 

• Interim statements for half-years ending 30 June are issued in August. 

• Interim dividends are paid in November. 

• Preliminary announcements of results for financial years ending 31 De<.:emhcr arc issued in .\ lar~:h. 

• Annual reports are posted to share owners in June. 

• Annual general meetings are held in London in June. 

Share price 

The mid market price of the shares at 31 December was as follows: 

Ordinary lOp shares 

Share warrants 

1994 

109.0P 

3.0p 

1993 

!l9.0p 

5.0p 

The latest ordinary share price information is available on Ceefax and Teletext and also the Citvlinc scrvi<.:e opcr~ncd by the 

Financial Times (telephone 0891 434544). 

Access numbers 

Ordinary shares 

Warrants 

American depositary receipts 

Registrar and transfer office 

Royal Bank of Scotland plc 

PO Box 82 

Caxton House 

Redcliffe Way 

Bristol BS99 7NH 

----~!_clai~~'! ~ncome tax on dividends 

NASDAQ 

WPPGY 

Reuters 2000 

WPPL.L 

WPPL",.L 

American depository receipts (ADRs) 

Cirihank N.A. 

I 11 Wall Street 

5 rh floor 

New York, NY I 0043 

USA 

Topic 

52945 

52946 

Dividends are paid with income tax ded~~~d~-rhel;)~~; r~-te (20%). The amount dedu<.:ted is shown on rhe dividend wx 

voucher. If your total income is less than your tax allowance you can claim hack all the t~lx deduned from the Inland Revenue. 

If . · . I · f I 11 · · ·r likelv your mcome IS more nan your tax allowance, only the amount m ex<.:ess o tle a owan~:e 1s liable to tax. Those 11105 · 

to be entitled ro a repayment of tax include married women not in employment, pensioners and children . If you rh ink you 

may he entitled to claim, ask your local Tax Office for leaflet IR I 12. The address <.:an he found in the telephone book umlt-r 

Inland Revenue. 

Capital gains tax 

Th k I f . s· I ·' .· h · . · · · I t · s· t ··m her 19 llh. e mar et va ue u an ordmary share at 31 March 1982 was .39p. mce t 1at uate 11g ts 1ssues 1ave occurreL 111 . ep t 

August 1987 and April 1993. For capital gains tax purposes the acquisition cost of ordinarv shares is adjusted ro t~1ke ~l<.:C<Hint 
of such rights issues. Since any adjustments will depend on individual circumstances, share owners art· advised ro consult tht·ir 

professional advisers. 

Registered office 

Pennypor Industrial Estate 

1-!ythc 

Kent CT21 nPF The ( :ompany's registert"Li numhn is I 0(Uh5 3. 
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WPP Group plc 
1985 

Media Advertising, Market Research, Public Relations, Specialist Communications. 

27 Far·m Street, London W1X 6RD. Telephone 0171 408 2204. Facsimile 0171 493 6819. 

e-mail: open@wpp.com 
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