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For a quick, pre-digested, highly-
compressed version of this Annual
Report: read the next six pages.

The full story starts on page 8.
Please read that, too.

2 The fast read

Who we are

WPP is a world leader in marketing
communications services.

It comprises leading companies

in all these disciplines:

@ Advertising

@ Media Investment Management

@ Information, Insight & Consultancy

@ Public Relations & Public Affairs

@ Branding & ldentity

@ Healthcare Communications

@ Direct, Digital, Promotion &
Relationship Marketing

@ Specialist Communications

There are more than 100 companies within the Group — and
each is a distinctive brand in its own right. Each has its own
identity, commands its own loyalty, and is committed to its
own, specialist expertise. That is their individual strength.
Clients seek their talent and their experience on a brand-by-
brand basis. Between them, our companies work with over
340 of the Fortune Global 500, over one-half of the NASDAQ
100 and over 30 of the Fortune e-50.

It is also of increasing value to clients that WPP companies
can work together, as increasingly they do: providing a tailor-
made range of communications services, centrally integrated.
Over 600 clients are now served in three distinct disciplines.
More than 370 clients are served in four disciplines and
these clients account for over 58% of Group revenues.

Group companies now work with over 270 clients across
siX or more countries.

Collectively, 110,000* people work for WPP companies;
out of 2,000 offices in 106 countries.

* Including associates.

Our companies and their websites are listed on pages 10 and 11.
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I Why we exist

Our mission

To develop and manage talent;
to apply that talent,
throughout the world,

for the benefit of clients;

to do so in partnership;

to do so with profit.

Within the WPP Group, our clients have access to companies
with all the necessary marketing and communications skills;
companies with strong and distinctive cultures of their own;
famous names, many of them.

WPP, the parent company, complements these companies
in three distinct ways.
@ First, it relieves them of much administrative work.
Financial matters (such as planning, budgeting, reporting,
control, treasury, tax, mergers, acquisitions, investor
relations, legal affairs and internal audit) are co-ordinated
centrally. For the operating companies, every administrative
hour saved is an extra hour to be devoted to the pursuit
of professional excellence.
& Second, the parent company encourages and enables
operating companies of different disciplines to work together
for the benefit of clients. Such collaborations have the
additional benefit of enhancing the job satisfaction of our
people. The parent company also plays an across-the-Group
role in the following functions: the management of talent,
including recruitment and training; in property management;
in procurement and information technology; in knowledge
sharing and practice development.
@ And, finally, WPP itself can function as the 21st-century
equivalent of the full-service agency. For some clients,
predominantly those with a vast geographical spread and a
need for marketing services ranging from advertising through
design and website construction to research and internal
communications, WPP can act as a portal to provide a single
point of contact and accountability.

Read more about our role on page 12.
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What we think

The Advertising & Marketing Services Industry:
Distance and science demand different skills
by Sir Martin Sorrell

Against expectations, 2007 was our strongest year ever,
with record billings, revenues and operating margins.

Over the horizon, demographic and technological
change will influence our performance. As ever, threats
vie with opportunities.

The internet and media fragmentation will continue
to exercise us and our clients, as will overproduction,
commoditisation and the hegemony of Big Retail.
Branding and product differentiation — our core business
— will be crucial.

At the same time, the growth of Asia Pacific, other
BRICs nations and the ‘Next 11’ will outshine Europe and
America. WPP holds leading positions in most of these
expanding markets.

Government spending on both sides of the Atlantic
coupled with the sub-prime crisis and housing difficulties
will undoubtedly influence 2008. Against that, however,

a big-spending US presidential campaign, the Olympics and
the European Football Championships promise a positive
outlook for our business.

Sir Martin Sorrell’s article begins on page 80.

If We Choose to Believe What Emerson Didn’t Say,
Then We’re All Doomed
by Jeremy Bullmore

“There’s an interesting work of fiction to be written quite soon.
Indeed, it’s probably in draft already. It will chronicle, with all
the imagination and persuasiveness of a George Orwell, the
birth and turbulent development of The New Age of Abstinence.”

Jeremy Bullmore’s essay can be read in full on pages 103 to 105.
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‘ How we’re doing

Financial summary*

2007 2006  Change %
Billings £31,666m £30,141m +5.1
Revenue £6,186m  £5,908m +4.7
Headline EBITDA! £1,072m  £1,002m +7.0
Headline operating profit’ £887m £822m +7.9
Reported operating profit £805m £742m +8.5
Headline PBIT' £928m £859m +8.0
Headline PBIT margin 15.0% 14.5% +0.5
Headline PBT' £817m £766m +6.7
Reported PBT £719m £682m +5.5
Headline diluted earnings per share'? 46.0p 42.0p +9.5
Headline diluted earnings per ADR"23  $4.63 $3.92 +18.1
Ordinary dividend per share 13.45p 11.21p +20.0
Ordinary dividend per ADR? $1.35 $1.03 +31.1
Net debt at year-end £1,286m £815m +57.8
Average net debt* £1,458m £1,214m +20.1
Ordinary share price at year-end 647.0p 690.5p -6.3
ADR price at year-end $64.29 $67.78 -5.1
Market capitalisation at year-end £7,709m £8,566m -10.0

At 16 April 2008

Ordinary share price 616.0p
ADR price $60.96
Market capitalisation £7,241m

Notes

* The financial statements have been prepared under IFRS (International Financial
Reporting Standards, incorporating International Accounting Standards).

" The calculation of ‘headline’ measurements of performance (including Headline
EBITDA, Headline operating profit, Headline PBIT, Headline PBT and Headline
earnings) is shown in note 31 of the financial statements.

rates shown on page 160. This conversion should not be construed as a
representation that the pound sterling amounts actually represent, or could be
converted into, US dollars at the rates indicated.

8 Earnings per share is calculated in note 9 of the financial statements.

4 Average net debt is defined on page 190.

2 One American Depositary Receipt represents five ordinary shares. These figures have
been translated for convenience purposes only using the income statement exchange

2007 results

Record results in our twenty-second year again reflect the
continued steady strength of the world economy, despite the
current credit and liquidity crisis, positively impacting almost
all disciplines and geographies and the strength of the Group’s
operating brands and franchise. 2007 also saw an historically
unprecedented run of new business wins across the Group,
building a strong base for 2008.

Billings were up 5.1% at £31.7 billion. Reportable revenue
was up 4.7% to £6.186 billion. Revenue, including 100%
of associates, is estimated to total over £7.3 billion. On a
constant currency basis, revenue was up 8.2%, chiefly due to
the 8.6% decline in the US dollar against the pound sterling.

Headline earnings before interest, depreciation and
amortisation rose 7.0% to £1.072 billion and 9.2% in
constant currencies. Headline profit before interest and tax
was up 8.0% to £928 million. Reported profit before interest
and tax was up 8.1% to £846 million and up 10.0% in
constant currencies. Headline profit before tax or profit pre-
goodwill impairment, amortisation of acquired intangibles,
investment gains and write-downs, revaluation of financial
instruments and tax was up 6.7% to £817 million and up
8.8% in constant currencies. Headline operating margin
(including income from associates) increased 0.5 margin
points to a record 15.0% from 14.5%.

Diluted headline earnings per share were up 9.5% at
46.0p. In constant currencies, earnings per share on the
same basis were up 13.6%. Diluted earnings per share rose
by 8.0% to 38.0p and by 12.0% in constant currencies.

The final dividend increased to 9.13p per share, making a
total of 13.45p per share for 2007, a 20% increase over 2006.
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Sector and geographic performance

By discipline, Media Investment Management led the way,
together with Public Relations & Public Affairs and Specialist
Communications. Public Relations & Public Affairs continued
to grow strongly, even at a late stage in the economic cycle.
Advertising, Information, Insight & Consultancy, and
Branding & Identity and Healthcare Communications also
registered good performances.

Marketing services rose to almost 54% of our revenues
in 2007, up from 52% in 2006. Advertising and Media
Investment Management comprised the other 46%.

By geography, Asia Pacific, Africa and the Middle East,
Latin America and Central and Eastern Europe led the way.
The US showed surprisingly solid growth along with Spain.
The only laggards were the UK, and to some extent France,
although Germany and Italy showed some improvement.

As a result, markets outside North America now account for
over 62% of our revenues, up from 60% in 2006.

Net debt and cash flow

The Group’s net debt increased to £1.286 billion at year
end compared with £815 million at the end of 2006,
largely reflecting acquisition spend and share repurchases.
Cash flow strengthened as a result of improved working
capital management and cash flow from operations.

Future objectives

We will continue to focus on our key objectives — improving
operating profits and margins, increasing cost flexibility,
using free cash flow to enhance share owner value and
improve return on capital employed, continuing to develop
the role of the parent company in adding value to our clients
and people, developing our portfolio in high-revenue growth
areas, both geographically and functionally, and improving
our creative quality and capabilities.

Our letter to share owners starts on page 18.

Our 2007 operating & financial review and financial statements are
presented in full on pages 141 to 191 and at www.wpp.com/investor.
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2007 revenue' by geography %

North America 38
@ uK 14
@ Continental Europe 26

@ Asia Pacific, Latin America, Africa & Middle East 22

2007 headline PBIT"2 by geography %

North America 43
M uK 12
@ Continental Europe 23

@ Asia Pacific, Latin America, Africa & Middle East 22

2007 revenue' by sector %

Advertising and Media Investment Management 46
@ Information, Insight & Consultancy 5

@ Public Relations & Public Affairs 10

Branding & Identity, Healthcare
@ and Specialist Communications 29

2007 headline PBIT"2 by sector %

BT BN N

Advertising and Media Investment Management 50
& Information, Insight & Consultancy 11
@ Public Relations & Public Affairs 12
Branding & Identity, Healthcare
@ and Specialist Communications 27
Notes

' Percentages are calculated on a constant currency basis. See definition on page 190.
2 Headline PBIT: The calculation of Headline PBIT is set out in note 31 of the
financial statements.
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Who runs WPP.

Non-executive chairman

Philip Lader
Chairman of the Nomination Committee
Member of the Compensation Committee

Executive directors

Sir Martin Sorrell
Chief executive

Paul Richardson
Finance director
Chairman of the Corporate Responsibility Committee

Mark Read
Strategy director

Non-executive directors

Colin Day
Member of the Audit Committee

Esther Dyson
Member of the Compensation Committee

Orit Gadiesh

David Komansky
Member of the Nomination Committee

Christopher Mackenzie
Member of the Nomination Committee

Stanley (Bud) Morten
Member of the Audit Committee
Senior independent director

Koichiro Naganuma

Lubna Olayan

John Quelch

Jeffrey Rosen
Chairman of the Compensation Committee
Member of the Audit Committee

Timothy Shriver

Paul Spencer
Chairman of the Audit Committee

Members of the Advisory Board

Jeremy Bullmore

John Jackson

Company Secretary
Marie Capes

Directors’ biographies appear on pages 106 to 108.
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How we behave

Corporate governance

The Board of Directors as a whole is collectively accountable
to the Company’s share owners for good corporate
governance and is committed to achieving compliance with
the principles of corporate governance set out in the
Combined Code.

Our goal is to comply with relevant laws, regulations,
and guidelines such as the Combined Code, the US Sarbanes-
Oxley Act 2002, the NASDAQ rules and where practicable,
with the guidelines issued by institutional investors and their
representative bodies.

WPP operates a system of internal control, which is
maintained and reviewed in accordance with the Combined
Code and the guidance in the Turnbull Report as well as the
relevant provisions of the Securities Exchange Act 1934 and
related SEC rules as they currently apply to the Company.

In the opinion of the Board, the Company has complied
throughout the year with the Combined Code, the Turnbull
Report and also with the relevant provisions of the Securities
Exchange Act 1934 and SEC rules.

Corporate responsibility

WPP’s Corporate Responsibility Committee, which is chaired by
Paul Richardson, advises on policy, monitors emerging issues
and co-ordinates communication among Group companies.
WPP’s five most significant corporate responsibility issues are:
@ The social and environmental impact of our work for
clients.

& The impact of our work, including marketing ethics,
compliance with marketing standards, protection of
consumer privacy, social and cause-related marketing.

@ Employment, including diversity and equal opportunities,
business ethics, employee development, remuneration,
communication and health and safety. In 2007, WPP invested
£38.6 million in training and wellbeing across the Group.

& Social investment, including pro bono work, donations to
charity and employee volunteering. In 2007, our total social
investment was worth £16.3 million, equivalent to 0.3% of
revenue (2% of reported profit before tax). This includes
£12.8 million in pro bono work (based on the fees the
benefiting organisations would have paid for our work)

and £3.5 million in donations.

@ Climate change, including the emissions from energy

used in our offices and during business travel.

Full details of our governance policies and practices, and our corporate
responsibility activities, can be found on pages 111 to 127.

WPP ANNUAL REPORT 2007



‘How we’re rewarded

Executive remuneration policy is set by WPP’s Compensation
Committee and is governed by three guiding principles:

& Competitiveness
@ Performance
@ Alignment to share owner interests

In 2007, the Compensation Committee addressed several
key aspects of Group-wide compensation, including the need
to balance employment costs with growth, maintaining
appropriate levels of recognition and reward, and the impact
of new and complex US tax rules on compensation.

The committee is mindful of the need to maintain
competitive levels of compensation with a large element
dependent on performance and comprising shares as well
as cash, so as to align the interests of executives with those
of share owners. This is achieved by making:

@ Single-year performance awards delivered as restricted
stock awards and vesting two years after the end of the one-
year performance period.

& Similarly, at the parent company level, grants of Executive
Share Awards, also vesting two years after the end of the one-
year performance period.

@ Awards of stock made on an annual basis to WPP Leaders,
Partners and High Potential groups in the form of restricted
stock which vest three years after grant.

8 To those key executives (including executive directors)
whose contributions transcend their day-to-day role, grants
under the co-investment LEAP Plan resulting in the award of
matching shares, dependent on performance, after a four- or
five-year performance period.

Our directors’ remuneration and interests are set out on pages 136 to 139.
A full report from the Compensation Committee starts on page 129.
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[ About share ownership l

WPP is quoted on the London Stock Exchange and NASDAQ
in New York.

Analysis of shareholdings

Issued share capital as at 31 December 2007: 1,191,491,263
ordinary shares owned by 11,831 share owners.

Share owners by geography %

& UK 39

@ us 32
Asia Pacific, Latin America, Africa & Middle East,

@ Canada and Continental Europe 29

Share owners by type %

& Institutional investors 95
@ Employees 4

@ Other individuals 1

Substantial share ownership

As at 24 April 2008, the Company is aware of the following
interests of 3% or more in the issued ordinary share capital:

Massachusetts Financial Services Company 5.01%
Invesco plc 5.00%
Legal & General 4.44%
WPP ESOPs 3.68%

The disclosed interests of all of the above refer to the
respective combined holdings of those entities and to interests
associated with them. The Company has not been notified of
any other holdings of ordinary share capital of 3% or more.

Share owner relations

WPP has a continuous program to address the needs of share
owners, investment institutions and analysts, supplying a
regular flow of information about the Company, its strategy
and performance. WPP’s website, www.wpp.com, provides
current and historical financial information including trading
statements, news releases and presentations.

More information relating to share ownership can be found on pages 193 to 195.
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Who are we

Our companies & associates

Advertising

ADK!
www.adk.jp

Bates 141
www.bates141.com

BrandBuzz®
www.brandbuzz.com

CHI & Partners!
www.chiandpartners.com

DaVinci

Dentsu Y&R'"2®
www.yandr.com

Diamond Ogilvy
www.diamond.co.kr

Grey*
www.grey.com

HS Ad'
www.hs-ad.co.kr

JWT
www.jwt.com

Johannes Leonardo'#
www.johannesleonardo.com

Marsteller Advertising™
www.marsteller.com

Ogilvy & Mather Worldwide
www.ogilvy.com

Santo
www.santo.net

Soho Square
www.sohosg.com

TAPSA
www.tapsa.es

The Voluntarily United Group of Creative
Agencies
www.group-united.com

Y&R™
www.yandr.com

Media Investment Management

GroupM:
www.groupm.com

MAXUS
www.maxusglobal.com

MediaCom
www.mediacom.com

Mediaedge:cia
www.mecglobal.com

MindShare
www.mindshareworld.com

QOutrider
www.outrider.com

BrandAmp?
www.brandamp.co.uk

Other media agencies
Kinetic Worldwide?
www.kineticww.com

KR Media'

Information, Insight & Consultancy

The Kantar Group:
www.kantargroup.com

1 O Who we are

Added Value Group Dewey Square Group
www.added-value.com www.deweysquare.com
BMRB International Finsbury
www.bmrb.co.uk www.finsbury.com
BPRI GCI Group*

www.bprigroup.com

www.gcigroup.com

Cannondale Associates
www.cannondaleassoc.com

Hill & Knowlton
www.hillandknowlton.com

Center Partners
www.centerpartners.com

Ogilvy Government Relations
www.ogilvypr.com

Glendinning
www.glendinning.biz

Ogilvy Public Relations Worldwide
www.ogilvypr.com

Henley Centre HeadlightVision Yankelovich
www.hchlv.com
www.yankelovich.com

IMRB International
www.imrbint.com

Japan Kantar Research
www.jp.kantargroup.com

Kantar Operations
www.kantaroperations.com

KMR Group
www.kmr-group.com

- AGBNielsen Media Research?
www.agbgroup.com

— IBOPE Media Information'
www.ibope.com.br

— Marktest!

— Mediafax

Lightspeed Research
www.lightspeedresearch.com

Management Ventures
www.mventures.com

Mattson Jack Group
www.mattsonjack.com

Millward Brown
www.millwardbrown.com

Research International
www.research-int.com

RMS Instore
www.rms-uk.com

Ziment Group
www.zimentgroup.com

Other marketing consultancies
Everystone
www.everystonegroup.com

ohal
www.ohal-group.com

The PBN Company’
www.pbnco.com

Penn, Schoen & Berland™
www.psbsurveys.com

Public Strategies
www.pstrategies.com

Quinn Gillespie
www.quinngillespie.com

Robinson Lerer & Montgomery™®
www.rimnet.com

Timmons and Company
www.timmonsandcompany.com

Wexler & Walker Public Policy Associates
www.wexlergroup.com

Branding & Identity

Addison Corporate Marketing®
www.addison.co.uk

BDGMcColl
www.bdg-mccoll.com

BDGworkfutures
www.bdgworkfutures.com

Coley Porter Bell
www.cpb.co.uk

Dovetail
www.dovetailfurniture.com

FITCH
www.fitchww.com

Lambie-Nairn®
www.lambie-nairn.com

Landor Associates®™®
www.landor.com

The Brand Union®
www.thebrandunion.com

The Partners®
www.thepartners.co.uk

Public Relations & Public Affairs VBAT®

www.vbat.nl
BKSH® Warwicks
www.bksh.com www.warwicks-uk.com
Blanc & Otus

www.blancandotus.com

Buchanan Communications
www.buchanan.uk.com

Burson-Marsteller®
www.bm.com

Chime Communications PLC'
www.chime.plc.uk

Clarion Communications
www.clarioncomms.co.uk

Cohn & Wolfe™
www.cohnwolfe.com

Healthcare Communications

CommonHealth
www.commonhealth.com

Feinstein Kean Healthcare
www.fkhealth.com

GHG*
www.ghgroup.com

Ogilvy Healthworld
www.ogilvyhealthworld.com

Sudler & Hennessey™
www.sudler.com
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Who are we

Our companies & associates

Direct, Digital, Promotion & Specialist Communications
Relationship Marketing
Corporate/B2B
A. Eicoff & Co Brouillard
www.eicoff.com www.brouillard.com
AGENDA™t Ogilvy Primary Contact

www.agenda-asia.com

www.primary.co.uk

AquaOnline™t
www.aquaonline.com

Blast Radius™t
www.blastradius.com

Bridge Worldwide
www.bridgeworldwide.com

Brierley & Partners’
www.brierley.com

Dialogue Marketing
www.dialmkg.com

Digit
www.digitlondon.com

EWA
www.ewa.ltd.uk

FullSIX ¢
www.fullsix.com

GT™
www.wearegt.com

Grass Roots!
WWWw.grg.com

G2*
www.g2.com

G2 Branding & Design

G2 Interactive

G2 Direct & Digital

— G2 Promotional Marketing

Headcount Worldwide Field Marketing
www.headcount.co.uk

High Co!
www.highco.fr

KnowledgeBase Marketing™
www.knowledgebasemarketing.com

Mando Brand Assurance
www.mando.co.uk

Maxx Marketing
www.maxx-marketing.com

OgilvyAction
www.ogilvyaction.com

OgilvyOne Worldwide
www.ogilvy.com

0OO0T®
www.oot.it

Plano.Trio
www.planotrio.com.br

RMG Connect
www.rmgconnect.com

RTC Relationship Marketing™
www.rtcrm.com

Studiocom™
www.studiocom.com

These Days™
www.thesedays.com

VML®
www.vml.com

Wunderman™®
www.wunderman.com

ZAAZ™t
WWW.Zaaz.com

141 Worldwide
www.141worldwide.com
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Custom media
Forward
www.theforwardgroup.com

Spafax
www.spafax.com

Demographic marketing
The Bravo Group™
www.thinkbravo.com

Kang & Lee®
www.kanglee.com

MosaicaMD

UniWorld'
www.uniworldgroup.com

WINGLATINO*
www.winglatino.com

Employer branding/recruitment
JWT Inside
www.jwtinside.com

Event/face-to-face marketing
MJM
www.mjmcreative.com

FITCHLive
www.fitchlive.com

Foodservice marketing
The Food Group
www.thefoodgroup.com

Sports marketing
Global Sportnet
www.globalsportnet.com

OgilvyAction Sports & Entertainment
www.ogilvyaction.com

Performance
www.performance-worldwide.com

PRISM Group
www.prismteam.com

Entertainment marketing
Alliance®
www.alliance-agency.com

Youth marketing
The Geppetto Group
www.geppettogroup.com

G Whiz*
www.thinkgwhiz.com

Real estate marketing
Pace
www.paceadv.com

Technology marketing
Banner Corporation®
www.b1.com

Media & production services
Clockwork Capital
www.clockworkcapital.com

The Farm Group
www.farmgroup.tv

Imagina®

Metro Group
www.metrobroadcast.co.uk

WPP Digital

BLUE*
www.blue-interactive.com
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24/7 Real Media*
www.247realmedia.com

Quasar*
www.quasar.co.in

Schematic*
www.schematic.com

syzygy'*
www.syzygy.net

WPP Digital partner companies

iconmobile’
www.iconmobile.mobi

JumpTap?®
www.jumptap.com

LiveWorld?®
www.liveworld.com

Media Rights Capital®

mMetrics®
www.mmetrics.com

NuConomy?
WwWw.nuconomy.com

Spot Runner®
www.spotrunner.com

VideoEgg?®
www.videoegg.com

Visible Technologies'
www.visibletechnologies.com

Visible World?®
www.visibleworld.com

WildTangent®
www.wildtangent.com

WPP knowledge communities

The Channel

The Store
droth@wpp.com

Key

Associate

Joint venture

Investment

WPP Digital

A Young & Rubicam Brands company
Part of Wunderman network (Y&R Brands)
A member of B to D Group

A Grey Group company
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Why we exist

;. Our mission

Within the WPP Group, our clients have access

To develop and manage talent;
to apply that talent,
throughout the world,

for the benefit of clients;

to do so in partnership;

to do so with profit.

etween them, WPP companies have tens of

thousands of individual clients. They range

from Fortune 500 global giants through

single-nation start-ups to the smallest of

specialist charities. Diverse as they are,

they have one thing in common: in pursuing
their objectives, they face formidable competition. Growing
affluence in many parts of the world — combined with over-
capacity and over-supply in almost every significant consumer
market — have put more and more power into the hands of
consumers, accelerated by technology.

As always, if they are to succeed — or even to survive
with profit — every competitive company needs an intrinsically
appealing product or service. But that, though it remains the
most fundamental of requirements, is no longer enough. Just
as competitive costermongers arrange their apples in appealing
displays and polish them lovingly to catch their customers’
eyes, so all companies need to display their wares compellingly.
They need access to high-quality information, strategic

advice and specialist communications skills. And it’s in the
nature of specialist and creative talent that it is unlikely to
flourish within the confines of a manufacturing or service
company. People with specialist talents work best — and
contribute more — when recruited, trained and inspired
by specialist companies.
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to companies with all the necessary marketing and
communications skills; companies with strong and distinctive
cultures of their own; famous names, many of them. WPP,
the parent company, complements these companies in three
distinct ways.

& First, it relieves them of much administrative work.
Financial matters (such as planning, budgeting, reporting,
control, treasury, tax, mergers, acquisitions, investor
relations, legal affairs and internal audit) are

co-ordinated centrally. For the operating companies, every
administrative hour saved is an extra hour to be devoted

to the pursuit of professional excellence.

& Second, the parent company encourages and enables
operating companies of different disciplines to work together
for the benefit of clients. Such collaborations have the
additional benefit of enhancing the job satisfaction of

our people.

The parent company also plays an across-the-Group role
in the following functions: the management of talent,
including recruitment and training; in property management;
in procurement and information technology; in knowledge
sharing and practice development.

@ And finally — a relatively recent development, this — WPP
itself can function as the 21st-century equivalent of the full-
service agency. For some clients, predominantly those with
a vast geographical spread and a need for marketing services
ranging from advertising through design and website
construction to research and internal communications,
WPP can act as a portal to provide a single point of contact
and accountability.

No two clients are structured in precisely the same way.
Within WPP’s operating companies, teams can be tailor-made
to match any and all.

WPP ANNUAL REPORT 2007










How we’re doing

’
bl

Financial summary

Our twenty-second year was another model year,
our best yet, with key measures exceeding any
previous year.

2007 2006 Change %
Billings £31,666m £30,141m +5.1
Revenue £6,186m £5,908m +4.7
Headline EBITDA! £1,072m £1,002m +7.0
Headline operating profit’ £887m £822m +7.9
Reported operating profit £805m £742m +8.5
Headline PBIT’ £928m £859m +8.0
Headline PBIT margin 15.0% 14.5% +0.5
Headline PBT' £817m £766m +6.7
Reported PBT £719m £682m +5.5
Headline diluted earnings per share' 46.0p 42.0p +9.5
Headline diluted earnings per ADR"23 $4.63 $3.92 +18.1
Ordinary dividend per share 13.45p 11.21p +20.0
Ordinary dividend per ADR? $1.35 $1.03 +31.1
Net debt at year-end £1,286m £815m +57.8
Average net debt* £1,458m £1,214m +20.1
Ordinary share price at year-end 647.0p 690.5p -6.3
ADR price at year-end $64.29 $67.78 -5.1
Market capitalisation at year-end £7,709m £8,566m -10.0
At 16 April 2008
Ordinary share price 616.0p
ADR price $60.96
Market capitalisation £7,241m

Notes
* The financial statements have been prepared under IFRS (International Financial Reporting Standards, incorporating International Accounting Standards).

" The calculation of ‘headline’ measurements of performance (including Headline EBITDA, Headline operating profit, Headline PBIT, Headline PBT
and Headline earnings) is shown in note 31 of the financial statements.

2 One American Depositary Receipt represents five ordinary shares. These figures have been translated for convenience purposes only using the
income statement exchange rates shown on page 160. This conversion should not be construed as a representation that the pound sterling
amounts actually represent, or could be converted into, US dollars at the rates indicated.

8 Earnings per share is calculated in note 9 of the financial statements.

4 Average net debt is defined on page 190.
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Financial summary

Revenue' £m
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Information for 2003 is on a UK GAAP basis, as previously reported in that year.
Figures for 2004, 2005, 2006 and 2007 are presented in accordance with IFRS.

Notes

Figures for 2007, 2006, 2005 and 2004 have been prepared in accordance with IFRS
(International Financial Reporting Standards, incorporating International Accounting
Standards), which the Group adopted in 2005. Figures for 2003 have been prepared

under UK GAAP, as previously disclosed in the Group’s Annual Report and Accounts.

N

The calculation of ‘headline’ measurements of performance (including Headline
EBITDA, Headline PBIT and Headline earnings) is shown in note 31 of the financial
statements.

Calculated gross of goodwill and using profit after taxation before goodwill
impairment and other goodwill write-downs, gains/losses arising from the revaluation
of financial instruments, amortisation and impairment of acquired intangible assets,
share of exceptional gains of associates, and investment gains and write-downs.

@
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Financial summary

Average net debt'® £m and interest cover multiples
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s [

Net interest* cover 1,480 1,083

on Headline PBIT'
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2007 revenue? by geography %

& North America
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@ Continental Europe

@ Asia Pacific, Latin America, Africa & Middle East

2007 revenue? by sector %

& Advertising and Media Investment Management
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Branding & Identity, Healthcare
@ and Specialist Communications

Debt maturity® £m
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2007 Headline PBIT?? by geography %
?8 &8 North America 43
14 & UK 12
26 @ Continental Europe 23
22 @ Asia Pacific, Latin America, Africa & Middle East 22
2007 Headline PBIT?3 by sector %
46 & Advertising and Media Investment Management 50
7175 @ Information, Insight & Consultancy 11
10 @ Public Relations & Public Affairs 12
3 Branding & Identity, Healthcare
29 @ and Specialist Communications 27
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Information for 2003 is on a UK GAAP basis, as previously reported in that year.
Figures for 2004, 2005, 2006 and 2007 are presented in accordance with IFRS.

Notes

Figures for 2007, 2006, 2005 and 2004 have been prepared in accordance with
IFRS (International Financial Reporting Standards, incorporating International
Accounting Standards), which the Group adopted in 2005. Figures for 2003 have
been prepared under UK GAAP, as previously disclosed in the Group’s Annual
Report and Accounts.

Percentages are calculated on a constant currency basis. See definition on page 190.
The calculation of Headline PBIT is set out in note 31 of the financial statements.
Interest in 2007, 2006 and 2005 excludes finance costs arising from the revaluation
of financial instruments.

Average net debt includes amounts drawn down in each year on the Group’s working
capital facility (the advance of cash financing against which certain trade debts have
been assigned). This facility was repaid and cancelled on 31 August 2005.

Includes corporate bonds, convertible bonds and bank loans payable at par value,
excluding any redemption premium due, by due date.
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[etter to share owners

Dear share owner

PP’s twenty-second year was another
model year, our best yet, with key
measures exceeding any previous year.
Our performance conformed closely to
the financial model we have developed,
with constant currency revenues rising
5-10% and profits 10-15%.

Despite these record results, disappointingly, total share
owner return declined, with your share price falling over 6%
from 690.5p to 647.0p over the year, principally due to the
implications of the sub-prime crisis, but dividends rose 20% to
13.45p. Since the year end, your share price has fallen further,
principally due to the chaos in financial markets, to 616.0p at
the time of writing. Given the considerable management share
ownership in your Company, management has shared that pain.

Billings were up over 5% to £31.7 billion. Revenues
were up 5% to £6.2 billion. Operating margin was up half
a margin point to 15.0%. Headline EBITDA (or headline
earnings before interest, taxes, depreciation and amortisation,
which is a key metric that private equity firms use for valuing
companies) rose 7% to £1.1 billion. Headline PBIT - that is,
profit before goodwill impairment/write-downs, amortisation
and impairment of acquired intangible assets, share of
exceptional gains of associates, interest, tax and investment
gains and write-downs (what a mouthful!) — was up 8% to
£928 million. Headline profit before tax was up almost 7% to
£817 million. Profit before tax was up over 5% to £719 million.
Headline diluted earnings per share were up over 9% to 46.0p
and reported diluted earnings per share up 8% to 38.0p.

These results reflect growth in all regions — North America,
the UK, Continental Europe, Asia Pacific, Latin America,
Africa and the Middle East — although the slowest growth
area remained the UK. Similarly, growth was encouraging
across all communications services sectors — Advertising,
Media Investment Management, Information, Insight &
Consultancy, Public Relations & Public Affairs, Branding &
Identity, Healthcare and Specialist Communications. As in 2004,
2005 and 2006 we were firing on all cylinders.

These results also reflected continued improvement in
productivity, with like-for-like revenues up 5.0% and average
headcount on the same basis up 4.6%. Free cash flow was
£698 million. Average net debt rose over £300 million to
almost £1.5 billion in constant 2007 exchange rates,
principally reflecting acquisition expenditure of £675 million
and share buybacks of £415 million. Operating margins
improved significantly, too, to record levels — up one half
of a margin point to 15.0%.
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The rest of this letter to you is based on constant currency
comparisons, which are more meaningful, given currency
movements. On a like-for-like basis revenues were up 5.0%
for the year, up 5.3% in the first half and 4.8% in the second
half. This appears to have been above the growth in the
worldwide market, with the Group increasing market share.

Revenue growth was also consistently strong in successive
quarters, on a like-for-like basis up 4.3%, 6.2%, 4.7% in
the first three quarters and 4.9% in the fourth quarter, our
total revenues in the last quarter surpassing all competitors.
The momentum continued in the first quarter of 2008, with
like-for-like revenues up 4.8%. Our like-for-like revenue
objective for 2008 remains a better performance than the
5.0% of 2007, well in line with, or above, forecasts for the
advertising and marketing services industry and worldwide
GNP growth, thus continuing growth in market share.

Strongest growth in media and public relations

By discipline, Media Investment Management led the way,
together with Public Relations & Public Affairs and Specialist
Communications, the latter particularly in direct, internet
and interactive. Public Relations & Public Affairs continued
to grow strongly, even at a late stage in the economic cycle.
This seems to be driven by the increasing influence of social
networking and blogging on the internet and the resultant
increasing importance of editorial publicity. Advertising,
Information, Insight & Consultancy, and Branding & Identity
and Healthcare Communications also registered good
performances.

Marketing services rose to almost 54% of our revenues
in 2007, up from 52% in 2006, due to strong growth,
particularly, in Public Relations & Public Affairs and Branding
& Identity, Healthcare and Specialist Communications. It is
no longer accurate to call us an advertising agency.

By geography, Asia Pacific, Africa and the Middle East,
Latin America and Central and Eastern Europe led the way.
The US showed surprisingly solid growth along with Spain.
The only laggards were the UK, and to some extent France,
although Germany and Italy showed some improvement. As a
result, markets outside North America now account for over
62% of our revenues, up from 60% the previous year and from
58% in 2003 and 56% in 2002. The influence of the faster-
growing markets outside North America is increasing rapidly.
China alone, for example, will offer us, for the first time, a
bigger absolute growth opportunity in 2008 than the US.

WPP ANNUAL REPORT 2007




How we’re doing

Letter to share owners

Profits up; cash flow strong

Headline PBIT margins rose to 15.0%, (a record and
equivalent to almost 16% under old 2004 UK GAAP) from
14.5%, in line with our objective. This was particularly
encouraging, as our income statement again reflected very
large incentive pools for record performance. Pre-incentive
headline PBIT margins were flat at 18.7%. Incentive
payments fell slightly to £231 million from £247 million,
principally reflecting the decline in option issuance, as we
switch incentives from options to restricted stock. Total
incentive payments (including share-based payments) were
almost 21% of headline operating profits before bonuses,
taxes and income from associates. Our objective remains to
pay out approximately 20% at maximum and 15% at target,
excluding share option costs.

Variable staff costs (freelance, consultants and incentive
payments, including share option charges) now account for
7.4% of revenues, almost the same as the peak of 7.8% in
2004. This will provide a useful shock absorber for operating
margins, should revenues again come under pressure. In a
slowdown or recession, approximately half of these costs can
be used to protect margins.

As a result of all this, headline PBIT rose to £928 million,
well over $1 billion for the fourth year in a row and
approaching $2 billion, up over 10% in constant currencies.
Although 2007 was a strong year, some of our first-generation
businesses continued to suffer and a non-cash impairment
charge reflecting accelerated amortisation of goodwill of
almost £44 million was taken, compared to £36 million in
2006. Pre-tax profits, therefore, rose by over 7% in constant
currency to £719 million, more than $1 billion for the third
time, and diluted headline earnings per share by almost 14%
in constant currency to 46p. Free cash flow remained strong
at £698 million. Cash flow strengthened as a result of improved
working capital management and cash flow from operations.

Liquidity improved as well, and your Company remains
comfortably geared. Net debt averaged £1.458 billion — up
£305 million (at 2007 exchange rates). So far, in the first
quarter of 2008, liquidity has continued to remain strong,
with average net debt at £1,669 million. Headline interest
cover in 2007 was over 8 times. Equity analysts appear
comfortable with average net debt levels of more than
twice EBITDA, which would be more than £2 billion
based on our 2007 headline EBITDA.

Industry prospects
In theory, 2007 should have been a weaker year, since it is

one of the two years in the quadrennial cycle that has no
notable events. It did not prove to be so, as two major
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opportunities continued to drive our business — the faster-
growing geographic markets such as Brazil, Russia, India and
China, (the BRICs) and the new Goldman Sachs’ ‘Next 11’
(Bangladesh, Egypt, Indonesia, Iran, South Korea, Mexico,
Nigeria, Pakistan, the Philippines, Turkey and Vietnam);

and the growing impact of new technologies on our media )
consumption habits, such as personal computers, mobile

and, most important of all, video.

In addition, clients also realised that like-for-like growth
could be stimulated by increased spending on differentiation
of products and services, as in 2006. The industry will
probably grow at more than 4% in 2008, and probably faster
than 2007, with marketing services outpacing advertising,
driven primarily by growth in direct, interactive and internet
marketing.

2008 should again be a good year, despite the sub-prime,
insurance monoline, house prices and private equity crises,
reflecting three major events which drive client spending
and normally add 1-2% to worldwide spending — the Beijing
Olympics, the 2008 US presidential election and the
European Football Championships. As we know, the political
campaigns have started early, as far back as the summer of
2006, and the tight race for the Democratic nomination will
continue to drive above-the-line spend towards $3 billion.
Goodness knows what it would have been if Mayor
Bloomberg had entered the race. 2008 may see growth
stronger than 2007, with 2009 slowing to 3-4%, as the
real world catches up with the financial markets and the
disconnect disappears. |

In early 2009, a new US president may have to deal with
part of President Bush’s legacy — a fiscal deficit, a trade deficit
and a weak dollar. In a way, we are back to where we were
almost 16 years ago, when President Clinton entered the White
House. Faced with Congressional mid-term elections in 2010,
the new president may want to kitchen-sink the economic
situation, (as any new CEO does in any company to lower
expectations), call foul and claim the books were in worse shape
than he or she ever imagined because of over-spending — which
may be true in this case, as the US government continues to
hire, despite falling overall employment. Withdrawal from
Afghanistan and/or Iraq would also be deflationary.

Faced with all this, any unpleasant electoral news, such
as increased taxes or decreased government spending, will

be delivered quickly. In addition, China cannot continue

to grow its GNP at 10% per annum forever. There must be
some cyclicality, although the long-term prospects are still
very good and we remain bulls on China. There must be some
relaxation and the post-Olympic year of 2009 will probably
be that year.

2010, a so-called mini-quadrennial year, should see a return
to growth for the industry at 4%-plus, as we see the impact on
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Letter to share owners

client spending of the Winter Olympics in Vancouver, the FIFA
World Cup in South Africa and the mid-term Congressional
Elections in the US. China, also, is likely to see stronger growth
due to the impact of the Shanghai Expo and the Asian Games
in Guangzhou.

2007 was an excellent year; 2008 has started well. The
Company continues to be in its most robust position since
2000. Revenue growth, cost management, productivity,
liquidity and balance sheet strength all continued to improve
over last year and continue to do so in 2008. Most important,
our talent base continues to strengthen, particularly as we
invest in increasing headcount in 2007 and in 2008, adding
almost 10,000 people to our over 100,000 people each year.

As for 2008, there may be two principal concerns:
America’s twin deficits, and Western Europe’s stagnation.
How long growth can continue when the US government
continues to run current account and fiscal deficits remains
to be seen. The American consumer remains under pressure
from the financial crisis and declining house prices and
chairmen and CEOs do not seem willing as yet to raise
corporate capital spending consistently to bolster the
economy, which — in our view — remains patchy.

‘ 2007 was an excellent year;

2008 has started well. The Company
continues to be in its most robust
position since 2000 ) 2

The 2000 recession was stimulated by a sharp decline in
corporate capital spending, which was then ameliorated by
stronger consumer spending. The reverse has not happened
yet, notwithstanding the absolute levels of corporate
profitability, liquidity and margins. Profits as a proportion
of GNP are at a 50-year high. At the same time, inflation
stimulated by commodity price inflation, in oil and steel
in particular, has returned, and the dollar has weakened.
Perhaps this is an old-fashioned approach, but operating
beyond one’s means seems perilous to us. And a country’s
currency, we think, comes close to representing its ‘stock price’.

Our second worry is that Western Europe continues to
stagnate, although there have been signs of improvement.
France, Germany, Italy and, to a lesser extent the UK,
resemble a mature company in a mature industry. There is
little top-line growth. With healthcare and pension costs
becoming an increasing burden, unless relative interest rates
decline and growth is stimulated by further broadening of
the European Union, for example by the early entry of Turkey
or by more liberal corporate and social tax policies, Western
Europe may be trapped in a sluggish, lack-of-growth scenario,
falling further behind the US and Asia Pacific. Social and
structural costs are significant elements of this concern.

The recent extension of transfer of undertakings legislation
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in the EU (TUPE), for example, represents another burden
to bear. In certain circumstances, it is possible that having
won an account, the winning agency would have to take on
the losing team or pay severance.

Despite these issues, there is evidence — particularly in
2005, 2006, 2007 and the early part of 2008 - of a growing
focus on top-line growth. Given a low-inflationary
environment, limited pricing power and more concentrated
retail distribution, clients are increasingly coming to the view
that there is only one way to compete — through innovation
and branding. Promote on price and you create commodities.
Innovate and differentiate, you create brands and the right
to demand a premium from the consumer.

There is a growing realisation that cutting costs alone
will not deliver growth targets promised to Wall Street and
the City of London. There is a limit to cost reduction, but
no ceiling on top-line growth — at least until you reach 100%
market share. Reinforcing this trend, strategic advisors, such
as management consultants like McKinsey and Bain, counsel
a switch in focus from costs to revenues. Corporate strategic
plans are increasingly concentrating on managing for growth,
instead of managing for value.

Furthermore, in recent months there has been growing
inflation in commodity prices and a resulting increase in input
costs. In an increasingly inflationary environment, clients
have more pricing flexibility. As a result, package-goods clients
or fast-moving consumer goods companies, which account for
20-25% of our business, have been forced and have been able
to pass on price increases to retailers, who have chosen to pass
these increases on to consumers or absorb them. Consequently,
steep price increases have been obtained even in commodity
categories, such as paper towels and toilet tissue. The danger
is that the manufacturers price themselves out of categories,
against private label or in faster-growing markets, where
domestic competitors brand less and price-promote more.

Finally, managements may be just plain tired of grappling
with debilitating cost-management programs. For the past
three or four years, there has been an inexorable focus on
cost. It is much more fun to focus on growth — perhaps

‘ Our acquisition focus... has
been on the twin opportunities of
faster-growing geographic markets
and technologies ) 2

this partially explains the surge in merger and acquisition
activity before the sub-prime crisis.

Our acquisition focus in 2007 has been on the twin
opportunities of faster-growing geographic markets and
technologies, totally consistent with our strategic objectives
in the areas of geography, new communication services
and measurability.
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Our largest acquisition in 2007 was 24/7 Real Media.

It was much commented on for two main reasons. First, it
was a radical departure from digital agency acquisitions in
our industry and followed Google and later Microsoft into
the application of technology in our industry. We believe that
the nature of our business is changing radically. Whilst talent
and creativity remain central and we do invest $7 billion a
year in talent, versus only $350 million in capital expenditure,
given the rise of new media, which is more targeted, technical
and precise, we are having to hire different talents and build
new capabilities — involving more detail, engineering and
measurability. Second, the pricing, at approximately three
times revenues and over 20 times EBITDA, was expensive —
although not as expensive as others. We felt that strategically
this was an important move and it has proved to be so,
offering us interesting opportunities and flexibility in
competition with non-traditional competitors.

24/7 Real Media’s search business has been merged
with GroupM to create a new leader in search marketing.

Its technology business continues to thrive and grow. The
only area where there is a need to grow faster is in media
sales, particularly in Europe.

Our competitive world is becoming more complicated and
24/7 Real Media clearly differentiates us from our traditional
competition and was a contributory factor to our
unprecedented run of new business in 2007.

Margin objectives

Our 2008 budgets indicate organic revenue growth greater than
the 4% of last year at this time, equally balanced between first
and second halves, and skewed to greater growth in marketing
services. The operating margin objective for 2008 is 15.5% and
16.0% for 2009. In 2009 we will announce objectives for 2010
and 2011.

2008 should, in theory, be an even better year for the
industry, despite the financial climate. In February, when
we announced our results for 2007, we gave guidance on life
beyond 15%, to 16.0% in 2009 and how we might improve
further our margin to 19%, or 20% under 2004 UK GAAP.
This is not so outrageous as some believe, given that our best-
performing companies in each services sector already perform
at a combined Group margin of 17%.

Our top priorities

Our reason for being, the justification for WPP’s existence,
continues to be to add value to our clients’ businesses and
our people’s careers. Our goal remains to be the world’s
most successful provider of communications services to
multinational and local companies. To that end, we have
three top strategic priorities.

@ First, in the short term, having weathered the internet
bust successfully, we need to build on the solid base we have
established and prepare for any deterioration in the real
economy, which we believe will be more severe in 2009,
following the recent financial crisis. Our people are stronger:
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they are better resourced, motivated and incentivised than
when we exited the last recession in the early 1990s.

The Company is also more profitable, more liquid, less
leveraged and better structured. In the most recent economic
cycle, margins peaked at 14.5% and bottomed at 12.3%,

as opposed to 10.5% and 5.6% the previous time.

@ Second, in the medium term, to build upon the successful
base we have established with the acquisitions of Young &
Rubicam Brands and Grey. At Grey, the new management
structure is now in place and the planned integration is now
completed. Grey Advertising still needs to raise its game

“ We believe that the nature of our
business is changing radically ’

in terms of revenue growth and GHG needs to overcome the
impact of FDA non-approvals on products that clients have
assigned to them. At Young & Rubicam Brands, our plans
are also largely implemented, the one remaining task being to
continue to strengthen the Y&R advertising agency, although
the business is showing increased strength, following the
recent change in leadership. =

“ Our goal remains to be the
world’s most successful provider

of communications services to
multinational and local companies ,
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@ Our third priority, in the long term or over the next five
to 10 years, is to:
— increase the combined geographic share of revenues of
Asia Pacific, Latin America, Africa and the Middle
East, and Central and Eastern Europe, from around
25% to one-third.
— aim to increase the share of revenues of marketing
services from 54% to two-thirds.
— increase the share of more measurable marketing
services — such as Information, Insight & Consultancy,
and direct, interactive and internet — from around 40%
of our revenues to 50%.

Our six objectives

Our six objectives remain as follows:
First, to continue to raise operating margins to
the levels of the best-performing competition.
Almost 16% (under 2004 UK GAAP) has already
been achieved or 15% under IFRS. 20%, or 19%
under IFRS, is much tougher, but not out of the question.
BBDO, Dentsu and McCann have done so historically,
although the pressure became too great in some instances.
Second, to continue to increase flexibility in the
cost structure. Great strides were made in 20035,
2006 and 2007 on this. Peak flexibility historically
was in 2000, at 6.6% of revenues in variable staff
costs. Now at 7.4% in 2007, 7.7% in 2006, 7.6% in 2005
and 7.8% in 2004, we have seen new peaks; and once again
we have a sufficient ‘shock absorber’ in our cost structure,
if revenue growth weakens, as it may well do following the
financial crisis.
Third, to improve total share owner return
by maximising the return on investment on
the Company’s almost £700 million (or over
$1 billion) free cash flow. There are broadly
three alternative uses of funds:
@ Capital expenditure, which usually approximates the
depreciation cost. Pressure here has eased as technology
pricing has fallen, although we are investing more in real
estate following lease renewals, particularly in the US,
to secure greater efficiencies.
@ Mergers and acquisitions, which have historically taken
the lion’s share of free cash flow. Here we have raised the
hurdle rate on capital utilised so that our return on capital
employed may be increased. Even so, there are still interesting
opportunities, particularly outside the US, where pricing
remains lower, despite the recent financial crisis, and where
there is a closer fit with the Company’s strategic objectives.
Private transactions remain more attractively priced at
single-digit price-earnings multiples. Happily, return on
capital from Grey exceeded our cost of capital in the first,
second and third years, and the return from Young &
Rubicam Brands is rising satisfactorily and is now close
to the cost of capital.
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@ Dividends or share buy-backs. We have been the only FTSE
100 company to increase its dividend by 20% per annum
over the past 10 years. Given dividend cover of more than
four times headline earnings and a dividend yield of over 1%,
we can continue to increase the dividend. However, a rolling
share buy-back program appears to offer a more significant
benefit to total share owner returns, and we have boosted
the target level of the share buy-back program from 2-3%
of the outstanding share capital to 4-5%. In the first quarter
of 2008, we were buying back shares at an annualised rate
of over 5%.
Fourth, we will continue to enhance the
contribution of the parent company. WPP is not
just a holding company focused on planning,
budgeting, reporting and financial issues, but a
parent company that can add value to our clients and our
people. We will continue to do this through a limited group
of 300 or so people at the centre in London, New York,
Hong Kong and Shanghai. This does not mean that we
seek to diminish the strength of our operating brands.
Our objective is to maximise the added value for our clients
with their businesses and our people with their careers.

Many of our initiatives are possible because of the scale
on which we now operate. In the optimum use of property,
in information technology and in procurement generally,
we are able to achieve efficiencies that would be beyond the
reach of any individual operating company.

But it is also clear that there is an increasing requirement
for the centre to complement the operating companies in
professional development and client co-ordination. It is a
relatively recent development for certain multinational
marketing companies, when looking to satisfy their global
communications needs, to make their initial approach not
to operating companies but directly to parent companies.

Such assignments present major, and increasingly frequent,
opportunities for the few groups of our size. It is absolutely
essential that we have the professional resources and the
practice development capability to serve such clients
comprehensively, actively and creatively. The recent high-
profile, high technology pitch (that we won against all our
competitors), to build a totally new agency for that client’s
needs, is the most extreme and exciting example of this.
Similar initiatives involving some of the world’s largest
marketers will follow.

All our clients, whether global, multinational or local,
continue to focus on the quality of our thinking, co-ordination
of communications, and price. In response, we focus on
talent, structure and incentives.

Training and development

Talent and its management therefore remain the lynchpin

of our reason for existence: that is what our clients pay us
for. Development of our people and the way we manage that
talent is a critical determinant of performance; and on that
critical dimension, we continue to make significant progress.
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In the creation of extremely attractive working environments,
with highly competitive incentives, we increasingly
differentiate ourselves from our competitors and improve

the attraction of WPP companies as destinations for talent.

Our quarterly reviews with the operating companies have
been restructured, consequently, to give more time and attention
to talent and to clients. Our recruiting efforts throughout 2007
were especially fruitful as we successfully targeted and attracted
top talent within and beyond our industry, often competing
with investment banking, management consulting and private
equity offers. The war for talent is fierce, and there is more to
be done.

The blueprint for our executive development curriculum
has been completed, and our new client leadership training
program has been successfully introduced. The parent
company and each of our operating companies installed its
own approach to performance assessment and succession
planning, aimed at developing the careers of their people,
improving the quality of feedback, coaching and mentoring
they receive and providing for orderly succession.

We continued to scrutinise and modify our compensation
practices: both to offer competitive and justly-based rewards
to our people and to attract outstanding talent from elsewhere.

Communications

A communications services company must be a model of
excellent external and internal communications. To that end,
we accelerate the understanding of the Group’s vast resources
with a raft of regular communications through our websites
and in print: our online FactFiles profiling Group resources/
companies/products; our monthly public online news bulletin,
e.wire; our award-winning global newspaper, The WIRE;
our annual Atticus Journal of original marketing thinking;
and our annual Corporate Responsibility Report. In 2007,
we also developed a basic and simple explanation of our
carbon neutrality program for all our people, which was
enthusiastically received.

Property management

In property management, we continue to improve the return
on our investment in real estate through the award-winning
WPP Space Program, with planned investment in property
databases and systems, innovative design and continuous
review of key locations.

Better use of space has enabled us to hold the increase in
square footage in our portfolio to less than 10% per annum
over the last three years, while for the same period revenue
increased by nearly 13%. As a result, square footage per head
was down 10%, from 248 sq ft in 2004 to 222 sq ft in 2007,
and the ratio of establishment cost to revenue was reduced
from 7.6% in 2004 to 6.9% in 2007, equivalent to a saving
of £43 million. We have achieved the medium-term objective
of a 7% establishment cost-to-revenue ratio set in 2002,
when the same ratio was 8.4%.
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We have shed the surplus space taken on in recent
acquisitions, and our future priority in managing the property
portfolio of approximately 19 million sq ft worldwide is to
ensure growth in additional square footage is less than the
growth in revenues and headcount. Our new objective is to
achieve greater space utilisation to more than offset the impact
of the current surge in commercial property rentals, particularly
in the faster growing markets of Asia and Eastern Europe, to
enable us to maintain the establishment cost at the 7% level.

Procurement

In procurement, we continue to set ourselves the goal of being
the undisputed leader of procurement practice in the global
advertising and marketing services industry. We aim to
regularly benchmark ourselves against our competitors and our
clients. Through intensified investment in procurement people,
processes and technology, our goal is to maintain the ratio of
bought-in costs to revenue at around 15%, by leveraging Group
scale across our all of our major markets, and focusing on
those spend categories most favourable for global, regional
and local supply contracts, such as in IT, telecoms, travel,
professional services, facilities and production.

IT

In IT we continue to consolidate our core technology
infrastructure with the objectives of reducing cost and
improving quality. This enables our operating companies to
concentrate their efforts on client-related developments and
other internal business-focused applications. The convergence
of mobile, voice and data communications has allowed us to
take advantage of new offerings in the telecommunications
sector to drive efficiencies and to provide enhanced support
to our increasingly mobile workforce.

Practice development

Finally, in practice development we continue to develop
horizontal initiatives in a focused set of high-potential areas
across our vertical operating brands: in media, healthcare,
new technologies, new faster-growing markets, internal
communications, retail, entertainment and media, financial
services, hi-tech and telecommunications and corporate
responsibility. Specifically, we continue to invest in sharing
insights and developing initiatives through The Channel (in
media and research) and The Store (in distribution and retail).

In key geographic markets we are increasingly coordinating
our activities through WPP Country Managers. We continue
to believe that increasing co-ordination is required between
our brands at the country and global levels, as the arguments
for investment in regional management become weaker. As
experience in Italy has demonstrated, however, the activities
of Country Managers must be closely aligned and monitored.
In addition, we are appointing an increasing number of WPP
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Global Client Leaders to co-ordinate our efforts on behalf of
clients and to ensure they get maximum benefit from their
relationships with WPP operating brands.

Furthermore, we continue to encourage internal strategic
alliances and promote co-operation. Practice development
initiatives have therefore been reinforced in such areas as
healthcare, retail, internal communications and media and
entertainment. This has been especially important to manage
our portfolio of direct investments in new media, including
24/7 Real Media, under the re-branded WPP Digital, and where
our investments are working with our agencies and people to
bring new technology capabilities and understanding to our
clients. All these initiatives are designed to ensure that we,
the parent company, really do (as well as being perceived to)
inspire, motivate, coach, encourage, support and incentivise
our operating companies to achieve their strategic and
operational goals.

Growing our revenues

Fifth, as we move up the margin curve, we intend
to place greater emphasis on revenue growth. One
legitimate criticism of our performance against the
best-performing competition is our comparative
level of organic revenue growth. 2000 was a bumper year but
unsustainable. In 2001, we disappointingly moved back into
the middle of the pack. But there was a significant revival
in 2002 and 2003, when we were one of only two of the
major companies that showed revenue growth. 2004 was
punctuated with a number of high-profile wins, resulting
in the second strongest organic growth performance in the
industry, and 2005 and 2006 saw strong growth again
among the leaders in the industry.

Our run of new business wins in 2007 was unprecedented
in the 22-year history of WPP, and revenue growth again
impressed against the competition, particularly the Big Four.
Our practice development activities are also aimed at helping
us position our portfolio in the faster-growing functional
and geographic areas. So far in 2008, the Group has made
acquisitions or increased equity interests in Advertising
and Media Investment Management in China, the UK, the
Netherlands and the Middle East; in Information, Insight &
Consultancy in China and the US; in Public Relations & Public
Affairs in China, India and the UK and in direct, internet and
interactive in China, the US, Israel and Belgium.

These acquisitions continue to move us forward to our
previously described strategic priorities; expanding the market
shares of our businesses in Asia Pacific, Latin America, Africa
and the Middle East to one-third; in marketing services to
two-thirds; and in Information, Insight & Consultancy, direct
and interactive, to one-half.

We intend to expand our strong networks — Ogilvy &
Mather, JWT, Y&R, Grey, United Group, Bates 141,
MindShare, Mediaedge:cia, MediaCom, Research
International, Millward Brown, KMR, Hill & Knowlton,
Ogilvy Public Relations Worldwide, Burson-Marsteller, Cohn
& Wolfe, GCI, OgilvyOne, Wunderman, OgilvyAction, G2,
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CommonHealth, Sudler & Hennessey, Ogilvy Healthworld,
GHG, The Brand Union, Landor and FITCH - in high-
growth markets or where their market share is insufficient.

In 2007, we strengthened our position in Advertising and
Media Investment Management in the US (including digital),
the UK, Austria, France, Germany (including digital),
Hungary, the Netherlands (including digital), Russia, Spain,
South Africa, Brazil, Colombia, Australia, China and Japan;
in Information, Insight & Consultancy in the US and the UK;
in Public Relations & Public Affairs in the US; in Branding &
Identity in Ireland and Dubai; in Healthcare Communications
in the UK and in direct, internet and interactive in the US,
Canada, Belgium, Germany, South Africa, the Middle East,
Brazil, Chile, Mexico, Korea and Singapore.

We will also enhance our leadership position in Information,
Insight & Consultancy by further development of our key
brands with particular emphasis on North America, Asia
Pacific, Latin America and Continental and Eastern Europe.
We will accelerate our growth of research panels and have
established a Kantar-wide operational capability. We will
reinforce our growing position in media research through
KMR, which includes our investments in television audience
research through IBOPE, AGBNielsen Media Research and
Marktest, which, combined, are the market leaders outside
North America.

4 Our run of new business wins
in 2007 was unprecedented in the
22-year history of WPP »

In addition, we intend to reinforce our worldwide strength
in direct and interactive marketing and research through our
traditional channels such as OgilvyOne, Wunderman, G2,
RMG Connect, Blanc & Otus and Lightspeed. Although the
early 2000-2001 compressions in financial valuations initially
offered significant opportunities, we will now also invest
directly in the new channels through start-ups, particularly
as US and French valuations in search, for example, have
become prohibitive, despite the financial crisis. Other
opportunities will be sought to enhance our online capabilities.

Lastly, we will continue to develop our specialist expertise
in areas such as healthcare, retail and interactive and to
identify new high-growth areas.

Creativity remains paramount

Our sixth objective is to improve still further the
quality of our creative output. Despite the growing
importance of co-ordinated communications and
price effectiveness, the quality of the work remains
and will remain paramount. If you drew a graph plotting
creative awards (as a proxy for creativity) against margins for
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any group of agencies, there would be a very strong correlation.
The more awards, the stronger the margins. The client’s
procurement department fades into the background when the
work is strong. Of the three things we do — strategic thinking,
creative execution and co-ordination — creative execution is
undoubtedly the most important, and that means creativity in
its broadest sense.

Clients look for creative thinking and output not just from
advertising agencies, public relations and design companies, but
also from our media companies and our research companies.
Millward Brown remains arguably one of our most creative
brands. Witness the BrandZ™ Top 100 Most Powerful Brands
Study published annually with the Financial Times.

We intend to achieve this objective by stepping up our
training and development programs; by recruiting the finest
external talent; by celebrating and rewarding outstanding
creative success tangibly and intangibly; by acquiring strong
creative companies; and by encouraging, monitoring and
promoting our companies’ achievements in winning creative
awards. For additional leadership in this regard, Robyn
Putter, as well as serving as worldwide creative director
at Ogilvy, continues to hold the additional role of WPP’s
worldwide creative head and inaugurated our internal award
scheme for outstanding work across the Group, the WPPED
Cream awards, in 2007.

We are committed to achieving these objectives as a
significantly responsible corporate citizen of the world at large
and the communities in which we operate.

The future

A colossal amount remains to be done — challenging our clients,
and therefore us. It seems certain that once these objectives are
achieved, they will be replaced by new ones.

As companies grow in size, most chairmen and CEOs
become concerned that their organisations may become flabby,
slow to respond, bureaucratic and sclerotic. Any sensible
business leader aggressively resists this phenomenon; we
all seek the benefits of size and scale without sacrificing the
suppleness and energy of a smaller firm. And, for the first time,
new technologies now make this possible on a global platform.

WPP wants the scale and resources of the largest firm
together with the heart and mind of a small one. As a parent
company, we continue to develop practical principles and policies
for our companies’ charitable giving and services to the
environment, education, the arts and healthcare based on best-
practice guidelines. We conservatively calculate that the WPP
organisation contributed an estimated £16.3 million worth of
time, skills, materials and money to social and community
causes in 2007. A summary of the Group’s approach to
corporate responsibility can be found on pages 120 to 127.
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‘ There cannot be a company
in the world that contains a more
varied, more intelligent, more
talented (and more opinionated)
group of people than those who
work for WPP companies e

And finally...

We never allow ourselves to forget, and we hope our share
owners never forget, that any success achieved by WPP is not the
result of some majestic, top-down management process: a setting
up of goals and procedures that are then obediently met and
followed by an army of dutiful clones.

There cannot be a company in the world that contains a more
varied, more intelligent, more talented (and more opinionated)
group of people than those who work for WPP companies.
Among our 110,000 people you will find writers and architects
and artists and statisticians and scientists and sociologists and web
designers and group leaders and event inventors and futurologists
and brand planners and research analysts and software
programmers and representatives of at least another 20 skills and
disciplines. If 2007 was a best-ever year for WPP, and one which
registered our best-ever new business record, it is down to the
individual achievements of that remarkable and disparate family.
Theirs are the talents that our clients come to us for.

So, on behalf of all our share owners, we’d like to end this
letter with grateful recognition of the brains, professionalism and
commitment of our people. 2007 was a formidable achievement;
they are the people who made it happen; we thank them all.

For 2008 and beyond, whatever challenges that global
conditions may spring on us, we have no doubt that the same
group of people will continue to outperform the highly
competitive market in which we operate. a

Py

Philip Lader
Chairman

ST
Sir Martin Sorrell
Group chief executive

r-1|::u!:7~.-

* This Letter to share owners should be read in conjunction with and as part of the
management report set out in the section headed Directors’ report on pages 111
to 127. The statements made in the Forward looking statements in the Review of
operations on page 151 apply equally to this letter to share owners.
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Agency networks

Ogilvy Group

Ogilvy & Mather Worldwide
OgilvyOne Worldwide

Ogilvy Public Relations Worldwide
Ogilvy Healthworld

OgilvyAction

Report by Shelly Lazarus (right)
Chairman and chief executive officer

007 was a year that tested us. It was

a year that saw massive industry upheaval,

waning consumer confidence and an

increasingly uncertain global economy.

Yet it was also a year where our founding

belief in the power of big brand ideas was
reaffirmed and rewarded.

2007 was a year in which most of our clients fully
integrated digital media into their marketing plans. It was
a year that saw mobile channels outgrowing traditional ones,
as our digital revenues continued to grow faster than those
of our traditional advertising business. It was a year when
we brought digital, interactive, public relations, consumer
experience and a range of other communications disciplines
ever closer as we expanded our definition of advertising.

It was a year during which we turned the corner into the
future and saw the promise that lies ahead.

2007 was also the year that a 75-second film, created by
our Toronto office for a small sales activation assignment,
won an unprecedented double Grand Prix at the Cannes
Festival, for best viral effort and best television commercial,
and showed once again how outstanding creative remains
our greatest goal and highest calling.

It was a year of honor for our offices around the world.

Ogilvy North America was named Best Large Agency
of the Year by the American Association of Advertising
Agencies, best direct marketing agency by BtoB magazine,
and leading interactive agency by Forrester Research.

For the fourth consecutive year, Ogilvy Mexico was
ranked No.1 among 120 agencies by the prestigious trade
magazine Merca2.0. India walked away with the coveted
Agency of the Year title at the Effie Awards, and won Creative
Agency of the Year at the Abby Awards for the 10th time in
11 years. Singapore clinched the Agency of the Year accolade
at the Creative Circle Awards, and won top honors in the
advertising and interactive categories. Asia-Pacific was once
again named Best in Region by Media magazine. Italy won
big at the NC Awards, bringing home the top award for
holistic, integrated marketing. London was named Best Direct
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Agency of the Year by Campaign magazine; Germany was
named Best Online Agency of the Year by the Art Directors
Club of Germany and Agency of the Year by the German
Dialogue Marketing Awards; and our Toronto team was
honored for strategic excellence by Strategy magazine.

‘ 2007 was a year in which most
of our clients fully integrated digital
media into their marketing plans »

Not only does our talent span borders, it goes across
disciplines, too. Our Ogilvy Group operating companies
had great growth and many accomplishments in 2007. Details
are provided by the CEOs of the individual groups in their
respective letters below, but I am proud to provide a summary.

OgilvyOne continues to grow revenues and capabilities. A
long-term leader in customer engagement strategies and direct
marketing, our interactive practice is marking its 25th
anniversary this year.

WPP ANNUAL REPORT 2007
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We have increasingly put digital and direct efforts at the
center of our clients’ communications strategies, and
OgilvyOne continues to bring us advantage by integrating
new and emerging platforms into our offering.

Ogilvy Public Relations (OPR) had another excellent
year with all practices firing on all cylinders. Public relations
— whether via digital influence, government relations or
traditional means — is at the heart of every brand these days.
Our OPR team is leading the industry in integrating the
increasingly voluminous global conversations in ways that
have enormous value for the brands we represent.

Ogilvy Healthworld continued its strong growth in 2007.
Now operating in 35 countries, our health communications
team serves an increasing number of regional and global
brands. This is a result of the centralization of marketing
efforts by pharmaceutical companies, and of Ogilvy
Healthworld’s burgeoning range of capabilities. This is another
area where we see outstanding expansion in the coming year.

OgilvyAction consolidated and relaunched in 2007.

The group’s core offer — influencing the last mile leading up

to the sale — is increasingly important in the highly-competitive
retail climate. OgilvyAction knows how to deliver this globally.
I see only great growth here.

In addition to these operating units, we have integrated
a number of other key capabilities into our portfolio. Two
that merit specific mention are Neo@Ogilvy and RedWorks.

Two years ago, we founded Neo@Ogilvy to provide our
clients with a full range of digital and direct media planning
and buying, search marketing, research, and analytics. Neo
has had extraordinary growth in the past year, becoming
a global leader with 30 offices in 23 countries.

RedWorks is our rapid-response production team.

As speed of delivery becomes more and more important,
RedWorks has built an effective connection from our creative
and brand community to a set of skilled craftsmen and
producers. Since cost efficiency is as important as speed,
many of our RedWorks personnel are located in lower-cost
hubs around the world where they can produce high-quality
communication materials at the best possible price. This is a
solution to a client problem that benefits us both.

The one strength across the entire Ogilvy family that bears
mention above all is our creativity. I have been here over three
decades and have never seen our creative better or more focused
on big ideas. Our teams keep coming up with — and extending —
brand ideas that win awards and sell. Yes, the Dove campaign
won more accolades than any brand last year, but we have had
so many other successes on so many other brands:

‘My Life. My Card.” for American Express; the continuing
story of ‘Beyond Petroleum’ for BP; “The Human Network’
for Cisco; the ‘It’s Time for Real’ campaign for Hellmann’s;
and the Pond’s work in the US (where we made the brand
part of the story in the television mini-series The Starter Wife)
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‘ We can measure, we can segment,
we can get precise, but if the
communication doesn’t move people,
doesn’t delight and surprise, doesn’t
ultimately drive revenue for the client,
then the effort is wasted »

and in Asia (where we created a soap opera to launch a new
product) come quickly to mind. Creative strength, in every
discipline, is not just good to have; it is vital to our success.
It sets us apart and defines our value.

Creative strength is also a sure way to attract business
from new and existing clients. Two wins stand out in 2007.
First, Ogilvy Paris won the prestigious Louis Vuitton global
account, for whom we are now delivering a full 360 Degree
service. This was a huge win, hotly contested. We silenced all
doubters with a campaign that has captured the imagination
of the public around the world. It is the kind of work that
makes our clients and us famous.

Our win back of Motorola was no less gratifying. We are
grateful to our Moto teams in Asia and Latin America, whose
stellar work on the brand convinced the client to reinstate us
as lead global agency.

We also had big wins from existing clients, long my
measure of success. We won Coca-Cola in Brazil, a huge
market; and Sears in the US, a sweet recovery of a beloved
retailer. We also had wins from Abbott, Aflac, Allergan, BAT,
BMS, BP, Boehringer Ingelheim, Cisco, Diageo, Duracell,
Johnson & Johnson, Kodak, Kraft, Unilever and Wyeth,
among others.

In the future, as always, everything we do must be
evaluated in the context of our clients’ businesses. We can
measure, we can segment, we can get precise, but if the
communication doesn’t move people, doesn’t delight and
surprise, doesn’t ultimately drive revenue for the client, then
the effort is wasted. We continue to adhere to the Ogilvy
promise: “We sell or else.”

A closing note on 2007 is that while the year had its
challenges, we did not flinch. We came out of the year with
new ways of working, a better array of tools, more efficient
processes, outstanding creative resources, and strong
leadership across our operating companies and practices.

We enter the new year with confidence and enthusiasm;
and with the conviction that David Ogilvy would be as proud
and pleased about our performance and potential today as we
are of the principles and legacy he left us. =
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Agency networks

OgilvyOne Worldwide

Report by Brian Fetherstonhaugh
Chairman and chief executive officer

As we leave 2007 and enter 2008, it is very clear what clients
want most: marketing innovation, digital leadership and
accountability. At OgilvyOne Worldwide, these are the

cornerstones of our five-year growth model and daily agenda.

In 2007, OgilvyOne had another strong year, achieving
a new record in revenues. More than half our business is
now digital.

Creatively, OgilvyOne retained its reputation as
the most awarded agency network for direct marketing
and interactive, ranking No.1 in The Won Report.

We added 18 Direct Marketing Association ECHO awards
for creative excellence and marketplace effectiveness.

Many individual OgilvyOne operations also achieved
major industry honors. The UK, Singapore, India, Germany,
Greece, Mexico, and our Asia-Pacific network won Agency
of the Year awards. New York won B2B Agency of the Year,
and Italy was awarded Best Integrated Agency for 2007.

During 2007, we secured significant new business in
every region, including major wins such as Dove Interactive,
Unilever Digital agency of record, ABN Amro, Motorola
Europe, British Gas, British Airways, Diageo and adidas
China. 2008 has kicked off with major wins including
Sears in the US and IKEA in China and Germany.

One of OgilvyOne’s responsibilities is to help our clients
and the overall Ogilvy Group embrace the full potential of
digital marketing. In 2007, we extended our series of Ogilvy
Verge digital summits to Dubai, Toronto, Tokyo, Barcelona
and Sio Paulo. In 2008, we will hold events in New York
City, Hong Kong, Dublin and more.

‘ More than half our business
is now digital »

It is very rewarding to see these digital efforts gain
third-party recognition. In December 2007, the interactive
industry’s leading analyst, Forrester, released its report
on the top interactive marketing agencies. After reviewing
33 leading interactive firms, Ogilvylnteractive was named
one of seven leading interactive agencies in the industry,
with a “comprehensive interactive marketing offering”
for companies looking for emerging media expertise.
OgilvylInteractive earned the top marks in categories
such as current offering, strategy and market presence.
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As clients look for more accountability in their marketing
investments, we are ready. Our Consulting and Analytics
practice showed outstanding growth in 2007. Neo@Ogilvy —
our digital media, direct response and search marketing
operation — continues to shine. Neo’s revenues grew well
beyond our expectations on the strength of a core of global
clients and 70 new business wins. It is now a truly global
force, with 30 operations in 23 countries.

Looking ahead to 2008, OgilvyOne will continue to
innovate. Following a highly successful experience in
Singapore, we will be launching a global network of Ogilvy
Digital Innovation Labs. From our hubs in Singapore, New
York, London, Beijing and Sdo Paulo, the Lab network will
look to create innovations in hot market areas such as mobile
marketing, digital point of sale, and marketing optimization.
We will help design the future for our clients... now.

Ogilvy Public Relations Worldwide

Report by Marcia Silverman
Chief executive officer

Ogilvy PR had three principal business objectives for 2007:

@ Become more global in our approach.

@ Build our online capabilities and 360 Degree Digital
Influence offering.

@ Grow our business.

We met these objectives, allowing us to serve our clients
with ever greater effectiveness and to more firmly establish
ourselves as a truly global agency.

Asia-Pacific, in particular, saw important advances
in 2007. Our operations in the region, with a presence in
every major market, are regularly cited as being twice the
size of our nearest competitor.

China has been an especially fertile market, as we secured
eight of the official sponsors of the 2008 Olympics in Beijing
as clients. Our status in the region was underscored by
23 honors in the Asia-Pacific PR Awards, including half of
all Campaign of the Year awards, while our Asia-Pacific
president/CEO Christopher Graves was named PR Professional
of the Year. We increased our reach in Latin America as
well, by opening new offices in Brazil, Chile and Mexico.

2007 was also the year our 360 Degree Digital Influence
offering was fully globalized, giving us a significant point
of differentiation from the competition. We developed
innovative, high-profile campaigns for Unilever’s Bertolli
brand and Johnson & Johnson’s Aveeno brand, while also
creating an online community about beds for Select Comfort.
Recognizing the increasing importance of social media in
public health, we guided the U.S. Department of Health
and Human Services in the creation of its first blog, which
addressed the issue of a possible flu pandemic.
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Our expertise in digital marketing was further highlighted
by the naming of John Bell, managing director of 360 Degree
Digital Influence, to the Board of Directors of the Word of
Mouth Marketing Association.

Our new business wins in 2007 included some household
names in both the consumer and B2B markets: LexisNexis
selected Ogilvy PR to aid in corporate positioning and
Quaker tapped our proven expertise in cause-related
communications. Additional new clients include adidas,
Goodyear, Louis Vuitton, National Geographic, Nokia,
CDW, California Closets and Wells Fargo. And Satyam,
the IT consulting and services provider, named us its global
agency of record.

As always, we worked to build our business with existing
clients throughout 2007. Our prior accomplishments for
Unilever and DuPont earned us significant new assignments
from those global companies. We also expanded our long-
established relationship with the Centers for Disease
Control and Prevention, winning seven new contracts.

< Our 360 Degree Digital
Influence offering [is now] fully
globalized, giving us a significant
point of differentiation from the
competition »

Our robust presence in the social marketing arena
continued to be underscored by The Heart Truth campaign
for women’s heart health. This was the fifth consecutive year
we have carried out the campaign for the National Heart,
Lung and Blood Institute. We also celebrated our 20th
anniversary of promoting HIV/AIDS education nationwide.

Finally, a source of particular satisfaction was the fact
that we retained every one of our top 10 clients in 2007.

As important as competing for — and winning — new business
is, retaining existing clients and nurturing the relationship
with those clients is the surest route to long-term success.

Rather than say how we do all this, I will close by quoting
Tan Sock Wee, director of communications in the Asia-Pacific
region for UPS - a client of ours for seven years now.

“We are constantly delighted by Ogilvy PR’s ‘can do’
attitude; no task is too small, big ideas are the norm and they
share the same passion for our brand as we do. We know we
can count on Ogilvy PR to protect and lead our brand into
the future.”
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Ogilvy Healthworld

Report by Steve Girgenti
Chief executive officer

2007 was an extremely strong year for Ogilvy Healthworld
across all regions and in the 35 countries where we have
operations.

We offer a full array of marketing communications
services, encompassing strategic planning, marketing
strategy, medical education, professional and DTC
advertising, public relations, clinical trial recruitment,
medical education, healthcare professionals and consumer
relationship marketing, digital communications, meeting
planning, and market analytics.

Our US operations experienced a year of extraordinary

growth. New business success was plentiful with engagements

from new clients Takeda Pharmaceuticals, Sanofi-Aventis,
Roche Diagnostics, and Smith & Nephew as well as
additional assignments from existing clients Allergan,
Johnson & Johnson and Wyeth.

Our US-based medical education business won new brand
assignments from Eisai, Human Genome Sciences, Bayer,
Takeda Cephalon, GlaxoSmithKline, Cell Genesys and
developmental work for pipeline agents from Merck, Eisai
and Novartis. The group has made great strides in developing
global medical education capabilities by transferring expertise
from regional centers of excellence to emerging markets.

Our medical education network is now the most robust in
the industry, well positioned to help clients drive global brand
marketing through scientific and educational communications.

In Europe, our pan-regional and global business has
grown dramatically due to increasing centralization of
marketing in the pharmaceutical sector. With growing
consumer desire for nutrition, health and wellness solutions,
our European team has been building our consumer health
services business working with consumer goods clients such
as Nestlé. We are also expanding with other non-
pharmaceutical clients, such as GE Healthcare, for whom
we’ve commenced work on a global assignment from the UK.

We continue to build our regional base in Europe in response
to client needs. In 2007, we opened our first office in Moscow,
which has already secured significant assignments with two
multinational clients. In Latin America, Mexico expanded its
business base, winning several new clients including Teva, Nestlé
Infant Nutrition, Novartis, BMS, Ipsen and Schering Plough.

In Brazil we completed a long-planned integration of services,
melding the best talent from other Ogilvy units with our
Healthworld staff. The resulting service level will boost our
offer to existing clients as well as those with broader and more
sophisticated health marketing needs. =
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Within the Asia-Pacific region, Australia keeps growing
with six new assignments in 2007. Our practice in Singapore
won five new clients during the year including pan-regional
assignments from Bayer Health and The Parkway
Hospital Group.

We also made considerable progress in building our Asia-
Pacific network, led by the acquisition of Pharmax, a major
healthcare communication company in South Korea, which
is one of the fastest-growing markets for our multinational
clients. In Australia, we formed Fibre Ogilvy, a group
specializing in providing healthcare CRM and other
interactive solutions.

Digital technologies have dramatically changed our
industry, and their impact is no less strongly felt in healthcare
communications. Around the globe, clients are asking for
digital solutions. We have seen demand for digital campaigns
grow, whether it’s to engage consumers and patients or for
client internal communication programs. Our healthcare
digital specialists have joined forces with Ogilvylnteractive
to offer unbeatable capabilities. We are currently working
on digital projects for Pfizer, Bristol-Myers Squibb and
Boehringer Ingelheim.

< Our focus will be on medical
education and digital as springboards
to future growth in healthcare
communications »

Strengthening our creative talent remains a top priority.
Ogilvy Healthworld was widely recognized in the
international awards competitions in the past year. We won
two Rx Cub Gold awards for Janssen’s Invega in the UK and
GSK’s Augmentin in South Africa. An additional 13 Awards
of Excellence were won by entries from India, South Africa
and the US. In the Global Awards competition, Ogilvy
Healthworld won two Globals and had 10 finalists.

Our success in 2007 provides a solid platform for further
growth. Our mission is to continue to service our current
clients with increasingly higher levels of strategic guidance,
creative excellence and account service. Our ability to retain
and broaden our assignment base with our multinational
clients is a core strength of the organization.
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In 2008 and beyond, Ogilvy Healthworld will continue
to expand through organic growth and with acquisitions in
key markets. We anticipate the need to further diversify. Our
focus will be on medical education and digital as springboards
to future growth in healthcare communications.

As recently announced, I will be stepping aside after
22 years as CEO of Ogilvy Healthworld, but will continue
to serve as chairman through the end of the year.

OgilvyAction

Report by Rick Roth
Chief executive officer

2007 was a landmark year for OgilvyAction. We made
significant investments in the future of our young company —
investments we are confident will bring us strong results
going forward.

Pick up any newspaper or trade journal and you cannot
avoid reading about how the world of marketing is changing.
With consumers in full control, retailers more powerful than
ever, and the impact of traditional media still unpredictable,
our clients need to make measurable impact leading up to the
sale where it matters most... The Last Mile™. We now have
the services, the thought leadership and the global network
to help them win.

The single most important event of the year for us was
bringing the activation companies of the Ogilvy Group
together under one name, OgilvyAction. The new identity has
had an extremely positive impact on our business, our people,
how we attract talent and how we go to market. Our clients
responded with strong support. We see increases in new
business opportunities, and we are gaining visibility in
the industry.

We have made it clear that we are no ordinary activation
company. Our Last Mile platform resonates with marketers
across the globe. The fact that we can deliver best practices
across a global network gives us true differentiation in the
activation space. In 2007, we expanded our operation across
several emerging markets in India, Eastern Europe and
Latin America.

We have committed to delivering thought leadership in
the areas of shopper and trade marketing and our clients are
rewarding us with more business. Our experiential and field
marketing disciplines have been engines of growth. Our retail
design and sports marketing capabilities further increase our
competitive advantage.
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One of the most important opportunities for OgilvyAction
is to capitalize on what we call Digital Last Mile Activation.
Today a consumer’s path toward a purchase decision can take
place online, on the street and in the store. With each passing
day, there is stunning new technology that allows us to
connect, engage and influence in ways never seen before.

At OgilvyAction we are leveraging digital technology to
help our clients stay a step ahead.

In 2007, we launched our Last Mile Analytics™, a suite
of tools that provide critical insights into how consumers
become shoppers and how shoppers become buyers. These
tools put answers on our clients’ desktops in real-time and
prove our commitment to providing measurable results.
Client feedback has been overwhelmingly positive.

We are focused on doing the kind of work that will
influence both how consumers act and how retailers become
advocates for our clients’ brands. With tools like Shopper
Analytics, Market Analytics, In-Store Optimizer and Contact
Analytics, we continue to prove that we are anchored in what
is most important to our clients. We developed CheckPoint
Planning, our road map for getting to strategically brilliant
work. The process forces us to consider the interaction between
the consumer, the customer and the brand relationship in any
work we do. It has become our catalyst for generating insights,
ideas and results.

Our platform, processes and tools are key to our success.
But our real momentum will come from big ideas that make
the cash register ring. We are celebrating great work across
the company and constantly raising the bar. We are very
proud that we won more industry awards in 2007 than
ever before.

The Ogilvy portfolio of clients is our priority for growth.
There has never been more demand for our services and we
have barely scratched the surface.

OgilvyAction now sits in a very definite position of
strength. As always, it comes down to our people who bring it
all together. Each and every one of our employees is becoming
a Last Mile evangelist.

Each is charged with helping us hunt, helping us advocate,
helping us take OgilvyAction to the next level.

2008 looks very promising. @

WPP ANNUAL REPORT 2007

———

s L

el

" With each passing day, there is
stunning new technology that allows
us to connect, engage and influence
in ways never seen before ) 2

How we’re doing 3 3




How we’re doing

Agency networks

JWT

Report by Bob Jeffrey (right)
Worldwide chairman and chief executive officer
JWT

t JWT, we believe in the primacy of the

brand. Despite the many changes affecting

our business and our clients’ businesses

in recent years, some universals remain.

Foremost among them: the idea that creative

work needs to be properly rooted in the task
of building a client’s brand. We firmly believe that the greatest
ideas come from core brand-building principles commingled
with the best of now (new technologies, new platforms, new
markets) in a smart, effective way.

This is what 21st-century brand building is all about.

It acknowledges that building a brand is still the most
important function of marketing while taking into account
how radically different marketing today is from 20th-century
marketing.

This understanding has guided the strengthening
of our network and our long-standing client relationships.
We are ranked as the largest agency in the US and the fourth
largest in the world by Advertising Age. Our size is rivalled
by our creativity. Most notably, JWT was named as the
Hottest Agency in both China and India by Campaign
Brief Asia in 2007; we are No.2 in the creative award
rankings in Latin America; and were the Middle East’s
most-awarded agency in the Campaign Middle East
Awards and MENA Ciristals.

Last year, we expanded our ties with many of our
multinational clients in several parts of the world, among
them Nestlé and Unilever. We were also awarded Johnson
& Johnson’s Band-Aid and Reach brands, following the
company’s acquisition of our 46-year client, Pfizer Consumer
Healthcare.

And our Team Detroit continues to innovate for 62-year
client Ford Motor Co., launching multidimensional work
for the F-Series, the Fusion, the Taurus and the new Sync
communications and entertainment system. For the Edge, we
augmented the traditional campaign with a robust interactive
effort, which included a mobile website, cell phone messages
and The Edge Music Videocast, featuring music videos from
must-hear artists.
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In addition to growing our existing relationships,
we also forged new ones — dozens on the local level. Some
of the more notable include Saudi Telecom, the world’s 15th
largest telecom company; Macy’s, America’s most famous
department store; Royal Caribbean, the international cruise
company; Thrifty car rental in Australia; and Sony Bravia
and Wal-Mart in India.

‘ We are focusing much of our
growth efforts on the BRIC markets
(Brazil, Russia, India and China), as
well as... up-and-comers that have
the potential to be tomorrow’s rising
economic stars >

We were named Nokia’s global network. For us, Nokia
symbolizes JWT at its best. The months-long pitch showcased
our single-minded focus on success from the beginning,
our use of new technologies and working styles, and the
rise of the next generation of leaders. It also demonstrated
our strength as a global network, one that allows for a
multicultural, open-source and fluid collaborative process.
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Our diversity is indeed a force for good. We believe
ideas can come from anywhere, which is why we need to be
everywhere. With a presence in more than 90 countries, our
reach is expansive. To break through ethnocentric thinking,
we funnel ideas from south to north, east to west.

We are focusing much of our growth efforts on the BRIC
markets (Brazil, Russia, India and China), as well as many of
the countries that make up the ‘Next 11°, Goldman Sachs’s
list of up-and-comers that have the potential to be tomorrow’s
rising economic stars (Bangladesh, Egypt, Indonesia, Iran,
South Korea, Mexico, Nigeria, Pakistan, the Philippines,
Turkey and Vietnam). Our network is well-poised to
capitalize on the promise and dynamism of many of
these countries.

We know that creativity is not imperialistic, authoritarian,
Anglo-Saxon status quo. Rather, it is multicultural, original,
fluid, open-minded. It is passionate, emotional, expressive
and uninhibited. Our nearly three-year-old HSBC campaign,
which celebrates that brand as ‘The World’s Local Bank’,
is a prime case in point, taking a broad world view rather
than a myopic one.

We have several other examples of this type of unabashed,
borderless creativity. Last year, for instance, JWT Paris
leveraged seduction in a unique and interesting way for
Wilkinson Sword’s ‘Fight for Kisses’ campaign. An animated
film showed the Quattro Titanium shaver helping a husband
win back his wife’s affection by making his skin as smooth as
their new baby’s; it led viewers to an online game that pitted
infant against dad. For Spanish winemaker Freixenet, our
Barcelona office recruited Martin Scorsese to direct and star
in a nine-minute short about his attempts to film three pages
from a long-lost unfinished Hitchcock script.

Both the Freixenet and Wilkinson Sword efforts were
huge viral successes online, garnering millions of hits
between them.

Digital is intrinsic to the future of our business, and we
have been relentless in building our capabilities in this realm.
Last year we merged online agency Digit with our London
office, strengthened our in-house digital resources and
continued to invest in our CRM network, RMG Connect.
The JWT and RMG Connect partnership developed a truly
integrated campaign for the United States Marines Corps,
helping us retain the 60-year-strong account in a government-
mandated pitch. This year we are looking to bolster our
offering by considering several strategic opportunities.
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Despite our stronger concentration on new media and
technologies, we always keep in mind that doing good work
is not about “doing it all”. It’s about “doing the right thing”.
There is no one answer to multi-channel marketing: It is
entirely dependent on what’s right for the brand.

That’s always been a core belief at JWT. It’s one
of the main reasons we have enduring relationships
with clients that are going strong after 80, 90, even |
100 years.

‘ We know that creativity is

not imperialistic, authoritarian,
Anglo-Saxon status quo. Rather,
it is multicultural, original, fluid,
open-minded. It is passionate,
emotional, expressive and
uninhibited »

How do we do it? By pushing for world-class brand ideas
on everything, by turning the network into a competitive
strength through the development of our culture and
technology, and by loving what we do so that it shines
through. We’re taking the best of yesterday and bundling
it with the best of today and even better of tomorrow in
a relevant way that is always soundly based on building
the brand. a
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Young & Rubicam Brands

Y&R

Wunderman

VML

Burson-Marsteller

Landor Associates

Sudler & Hennessey

The Bravo Group

Cohn & Wolfe

Robinson Lerer & Montgomery

Report by Peter Stringham (right)
Global chief executive officer

Ithough some communications services

organizations struggled in 2007, the Young

& Rubicam group of companies — Y&R,

Wunderman, Burson-Marsteller, Landor,

Sudler & Hennessey, The Bravo Group,

Cohn & Wolfe, VML and Robinson Lerer
& Montgomery — found renewed strength, adding new
resources and capabilities, while reinvigorating our core
strengths and values.

Almost without exception, each member of Young
& Rubicam Brands grew revenue and operating profit.

Most significantly, 2007 saw our recommitment to
our strategy of “Best Alone, Better Together”.

This concept, deeply ingrained in the Young & Rubicam
DNA, dates back to the “Whole Egg” model introduced by
our legendary chairman emeritus, Ed Ney, in the 1970s.

Quite simply, we believe that each of our companies must be
leaders — best in class in their own discipline. At the same time,
it’s critical for us to be institutionally organized to collaborate
so that we are also “Better Together” for those clients who
want and need solutions across disciplines and geography.

Over the past few years, we have invested a great deal
on the “Best Alone” part of the equation.

Our individual companies have rebuilt themselves to
meet today’s needs, as you will read in the following reports,
particularly in developing their digital capabilities. These
restructured and resurgent companies can now go toe-to-
toe with the leaders in each of their respective disciplines.
That’s something we could not say as easily a few years ago
and is a great testament to the quality of management in
each organization.
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We are now increasingly turning our attention to being
“Better Together.” While not all clients want or need a fully-
integrated solution, many operate across geography and
disciplines. For these clients, it’s imperative to create a
consistent brand experience across all consumer touchpoints.

We’ve taken several steps to make sure this happens.
First, these uniquely demanding clients must have access
to the most appropriate resources at all times. So we have
empowered our global client leaders — and restructured
their incentives — to ensure that they deliver the people
and resources that fit individual clients’ needs without bias.
Every solution must start and finish with the client. Brand
stewardship and integration are ultimately too important
for any client to hand off to their agency. So we must see
ourselves as their best ally in getting those jobs done.

The ability to integrate marketing concepts across
customer touchpoints is not a skill set that is common
in our industry or easy to learn. For that reason, in 2007
we announced a new program designed to ensure that
Young & Rubicam Brands people are the best in the business
at understanding truly integrated solutions and how to
create them. We call it Ray Rubicam University, after the
charismatic and brilliant creative leader who founded the
agency in 1923.
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“ In 2007 we announced a new
program designed to ensure that
Young & Rubicam Brands people
are the best in the business at
understanding truly integrated
solutions and how to create them.
We call it Ray Rubicam University,
after the charismatic and brilliant
creative leader who founded the
agency in 1923 ,

Rubicam U. will be the platform to discover and teach the
cutting-edge ideas that drive the best integrated solutions. It is
designed to augment the excellent training programs taught in
our various companies and to engender a deep understanding
of how all the pieces fit together. The net result for our clients
should be true value added in integrated solutions rather than
simply ‘one-stop shopping’.

Finally, we have renewed and revamped our BrandAsset™
Valuator, one of the very best and proven brand measurement
tools in the industry, creating Brand Asset™ Consulting,

a dedicated consultancy. Making this unit independent is
another way of institutionalizing channel-neutrality as we
approach our clients’ brands.

All of these initiatives point us in a new direction and, as
we continue the revitalization of the new Young & Rubicam
Brands in 2008, we anticipate retaking our position as true
thought leaders in the marketing industry.

Y&R

Report by Hamish McLennan
Global chief executive officer

Today’s marketing environment is dominated by two

seemingly countervailing forces. There is on the one hand, the
unprecedented ability to market with a precise, data-driven,
algorithmic approach to consumer and brand knowledge. On
the other, there is a broader and deeper need for its expression
through breakthrough content and creative. In 2007, Y&R
continued to transform to capitalize on these t