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Results for 2017
P

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

= Reported billings up 0.6% at £55.563bn, -3.9% constant currency and -5.4% like-for-like.

= Reported revenue up 6.1% at £15.265bn, 1.6% constant currency and -0.3% like-for-like.

= Revenue less P-T' costs up 6.0% reportable, 1.4% constant currency and -0.9% like-for-like.
= Reported headline EBITDA up 4.7% at £2.534bn, 1.2% constant currency.

= Reported headline PBIT up 4.9% at £2.267bn, 1.5% constant currency.

= Reported revenue less P-T! costs margin of 17.3% down 0.1 margin points, flat constant
currency and like-for-like, in line with revised full year margin target.

= Headline diluted EPS up 6.4% at 120.4p, 2.7% constant currency.
= Dividends per share of 60.0p, up 6.0%, pay-out ratio of 50% in line with target.

W PP
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] ]
1 The Group has changed the description of ‘net sales’ to ‘revenue less pass-through (P-T) costs’ based on the upcoming adoption of
new accounting standards and recently issued regulatory guidance and observations. There has been no change in the way that this
measure is calculated.
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EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

= Average constant currency net debt up £584m to £5.143bn, reflecting significant net
acquisition spend, share buy-backs and dividends. Average net debt to EBITDA ratio 2.0x,
top-end of target range 1.5-2.0x.

= Share buy-backs £504m (2.5% of share capital) up from £427m (2.0%) last year. Target 2.0-
3.0%.

= Net new business $6.330 billion in year continues good overall performance seen in first nine
months and leading positions in net new business tables.

= ROE 16.9% up strongly from 16.2%, compared to lower WACC of 6.3%.
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Headline! Performance versus Consensus EFFIE AWARDS 2012-2017

MOST EFFECTIVE HOLDING COMPANY

Actual Consensus
£ million Results Median? £
Revenue less P-T3 costs 13,140 13,188 (48)
EBITDA 2,534 2,556 (22)
PBIT 2,267 2,290 (23)
Net finance costs (174) (181) 7
PBT 2,093 2,109 (16)
Diluted EPS 120.4p 119.8p 0.6p
Revenue less P-T3 costs Margin 17.3% 17.4% -0.1*
1 Figures before goodwill and intangibles charges, gains/losses on step-ups, gains/losses on ? Median consensus as at 26 February 2018
disposals of subsidiaries and investments, investment write-downs, share of exceptional 3 Revenue less pass-through costs, previously net sales 6

gains/losses of associates, restructuring costs and revaluation of financial instruments 4 Margin points
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Summary Headline! Results at a Glance pl il R
% Change
Year to 31 December 2017 2016 Reported Constant
Currency
Revenue £m 15,265 14,389 6.1 1.6
Revenue less P-T? costs £m 13,140 12,398 6.0 1.4
Revenue less P-T2 costs Margin 17.3% 17.4% -0.1 +0.0
PBIT £m 2,267 2,160 4.9 15
EBITDA £m 2,534 2,420 4.7 1.2
Tax Rate 22.0% 21.0% -1.0
Diluted EPS 120.4p 113.2p 6.4 2.7
Dividend per share 60.0p 56.6p 6.0 6.0
Average Net Debt £m (5,143) (4,340) -18.5 -12.8
Average Net Debt/EBITDA 2.0x 1.8x
Average Headcount® 134,428 136,409 1.5
Closing Headcount?® 134,413 136,775 1.7
Enterprise Value/EBITDA 8.8x 11.8x
1 Figures before goodwill and intangibles charges, gains/losses on step-ups, gains/losses on 2 Revenue less pass-through costs, previously net sales
disposals of subsidiaries and investments, investment write-downs, share of exceptional 3 2017 and 2016 like-for-like number of people 7

gains/losses of associates, restructuring costs and revaluation of financial instruments
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Revenue Growth MGST EFFECTVE HOIDING COMPANY

£14.4bn

2016 Like-for-like Acquisitions FX 2017
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Revenue Less P-T' Costs Growth T

MOST EFFECTIVE HOLDING COMPANY

v

£13.1bn

2016 Like-for-like Acquisitions FX 2017

1 Revenue less pass-through costs, previously net sales
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Impact of Foreign Exchange e e iy
2016 FY Act 2017 Q1 Act 2017 Q2 Act 2017 Q3 Act 2017 Q4 Act 2017 FY Act
16%
m Revenue m Revenue less P-T! costs
14%

12%

10%
8%
6%
4%
2%
0%

-2%

= Q4 headwind -3.5% revenue and -3.4% revenue less P-T' costs.
= Full year tailwind 4.5% revenue and 4.6% revenue less P-T! costs.

[ | | |
1 Revenue less pass-through costs, previously net sales

Change versus Prior Year

-4%

-6%

W PP
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Results for 2017

Unaudited IFRS Income Statement

% Change

Year to 31 December 2017 2016 Reported Constant

£m £m Currency
Revenue 15,265 14,389 6.1 1.6
Cost of services (12,090) (11,348) -6.5 -4.7
Gross profit 3,175 3,041 4.4 3.8
General and administrative costs (1,267) (978) -29.6 -27.0
Operating profit 1,908 2,063 -7.5 -10.5
Income from associates 113 65 73.4 63.4
Share of associate exceptionals 1 (15) - -
PBIT 2,022 2,113 -4.3 -7.5
Net finance costs 87 (222) - -
Profit before tax 2,109 1,891 11.6 7.7
Tax (197) (389) 49.3 50.3
Profit after tax 1,912 1,502 27.4 22.6
Non-controlling interests (96) (102) 5.7 9.0
Attributable to share owners 1,817 1,400 29.7 24.9
Reported diluted EPS 142.4p 108.0p 31.9 26.9

| | |
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Unaudited IFRS Income Statement — Function vs Nature of Expense EFFIE AWARDS 2012-2017
New Format Old Format
Year to 31 December 2017 2016 Year to 31 December 2017 2016

£m £m £m £m
Revenue 15,265 14,389 Revenue 15,265 14,389
Cost of services (12,090) (11,348) Direct costs (2,125) (1,991)
Gross profit 3,175 3,041 Net sales 13,140 12,398
General & administrative costs (1,267) (978) Operating costs (11,232) (10,335)
Operating profit 1,908 2,063 Operating profit 1,908 2,063
PBT 2,109 1,891 PBT 2,109 1,891
Revenue less P-T! costs 13,140 12,398 Net sales 13,140 12,398
Headline2 PBIT 2,267 2,160 Headline2 PBIT 2,267 2,160
Headlinez PBIT margin 17.3% 17.4% Headlinez PBIT margin 17.3% 17.4%

General & administrative costs

Headline G&A (1,020) (946)

Intangible amortisation (195) (168)

Goodwill impairment (27) (27)

Exceptional items (25) 163

Total G&A costs (1,267) (978)

1 Revenue less pass-through costs, previously net sales

2 Figures before goodwill and intangibles charges, gains/losses on step-ups, gains/losses on disposals of subsidiaries and investments, investment write-downs, share of 12

exceptional gains/losses of associates, restructuring costs and revaluation of financial instruments



Results for 2017

Unaudited Headline! IFRS Income Statement

% Change

Year to 31 December 2017 2016 Constant

£m £m Reported Currency
Revenue 15,265 14,389 6.1 1.6
Revenue less P-T? costs 13,140 12,398 6.0 1.4
Operating profit 2,154 2,095 2.8 -0.5
Income from associates 113 65 73.4 63.4
PBIT 2,267 2,160 4.9 1.5
Net finance costs (174) 174) -0.3 3.8
Profit before tax 2,093 1,986 54 1.9
Tax at 22.0% (2016 - 21.0%) (460) (417) -10.3 -7.5
Profit after tax 1,633 1,569 4.0 0.5
Non-controlling interests (96) (102) 5.7 9.0
Attributable to share owners 1,537 1,467 4.7 1.1
Diluted EPS 120.4p 113.2p 6.4 2.7
Revenue less P-T% costs margin 17.3% 17.4% -0.13 +0.08
EBITDA 2,534 2,420 4.7 1.2

| |

1 Figures before goodwill and intangibles charges, gains/losses on step-ups, gains/losses on disposals of subsidiaries and investments, investment write-downs, share of
exceptional gains/losses of associates, restructuring costs and revaluation of financial instruments

2 Revenue less pass-through costs, previously net sales
3 Margin points
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Net Exceptional Loss?! of £24m A Y
Year to 31 December 2017
£m
Gain on disposals of investments and subsidiaries (Asatsu, Infoscout and others) 129
Investment write-downs (comScore and others) (96)
Restructuring costs? (57)
Net exceptional loss (24)

1 Being net amount of gains/losses on step-ups, gains/losses on disposals of subsidiaries and investments, investment write downs and restructuring costs
2 Restructuring costs predominantly comprise £34m of severance costs and £13m of IT costs including June 2017 cyber attack 14
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% Growth Versus Prior Year e e s

Revenue Revenue less Headline? Headline?

P-T' costs PBIT EPS

Like-for-like -0.3 -0.9 n/a n/a
Acquisitions? 1.9 2.3 n/a n/a
Constant currency 1.6 1.4 1.5 2.7
Foreign exchange 4.5 4.6 3.4 3.7
Reportable sterling 6.1 6.0 4.9 6.4
Reportable US dollars* 1.7 1.6 3.1 5.7
Reportable euros® -0.6 -0.7 -1.0 0.5
Reportable Japanese yen® 4.9 4.8 6.2 8.9

1 Revenue less pass-through costs, previously net sales
2 Figures before goodwill and intangibles charges, gains/losses on step-ups, gains/losses on disposals of subsidiaries and investments, investment write-downs, share of
exceptional gains/losses of associates, restructuring costs and revaluation of financial instruments
3 Acquisitions net of disposals
4 Translated into US$, using among other currencies, average exchange rates of US$/£ for FY 2017 of $1.289, compared to $1.355 for FY 2016
5 Translated into euros, using among other currencies, average exchange rates of €/£ for FY 2017 of €1.141 compared to €1.223 for FY 2016
6 Translated into Japanese yen, using among other currencies, average exchange rates of ¥/£ for FY 2017 of ¥144.5, compared to ¥147.4 for FY 2016 ‘ x ? PP
| |
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Revenue and Revenue Less P-T! Costs by Sector
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EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

Revenue less P-T! costs

% Change

2017 Reported Constant Like-for-
£m Currency like?
5,852 8.1 3.6 -2.3
2,052 2.9 -1.9 -1.3
1,141 5.8 1.0 0.2
4,095 4.7 0.3 1.0
13,140 6.0 1.4 -0.9

Revenue
% Change
2017 Reported Constant Like-for-
£m Currency like?
Advertising, Media Investment 7180 9.7 51 01
Management
Data Investment Management 2,691 11 -3.6 -2.9
Public Relations & Public Affairs 1,172 6.4 1.7 0.7
Brand Consulting, Health &
Wellness and Specialist 4,222 3.5 -0.9 0.8
Communications
Total 15,265 6.1 1.6 -0.3
[ | |

1 Revenue less pass-through costs, previously net sales

2 Digital revenue grew by 2.5% and digital revenue less pass-through costs by 2.0%

W PP
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Resu |tS for 2017 HOLDING COMPANY OF THE YEAR l
Revenue and Revenue Less P-T! Costs by Region it A
Revenue Revenue less P-T! costs
% Change % Change

2017 Reported Constant Like-for- 2017 Reported Constant Like-for-
£m Currency like £m Currency like
North America 5,547 5.0 0.3 -2.3 4,799 4.2 -0.4 -3.2
UK 1,986 6.4 6.4 4.9 1,684 6.0 6.0 4.8
Western Continental Europe 3,160 7.4 1.6 -0.3 2,616 7.9 1.9 0.0

Asia Pacific, Latin America, Africa
& Middle East and Central & 4572 6.4 1.1 0.0 4041 6.9 1.6 -0.8
Eastern Europe

Total 15,265 6.1 1.6 -0.3 13,140 6.0 1.4 -0.9

W PP
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1 Revenue less pass-through costs, previously net sales
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Two Year Cumulative Like-for-Like Revenue Growthl EFFIE AWARDS 2012-2017

MOST EFFECTIVE HOLDING COMPANY

A

% WPP? Pub?® IPG27|  HAV?#

H1 2016 9.2 4.0 13.6 11.3 9.3

H2 2016 7.6 8.9 0.4 10.6 11.1 7.4
H1 2017 4.0 7.5 2.6 6.8 6.6 2.6

H2 2017 1.5 5.7 0.4 3.6 7.0 2.0

1 Two year trend is total revenue (gross profit for DEN) growth for the named half and same half one year earlier 2 OMC is Omnicom Group, DEN is Dentsu Group, Pub is Publicis Groupe, IPG is Interpublic Group and HAV is HAVAS
o —-—

3 WPP growth H1/15 4.9%, H2/15 5.8%, H1/16 4.3%, H2/16 1.8%, H1/17 -0.3%, H2/17 -0.3%

4 OMC growth H1/15 5.2%, H2/15 5.5%, H1/16 3.6%, H2/16 3.4%, H1/17 3.9%, H2/17 2.1%

5 PUB growth H1/15 1.2%, H2/15 1.8%, H1/16 2.8%, H2/16 -1.4%, H1/17 -0.2%, H2/17 1.8% 18
6 DEN gross profit growth (revenue growth not disclosed) for H1/15 6.4%, H2/15 7.6%, H1/16 7.2%, H2/16 3.0%, H1/17 -0.4%, H2/17 0.6%

71PG growth H1/15 6.2%, H2/15 6.2%, H1/16 5.1%, H2/16 4.9%, H1/17 1.5%, H2/17 2.1%

8 HAV growth H1/15 6.3%, H2/15 4.3%, H1/16 3.0%, H2/16 3.1%, H1/17 -0.4%, H2/17 -1.1%
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Headline! PBIT and Revenue Less P-T? Costs Margin by Sector erre awaros aorz-2017
Headline PBIT Headline Margin
2017 2016 2017 2016
£m £m % %
Advertising, Media Investment 1,109 1,027 19.0 19.0
Management
Data Investment Management 350 351 17.1 17.6
Public Relations & Public Affairs 183 180 16.1 16.7
Branql C;onsultlng, I—-Ieallth & Wellness and 625 602 15.3 15.4
Specialist Communications
Total 2,267 2,160 17.3 17.4
1 Figures before goodwill and intangibles charges, gains/losses on step-ups, gains/losses on disposals of subsidiaries and investments, investment write-downs, share of exceptional
gains/losses of associates, restructuring costs and revaluation of financial instruments 19

2 Revenue less pass-through costs, previously net sales
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Headline! PBIT and Revenue Less P-T? Costs Margin by Region EFFE AWARDS 2012-2017 |
Headline PBIT Headline Margin
2017 2016 2017 2016
£m £m % %
North America 937 895 19.5 194
UK 280 261 16.6 16.5
Western Continental Europe 376 352 14.4 14.5

Asia Pacific, Latin America, Africa & Middle

674 652 16.7 17.2
East and Central & Eastern Europe
Total 2,267 2,160 17.3 17.4
1 Figures before goodwill and intangibles charges, gains/losses on step-ups, gains/losses on disposals of subsidiaries and investments, investment write-downs, share of exceptional
gains/losses of associates, restructuring costs and revaluation of financial instruments 20

2 Revenue less pass-through costs, previously net sales
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Revenue Growth! by Region AR A
-6.5%
CENTRAL & EASTERN
EUROPE
, _ o
g e e 1A%
Q4 FY

Q4 %

4 8.4% Mature Markets 1.8% -0.5%
N UNITED ;
(V) 1 NGDOM 4
FY % S ‘;' Gg‘:y y “Fast Growth” Markets 0.1%  0.0%
R 0 T '
1.6% ,‘i c Total 1.2%  -0.3%

NORTH
AMERICA

-2.3%

-1.4%

WESTERN
CONTINENTAL
EUROPE

-0.3%

0.3%

ASIA PACIFIC

-2.4%

AFRICA
&
MIDDLE EAST

-2.3%

1 Like-for-like revenue growth vs. 2016

21
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Revenue Less P-T Costs Growth! by Region —
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Top 6 Markets — Almost 68%? of Revenue and Revenue Less P-T° Costs Fr awanos oz-aony
Like-For-Like Revenue Down 1.0%!? and Revenue Less P-T° Costs Down 1.4%!

Including associates:
Revenue $7.0bn $2.9bn $1.4bn $1.3bn $0.7bn
People ‘0002 25 17 13 8 5
E

USA UK Greater China3 Germany France
Revenue Revenue Revenue Revenue Revenue
Revenue less P-T° Revenue less P-T° Revenue less P-T° Revenue less P-T° Revenue less P-T°
costs costs costs costs costs
2017 FY* -2.5% -3.2% 4.9% 4.8% -4.4% -3.2% -0.9% -1.3% -0.7% 0.4%
2016 FY4 1.9% 2.8% 1.8% 2.1% -0.2% 0.2% 6.7% 7.3% -1.6% 0.3%
2015 FY4 7.2% 4.3% 4.1% 2.9% 2.2% 1.6% 8.0% 4.2% 0.2% -0.1%
1 % excluding associates 4 Like-for-like growth vs. prior year, excluding associates
2 Closing headcount at 31 December 2017 ® Revenue less pass-through costs, previously net sales 23

3 Includes Hong Kong & Taiwan
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BRICs Markets — Over 12%! of Revenue and Revenue Less P-T® costs EFFIE AWARDS 2012-2017
Like-For-Like Revenue Up 0.8%!? and Revenue Less P-T° Costs Down 2.0%!?

Including associates:
Revenue $1.4bn $0.6bn $0.5bn $0.2bn
WPP Rank? #3 #7 #8 #26
People ‘0003 13 19 7 2

Greater China* India Brazil Russia
Revenue Revenue less Revenue Revenue less Revenue Revenue less Revenue Revenue less
P-T® costs P-T® costs P-T® costs P-T® costs

2017 FY® -4.4% -3.2% 7.9% 1.1% 0.4% 1.6% -7.4% -15.4%

2016 FY® -0.2% 0.2% 11.2% 13.8% -2.8% -2.5% 4.1% 5.4%

2015 FY® 2.2% 1.6% 16.9% 10.5% 1.4% 1.3% -9.4% -10.4%
1 % excluding associates 4 Includes Hong Kong & Taiwan
2 Ranked by WPP revenue by market excluding associates 5 Like-for-like growth vs. prior year, excluding associates 24

3 Closing headcount at 31 December 2017 5 Revenue less pass-through costs, previously net sales
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Trade Estimates of Major New Business Wins (1)

,

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

Shaded figures are Q4 wins, wins in red are transfers of business

L Loss by Ogilvy reported in 2016

WPP Agency Incumbent Account Office Billings($m)
MediaCom HAV/OMC PSA Global 998
Sanofi Partnership/Mindshare PUB Sanofi Global 600
W Partnership OMC Walgreens Boots Alliance Global 600
Team L'Atelier PUB LVMH APAC 500
Grey/MediaCom PUB Revlon Global 420
MediaCom DEN Vauxhall-Opel Europe 401
MediaCom IPG Uber North America 400
MediaCom PUB Richemont Global 400
Team Campari All Campatri Global 300
Mindshare IPG T.J. Maxx Global 215
Team WPP PUB/Accenture/Other Automotive (Confidential) Europe 200
Team Horizon PUB/DEN British Airways Global 200
Wunderman Ogilvy? BT UK 190
Grey IND Applebee’s USA 150
Mindshare IPG Tyson Foods USA 135
MediaCom OMC Volkswagen Audi China 120
Mindshare/Essence DEN HMD Global (Nokia) Global 105
Wavemaker PUB Mercedes-Benz China 105

25
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Trade Estimates of Major New Business Wins (2)

,

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

Shaded figures are Q4 wins, wins in red are transfers of business

WPP Agency Incumbent Account Office Billings($m)
MediaCom OMC/DEN AkzoNobel Argentina,MENA,South Africa 80
MediaCom Wavemaker MetLife USA 75
Wavemaker IND ITC Industries India 75
MediaCom DEN/PUB Victorian Government Australia 70
Oqilvy Grey Vodafone UK 70
Wunderman IND Samsung EMEA 70
Geometry/Wunderman PUB/OMC/IND Telkom South Africa  South Africa 64
MediaCom PUB/IPG/DEN AB InBev Latin America 60
MediaCom OoMC Whole Foods Market USA 60
Wavemaker/Mindshare OMC/PUB/IND Kingfisher Global 60
Mindshare OoMC Unilever Global 50
Mindshare MediaCom Deutsche Telekom Global 38
Ogilvy oMC CIsSCO USA 35
Ogilvy N/A CFA Institute Global 30

26
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Trade Estimates of Major New Business Losses

v

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

WPP Agency Winning Agency Account Office Billings($m)
MediaCom DEN/OMC AB InBev USA/Australia/India 525
Mindshare PUB Lionsgate USA 400
Grey IND/Other Coty Global 330
Wavemaker PUB KFC Global 230
Ogilvy DEN American Express  Global 200
Mindshare PUB Mattel USA 150
Wavemaker HAV Michelin Global 100
JWT PUB Kellogg's USA 100
Wavemaker OoMC Barclays Global 80
Wavemaker MediaCom MetLife USA 75
Mindshare IND Nordstrom USA 70
Grey Oqilvy Vodafone UK 70
Wavemaker Mindshare Pandora USA 60
MediaCom DEN/PUB Procter & Gamble  Nordics & UK Print 50
Grey IND 3M USA 40
Mediacom Mindshare Deutsche Telekom  Global 38
Wavemaker IPG Accenture Global 36

Shaded figures are Q4 losses, losses in red are transfers of business

27
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Internal Estimates of Net New Business Wins EFFIE AWARDS 2012-2017

MOST EFFECTIVE HOLDING COMPANY

[ox-]
¢

($m) Creative Media Total
Advertising 1,364 3,444 4,808
Other Businesses 1,522 - 1,522
2017 2,886 3,444 6,330

28
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Trade Estimates of Major New Business Wins/Losses Since 1 January 2018 e awanos 2oiz-20r7
WPP Agency Incumbent Account Office Billings($m)
Team Amplify IPG Bose Global 80
WINS MediaCom/Y&R OoMC Office Depot NAFTA 62
Wavemaker OMC Adobe Global 55

29
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Results for 2017 HOLDING COMPANY OF HEVEAR g
Cash Flow T

£m 2017 2016

Operating profit 1,908 2,063

Non-cash compensation 105 106

Depreciation & amortisation charges 489 455

Net interest paid & similar charges (170) (168)

Tax paid (425) (414)

Net cash generation 1,907 2,042

W PP
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i

Uses of Cash Flow piiti i e
£m 2017 2016
Net cash generation 1,907 2,042
Capital expenditure (326) (285)
Acquisition payments (229) (697)

- Net initial paymentst (30) (605)
- Earnout payments/loan note redemptions (199) (92)
Other? (412) (172)
Net cash inflow before distributions 1,311 888
Distributions to share owners (1,256) (1,044)
- Dividends (752) (617)
- Share buy-backs (504) (427)
Net cash inflow/(outflow) before NWC changes 55 (156)

1 Net initial payments are net of cash acquired and disposal proceeds, and includes other investments and associates
2 Includes non cash gains and losses 31
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Net Debt — 31 December 2017 e syanos oz 2

£m 2017 2016 % Variance

FY average net debt on constant currency basis (5,143) (4,559) -13%

FY average net debt on reportable basis (5,143) (4,340) -19%

Net debt at 31 December on constant currency basis (4,483) (4,092) -10%

Net debt at 31 December on reportable basis (4,483) (4,131) -9%

Headline finance costs (174) (174) -

Interest cover on headline PBIT 13.0x 12.4x

Headline EBITDA 2,534 2,420 5%

Average net debt / headline EBITDA 2.0x 1.8x

First seven weeks of 2018:

Average net debt on constant currency basis (4,521) (4,112) -10%
Average net debt on reportable basis (4,521) (4,218) -7%
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A

Historic Average Net Debt/Headline EBITDA EFFIE AWARDS 2012-2017
£m Average net debt/headline EBITDA
5,500 7/, PYaveragenetdebtatCY FXrates " Averagenet debt 3.0
mmw EBITDA
5,000 PY EBITDA at CY FXrates —e—Average net debt/EBITDA
4,500 25
4,000
2.0
3,500
3.000 Target average net debt/headline EBITDA range
1.5
2,500
2,000
1.0
1,500
1,000 0.5
500
0 0.0
2010 2011 2012 2013 2014 2015 2016 2017
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Debt Maturity Profile £m at 31 December 2017 EriE Awaros 2or2-2017

MOST EFFECTIVE HOLDING COMPANY

i

700 -
£ Total £ Total
Credit Drawn 650 -
£ bonds £400m (2.875% Sep "46) 400 400 600 |
US bond $500m (5.625% Nov ’43) 550 4
US bond $300m (5.125% Sep '42) 500 -
Eurobonds €600m (1.625% Mar '30) 533 533 450 -
Eurobonds €750m (2.25% Sep '26) 667 667 ;E: 400 -
US bond $750m (3.75% Sep '24) g 350 -
a
Eurobonds €750m (3.0% Nov '23) 667 667 ‘_E" 300 +
US bond $500m (3.625% Sep "22) ! 250 ~
US bond $812m (4.75% Nov ’21) 2 200 ~
£ bonds £200m (6.375% Nov 20) 200 200 150 1
100 -
Eurobonds €250m (3m EURIBOR + 0.32% May '20) 222 222
50 -
Eurobonds €600m (0.75% Nov '19) 533 533
0 — ; — —— — — -
Eurobonds €252m (0.43% Mar '18) 224 224 2 2 8 8§ 88 8 8 8 8 S 2 g
N N N N N N N N N N N N N
Debt Facilities 5,563 5,563
Bank revolver 3($2,500m Jul’21) 1,849 790
1 [v)
Bank revolver 3 (A$520m Mar’19) 300 196 \I.Velghted Average Cou.pon 3.0%
Weighted Average Maturity 9.5 years
Net cash, overdrafts & other adjustments - 2,066 . . e e
; (2,066) Available Liquidity £3,229m
Total Borrowing Capacity / Net Debt 7,712 4,483
1 Swapped to 6m $Libor + 1.52%
2 Swapped to 6m $Libor + 2.34% 34

3 These instruments are subject to financial covenants
Exchange Rates $/£ 1.3524 €/£ 1.126 £/A$ 1.7312
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2010 Prelims

		

				Data for WPP Investor Presentation May 2011

				£m		Advertising and Media Investment Management		Consumer Insight		Public Relations and Public Affairs		Branding, Identity and Healthcare & Specialist Communications		TOTAL

				Revenue		3,733.3		2,430.2		844.5		2,320.0		9,328.0

				PBIT		573.0		234.8		133.1		287.8		1,228.7

				PBIT Margin		15.3%		9.7%		15.8%		12.4%		13.20%

				% of Revenue Contribution		40%		26%		9%		25%

						Average USDGBP fx rate =		0.647		1.55

				$m		Advertising and Media Investment Management		Consumer Insight		Public Relations and Public Affairs		Branding, Identity and Healthcare & Specialist Communications		TOTAL

				Revenue		5,770.2		3,756.1		1,305.3		3,585.8		14,417.3

				PBIT		885.6		362.9		205.7		444.8		1,899.1

				PBIT Margin		15.3%		9.7%		15.8%		12.4%		13.20%

				% of Revenue Contribution		40%		26%		9%		25%

				2010 Revenue Mix by Geography

				North America		3,299.8		35%

				UK		1,087.6		12%

				Western Continental Europe		2,325.3		25%

				Asia Pacific, Latin America, Africa & Middle East, Central & Eastern Europe		2,618.3		28%

				TOTAL		9,331.0

				2010 Revenue Mix by Business

				Advertising and Media Investment Management		3,733.3		40%

				Consumer Insight		2,430.2		26%

				Public Relations and Public Affairs		844.5		9%

				Branding, Identity and Specialist Communications		2,320.0		25%

				TOTAL		9,328.0

				2010 Revenue Mix by Geography

				Advertising and Media Investment Management		5,000.0		37%

				Consumer Insight		3,600.0		26%

				Public Relations and Public Affairs		1,300.0		10%

				Branding, Identity and Specialist Communications		3,700.0		27%

				TOTAL		13,600.0

				Debt Maturity Profile

						Bonds		Convertible

				2018		222

				2019		529

				2020		200		220

				2021		606

				2022		373

				2023		661

				2024		560

				2025

				2026		661

				2030		529

				2042		224

				2043		337

				2046		400

				2010 Revenue by Discipline

						Media		Advertising		Marketing Services		Consumer Insight

				WPP		2.4		3.4		5		3.6

				Omnicom		1.6		4.1		6.8

				Publicis		1.4		2.3		3.5

				IPG		1.3		2.5		2.7

				Aegis		1.3				0.9

				Havas		0.6		0.8		0.6
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Results for 2017

Uses of Free Cash Flow

Category Target FY 2017 FY 2016
Acquisitions (excluding earnouts)*:

Gross £326m £686m
Less proceeds £(296m) £(81m)
Net acquisitions £300-£400m?2 £30m £605m
Share buy-backs: n/a £504m £427m
% of issued share capital 2%-3% 2.5% 2.0%
Dividend increase n/a 6% 27%
Pay-out ratio 50% 50% 50%
Headroom: Undrawn facilities & surplus cash n/a £3.2bn £4.0bn

2 Excluding larger-sized acquisitions like Triad Retail Media £230m in 2016

1 Acquisitions are initial payments, net of cash acquired and disposal proceeds, and include other investments and associates
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3.1%

...down from year-ago forecast 4.4%

W PP

37

[ | |
Source: GroupM This Year Next Year Worldwide, December 2017



Presenter
Presentation Notes
A year ago we had 2017 at 4.4% on an improving global outlook, though with fixed investment looking sluggish, and a neutral position on Trump. 

By midyear we had pulled back to this figure, with a big downgrade in China and weakness in some categories. 

Since then, China has stabilised and macro indicators are better, but with pricing power and sales volumes still pressured, advertising didn’t get the memo

[$535 bn. US = $182 bn; China  = $84 bn; Japan = $43 bn; UK = $25 bn; Germany = $20bn. BRI = 20, 7, 9]
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Presenter
Presentation Notes
This number stable since midyear, though macro support has widened. Business and consumer confidence is higher. Forecasts for consumer spending, trade and industrial production stand higher than a year ago. Fixed investment too, though this is still subdued. Geographically, China and Japan are strong, and the Eurozone is accelerating.

Those seeking to curb enthusiasm might worry about wages rising at the expense of profits, and the commodity upswing which has pushed HSBCs index up 8% currently to its highest since mid-2015.  

[$558 bn] 

[It 0.4, 2.7; Fr 0.7, 1.3; Ger 1.4, 1.3; Sp 2.1, 3.4]
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Presenter
Presentation Notes
In this recovery cycle, measured ad intensity has fallen from 0.75% to 0.70% of GDP. Ad growth rate lagging GDP on average 100bps.

Convergence in 2016 despite Personal Care spending fell 5% worldwide – a half-point growth headwind. Other staples and categories offset this, implying the divergence in 2017 was more general. I will only find this out myself after the fact. You may remember that in August WPP ed 25 of its top 60 clients were down in the first half. 

Is measured adex under-ed? Tech tax something like 20% for display and 2% for search. This would add around $20bn to current digital spend. Digital advertising investment is also certainly under-measured in some countries. Adjusting these conservatively raises the digital total around another $10bn. 

However, the gap remains, with probable causes including compression of legacy ad budgets and the sustained diversion of brand support into promotion, which is a natural when pricing power is weak. 

[P Care is 10% of global adex]
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Presenter
Presentation Notes
Growth becoming more simultaneous, from 13 countries plus the Gulf states going backwards in 2017 to only six expected to reverse in 2018. Dependence on this top group falling as well.

US remains resistant to macro encouragement with advertisers remaining focused on reducing expense, increasing efficiency, and scrutinising digital. Kantar tells us to ‘beware of the middle’ in consumer goods as the USA trades up and simultaneously down, and online.

China has steadied. Govt 2017 priority was to curb financial risk, including successfully conducting real-estate heat away from the biggest cities into the smaller. FMCG becalmed. HH Y has been slowing since 2012 and propensity to try new products has fallen markedly. YoY rate of auto sales growth is slowing, and was briefly negative this year though premium healthy. Rebalancing away from exports and investment has helped the percentage of retail sales in GDP rise steadily into the higher 40s. Govt objective is not solely to achieve this. 

Argentina the dividend of political stability and an appreciating peso

In Japan, Abenomics cascades into strongest increase in consumer demand in three years (3.4%) in the world’s third-largest ad economy

Eurozone is 12% of global ad investment – China is 15% - but slow-moving. Ad intensity only 0.43% and lacks digital density (30% in 2018 vs global average 36%). 

India sees past disruption of reforms. Echoes China’s moderating demand for FMCG and Auto, but urbanisation and rising wages supporting strong consumer growth. Another China echo is FMCG channel shift, which India thinks will soon redirect brand support.

UK driven entirely by performance-minded digital marketing

Russia is growing strongly but is not big enough to break into this list; Brazil’s ad recovery (and economic recovery generally) is postponed to beyond our forecast horizon as austerity bears down on the mass of the population.
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Presenter
Presentation Notes
Digital ad investment/global e-comm 18% in 2009. China chimes in in 2012; since when the ratio has trended gently down from 12% to 8%. China is half all e-comm, but these trajectories similar with or without it.  

If the 8% ratio holds, our forecast of digital advertising implies 14% growth in E-commerce next year. This would follow our estimate of 17% this year, and 20% in 2016. 

At $2.5tn, e-commerce represents something like 10% of all retail. 16% in China. (Beiersdorf recently said 25%) And more like 100% of its growth. 

Byron Sharp tells us big brands are not dying, but might be wasting money on unproven new media. Against this, plenty of real-world evidence of nimble challenger choice, flexitarians and picky millennials delighting in the infinite shelves of online. Why should there be one truth? Last month P&G said it ‘spends close to one third’ of its budget on digital; in some markets, 50%, and some brands 100%. New kink in the product life cycle as endemics find limits to what they can sell in the digi domain and have to decide whether to buy more fame elsewhere. The web-endemics which use TV in the UK are all household names.  

Published ROI results suggest online advertising outcomes seem more polarised than they are in legacy media. In UK also see polarised digital activity at top and bottom of funnel (telltale signs being price inflation for safer premium inventory at the top, and overbidding for last-click eyeballs at the bottom). Polarisation suggests intervention is required. 

If you crowd the bottom of the funnel, CPCs rise along with the risk of overspend, and the risk of underspending to impress people further up the funnel, when there is more opportunity to shape and shift brand preference. Amazon’s wealth of intelligence on buyer intent, time-in-market, and non-obvious precursors - those buying A are likely to want B - will impose more discipline on these marketing choices. Amazon diversifying into businesses like Whole Foods builds its attribution evidence base. E-commerce is encouraging A & P to converge ‘to a degree’. From one message to one customer and one funnel. 

Amazon also presents the opportunity to be the third force to relieve the pressure in this next chart…
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Presenter
Presentation Notes
How big can digital get? Includes SME. Definitions blur (in UK we make a 10% adj to IAB). 

In 2018 we have digital at 36% of measured global ad investment. Top quartile (i.e. one quarter of countries) representing 30% of all global adex, 48%; highest values are around 60% (China and UK TV both heavily regulated). Time to look for resistance. GroupM China puts it well:  ‘the pure online or pure offline bonus has almost gone. The best opportunity is in combination. It calls this ‘Internet Plus’. This is a part of retail reform - shortening time to market and making omnichannel integrated. Same reason you replace a"chief marketing officer" with a "chief growth officer". 

In half the economy, digital is 30%. 

In the lower quartiles the main problem is under-measurement. In the 21% we have India, where only large advertisers are included. In the 12% group we have South Korea and Brazil, where only desktop is measured, and in Brazil, only a restricted sample within that. 

Conclusion: unless something happens, digital global share will reach 50%, which at current two points a year will take seven years.

Where will it come from? Might not all be taken from other media (could be taken from other marketing services), or by existing advertisers. 
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Presenter
Presentation Notes
To reach 50%, the other media have to five up 14 points. Definitions will blur with TV. 

TV growth 0.4%, 2.2%. No change. TV share loses one point in 2017, one point in 2018. Without China, TV growth is 3%, 4% and share is stable. TV hours remain healthy, but monetising them gets harder. Audience decline/diffusion obliges incumbents to modernise business models and invest in technology to improve yield and inventory optimisation. (Maybe bring in themes from State of Video).

Out-of-home is becoming more versatile - weather/daypart/geo - in addition to its established virtues. Growing share to 6.3% in 2018 – the highest it has been since 1993. The only medium growing share apart from digital.  Combination of location data with purchase, social media and viewing behaviour presents a powerful opportunity for marketers. UK paradox of inflation in ordinary paper-on-paste stock. 

One scenario: one third from TV; one third from print; one third ‘grey TV’. Addressability at scale in safe and salient media. TV programmes with the most diffuse distribution have the youngest pofiles. PCs have half the largest share of ‘other’ hours, but for younger-targeted channels, it is the handset. 



Market Environment
2017/2018 Forecast Ad Spend Growth by Region

Growth % YoY
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Most Commonly Asked Questions

h

[
CANNES LICNS 2011-2017
HOLDING COMPANY OF THE YEAR

11111111111111111111

1. Are Google, Facebook, Amazon, Alibaba and Tencent going direct?

2. Are consultancies eating our digital lunch?

3. Are ZBB models, activists and private equity driving down marketing costs?
4. Are clients increasingly in-housing marketing activities?

5. Are innovation and branding still important?

W PP
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Most Commonly Asked Questions

First - Are Google, Facebook, Amazon, Alibaba and Tencent Going Direct?
Top 10 Media Owners Ranked by WPP Actual Spend 2017 vs. 2012

™
[/
CANNES LICNS 2011-2017

HOLDING COMPANY OF THE YEAR

v

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

2012 Top Media Owners

2017 Top Media Owners Spend
1 Google
> S2bn
2 Facebook?
21% Century Fox
3 News Corp
Fo===== Sky
: >S1bn
- 4 Comcast
1
-9 5 Disney
6 Bertelsmann
7 ITV
8 CBS
>$500m
9 Viacom
10 SevenOne Media
12 Twitter
13 Tencent
14 Oath
< $500m
15 Amazon
18 Snap
19 Alibaba/Youku/Tudou

1 Comcast

2 NewsCorp', Sky, Foxtel
3 Disney

4 Google

5 CBS

6 Viacom

7 ProSiebenSat.1 Media

8 IP Deutschland GmbH

9 ITV

10 TV Globo

[
1 NewsCorp in 2012 includes 215t Century Fox
2 Facebook was 28" ranked media owner in 2012
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Most Commonly Asked Questions |
First - Are Google, Facebook, Amazon, Alibaba and Tencent Going Direct? et s oz

Google

“We don’'t want to disintermediate advertising agencies. We are actually working very, very closely with agencies all
over the world. It's important to understand that we see ourselves as a supplier of technologies and we would like
agencies to actually apply our technologies and smartly use our technology ... We see agencies as trusted
advisors to the customers and clients.”

- Philip Schindler, Chief Business Officer, Google. 21st Annual Credit Suisse Technology, Media & Telecom
Conference November 28, 2017

W PP
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Most Commonly Asked Questions
First - Are Google, Facebook, Amazon, Alibaba and Tencent Going Direct? e aroszorzczon | Y

Google

SWARM: Creative Partnership - SWARM is the creative forum that brings WPP agencies exclusive access to Google
product teams and new technologies, allowing us to be alpha partners on behalf of our clients. Now in its second year
in the US, we will be expanding this regionally in Europe, APAC and Latin America later this quarter.

GEODE: Business Transformation - Geode is how we marry WPP’s marketing services expertise and Google’s
engineering and technology to jointly solve our clients’ transformational business challenges. We have conducted four
client Geodes in two continents over the past 24 months.

STARKILLER: World-class Digital Media - Through Starkiller, we will be implementing the search capabilities that
Essence have developed (and constantly re-define) with and for Google Media Lab as best practice across GroupM.

THE NEXT BILLION CONSUMERS: Industry Leadership - As launched at the World Economic Forum in Davos,
WPP and Google are designing a series of joint commitments to identify, augment and encourage the superchargers
behind the Next Billion consumers; those individuals who will accelerate the development of middle classes in their
countries and communities throughout the fast-growth markets.

W PP
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Most Commonly Asked Questions
First - Are Google, Facebook, Amazon, Alibaba and Tencent Going Direct? EFHE AWaRDs 2012-2017

MOST EFFECTIVE HOLDING COMPANY

Facebook

Creative Ambassadors Program: a joint initiative developed specifically for WPP creative and digital agencies comprising
of in-person training to optimise creative for mobile through Facebook and Instagram advertising products. This is the first
program of its kind ever at holding-company level, and currently operates in 84 agencies across 16 markets. It has also
been supported by ‘Facebook Blueprint x WPP’ a bespoke eLearning platform exclusively available to WPP Agencies.

Amazon

WPP is the holding company leading the way in providing a unified approach to Amazon by connecting media and
eCommerce capabilities through for example Mindshare and POSSIBLE. Wunderman Commerce is the first ever global
Commerce Agency with a dedicated Amazon team established in Seattle, where Amazon HQ is currently based.

Alibaba

WPP has a unique strategic partnership with Alibaba through GroupM, which combines GroupM’s [M]PLATFORM solution
with Alibaba’s Uni Marketing products. This collaborated in areas including data, technology and strategy , and

can provide clients with an overall understanding of consumers’ interests, preferences and behaviours, and help

identify potential customers at a early stage of marketing campaigns.

Tencent

WPP and Tencent announced the launch of the “China Social Marketing Lab” - a specialist platform to build campaigns for
Tencent's QQ and Weixin/WeChat platforms, that will leverage both companies’ strengths in technology, analytics and
data-driven creative.

W PP
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Most Commonly Asked Questions
First - Are Google, Facebook, Amazon, Alibaba and Tencent Going Direct? e awanos 2oiz-20r7
WPP Data + Partner Data = Unprecedented Insights

Google

Exclusive beta-test for
access to aggregate
insights on audiences using
YouTube and GDNdata

CROSSIX

Preferential Pricing for
deep aggregate-level
healthcare data

Measure Facebook’s
ability to drive offline
sales and calculate ROI

€9

mobilewalla

Exclusive access to
mobile segments globally,
including emerging
markets like India
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amazZon

Access to Amazon’s
Retail Analytics Platform

e Spotify

First mover access to
Spotify’s mood and
moments data
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Most Commonly Asked Questions

First - Are Google, Facebook, Amazon, Alibaba and Tencent Going Direct?
Further Progress With Mar-Tech Partners
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Increase vs PY

COMPANY .
in FTEs
WPP has many subject-matter experts trained in ' ‘ Creative, marketing and
implementing solutions from the world’s leading Mar- ; d:)e document management solutions +49%
Tech providers.
Software and Cloud computing
WPP was named Adobe’s 2017 Global Digital solutions +139%
Experience Cloud Solution Partner of the Year, and Datah | Cloud Datah
. atabase an ou atabase
2018 Partner of the year. ORACLE management solutions 1580,
Mirum was also named 2018 Partner of the year for f
.. ’ CMS Content, C it
Acquia in EMEA, and VML collected the same award Q sitecore O el o oY 1979
for the Americas. Ogilvy was also named 2018 Growth
Partner of the Year for Asia Pacific & Japan. - Integrated CMS, Commerce and
P ACQUIG Digital Marketing platform +10%
ot . . .
Marketo Marketing Automation Solutions +155%
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First - Are Google, Facebook, Amazon, Alibaba and Tencent Going Direct? e awaros zova-zo

Data - [m]Platform Is A Single Source of Truth For Media Activity

We have also I:m_:l PLATFORM

Invested In
our own tech
platforms B ———

REPORT & OPTIMISE

AUTOMATED REPORTS © AGGRIGATED DELIVERY

* The single source of truth

for all your media activity o ANALYSE & MODEL o
* Built to meet the

demands of today’s

data-first marketers © S0 ® 4
e i MARKETING AUDIENCE INSIGHT ROI PREDICTORTARGETED CONSUMER
o End-to-end data T MIX MODELING & DISCOVERY MEDIA PLANNER
connectivity for maximum
actionability

UNIFY & IDENTIFY (s @ e
» Puts data at the ?
fingertips of every
team member

360 CONSUMER VIEW DATA UNIFICATION UNBIASED DATA SETS ACTIVATION
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Most Commonly Asked Questions N
First - Are Google, Facebook, Amazon, Alibaba and Tencent Going Direct? e ayaros sz -
Data — Zipline Is Our PII Data Product

We can build \"')
individual profiles
connecting multiple Persistent Seene AP
- Identity >  Global Persistent ID
data p0|nts Management »  One way de-identification of data
» Persistent Identity Management
linked to de-identified cookie Cross Device
and all data attributes Insights & D o~
a _ e L :
« Joining up a client’'s own PII data Analytics - .
for instance from its CRM Display  Email  Direct Mail  mobile ~ >0%/@ U

programme

» Also onboarding profile
information from social media
profiles like Facebook

* Operational in the US, CAN, UK,
FR, GER, BR, AUS & IND

DEIE]

; On-board data from client CRM systems, market
Onboarding

research to enrich profiles for insights or activation

‘ [ ] pLaTrorm ] [ ] [ AppNexus J
Data Activation

(Googe|[ 8 ]
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Most Commonly Asked Questions

Second - Are Consultancies Eating Our Digital Lunch?
Top Digital Agencies — Fake News?
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2016 Revenue - Ad Age Estimates’ Actual 2016 Digital Revenue
Agency Rank $bn Agency Rank $bn
Accenture Interactive 1 4.4 WPP? 1 7.5 Agency
IBM iX 2 3.0 Publicis® 2 5.8 Consultant
Deloitte Digital 3 2.6 Omnicom® 3 4.7 Other
Publicis.Sapient 4 2.4 Accenture Interactive 4 4.4
PwC Digital Services 5 2.1 IBMiX 5 3.0
Epsilon (Alliance Data) 6 1.2 Dentsu?® 6 2.7
* $0.7bn of 2016 revenue for
Wunderman (WPP) 7 1.2 |IPG* 7 2 7 | Deloitte Digital estimated on
P.6 of “This is Deloitte Digital”
. . - report issued late 2014,
Ogilvy (WPP) 8 1.0 Deloitte Digital* 8 2.6 growing from 2014 estimated
Havas 9 0.8 PwC Digital Services 9 2.1 puniabie rovams iformation,
Omnicom Health Group 10 0.7 Epsilon (Alliance Data) 10 1.2

1 Ad Age estimates as published May 2017

2 WPP 2016 digital revenue 39% of total $ revenue, including associates digital revenue of $8.4bn
3 Publicis and Dentsu as disclosed in 2016 full year analyst presentations

4 Omnicom and IPG digital revenue based on Exane BNP Paribas estimates
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Most Commonly Asked Questions ,
Second - Are Consultancies Eating Our Digital Lunch? e s sozon
Estimate?! of Significant 2017 Wins/Losses vs. Consultants

WPP Agency Competitor Account Revenue ($m)
Team WPP Accenture Automotive (confidential) 20
Wunderman? Accenture Telecoms (confidential) g |Total Pitches Number Revenue ($m)
. : . :
Wunderman?/MSix Deloitte Digital/Heat Manulife 5 Wins 47 a3
OgilvyRED Accenture Merck 4
o Losses 30 27
WINS > $2.5m  Cognifide Accenture Colgate 4
VML Deloitte Digital Waters 3 |Notawarded 2 4
VML Accenture General Dynamics 3 |Announced 79 114
Wunderman Accenture Southern CA. Edison 3 |Pending 23 57
> : T
Wunderman PWC, Deloitte Digital Merz 3 Total 102 171
WPP Agency Competitor Account Revenue ($m)
JWT/Mirum Deloitte Digital + Heat Manulife 5
LOSSES > $2.5m VML Accenture Stryker 3
Acceleration IBM Boots 3
Shaded figures are Q4 wins/losses

1 Internal estimate 58
2 Wunderman includes Acceleration, Cognifide and Salmon
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Most Commonly Asked Questions
Second - Are Consultancies Eating Our Digital Lunch?

Some Examples of Digital Transformation Clients
Personal Care & Drugs

FMCG

Financial Services

Automotive

ZnIpGesTone

BBVA e
4X) HsBe

United
Rentals

Retall Travel & Airline

Sainsbury’s
T T~

(%)

SELFRIDGES

-----
eeeeeeeee

~~~~~~~~~

—
BRITISH AIRWAYS
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Third - Are ZBB Driven Models, Activists and Private Equity Bringing Down Marketing Costs? eaumsazzey

The Legacy Spectrum

@ airbnb

Activist
Investors

Carl Icahn

Bill Ackman
Dan Loeb’

Nelson Peltz’

UBER

amazoncom

Paul Singer

Keith Meister

| |
1Dan Loeb, Nelson Peltz strong proponents of increased marketing spend

W Zero Based

Budgeters

3G Capital

COTY

hd
7 Reckitt
Benckiser

VALEAN 'l]
@ endo

W PP
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Most Commonly Asked Questions

Third - Are ZBB Driven models, Activists And Private Equity Bringing Down Marketing Costs?

Results Trends and Volume/Price Growth Trends Leading CPG clients vs. ZBB

Leading CPG Clients

—Qrganic Growth =—Price =—\Volume

Q4/17

Q4/16 Q3/17

Source: Company Reports, Bloomberg 2017
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ZBB Companies

ZBB1
‘Currency
75
FINANCIALS
&0
45
0
15
a
2014 2018 2018 2017E 2018E 2019E
mSales u Operating Incame = Margin

QUARTERLY ORGANIC GROWTH

-y, . .-

mValume Frice

3
Q315 Q4156 Q118 Q218 Q18 Q416 Q117 Q217 Q17 Q417

STOCK PRICE s
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&

ZBB 2
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T} =2
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Most Commonly Asked Questions ,
Third - Are ZBB Driven Models, Activists and Private Equity Bringing Down Marketing Costs? sreammszzon
S&P 500 Revenue Growth by Sector Q4 2016 — Q4 2017

Sector Q42016 Q12017 Q22017 Q32017 Q42017*  Average P/E Markelt;ﬁ’z
Energy 4.2% 33.2% 15.6% 17.9% 18.3% 17.8% 19.7 -3%
Information Technology 7.3% 8.4% 8.9% 8.8% 12.9% 9.3% 19.3 34% -
Materials 2.7% 9.1% 7.2% 8.6% 12.8% 8.1% 16.9 20%
Consumer Discretionary 7.8% 8.4% 3.8% 3.0% 6.5% 5.9% 27.5 24%
Real Estate 3.7% 4.5% 7.3% 5.2% 6.8% 5.5% 42.0 6%
Industrials 2.5% 4.0% 4.6% 6.5% 8.5% 5.2% 17.1 18%
Health Care 5.3% 5.7% 4.0% 4.5% 6.3% 5.2% 16.9 16% -
Financials 5.5% 9.3% 4.5% 1.7% 3.6% 4.9% 13.7 19%
Utilities 8.1% 7.2% 6.4% -2.7% 4.6% 4.7% 16.0 -
Consumer Staples 2.7% 2.1% 2.5% 4.5% 4.6% 3.3% 17.8 -6%
Telecoms -2.9% -4.8% -1.3% -1.0% 3.2% -1.4% 10.6 -10%
Total 4.9% 7.8% 5.3% 5.3% 7.9% 6.2% 17.2 17%

Source: Bloomberg

1 Q4 2017, 441 out of 500 companies have reported 62
2 12 month change to 27 February 2018



Most Commonly Asked Questions
Third - Are ZBB Driven Models, Activists and Private Equity Bringing Down Marketing Costs?
Weak Retail Channel Growth Compounds the Volume Issue

GLOBAL
Total Channel

52.0 Sharg %

+0.7% Growth %

Hyper & Supermarkets Discounters Convenience E-commerce

Source: Kantar Worldpanel 2017
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‘ 26.1
_5.6 4.6 4.6 1

Traditional Trade

W PP
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Most Commonly Asked Questions —
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Fourth - Are Clients Increasingly In-Housing Marketing Activities? e Ly

= Hogarth production management platform growing significantly, revenues tripled over
last 4 years.

= Programmatic and performance agencies continuing to grow. Xaxis gaining traction
with over 4,000 clients as effectiveness and efficiency become critical, reinforced by
Plista in performance and Essence in digital media.

= Co-operating with clients on building in-house facilities. Media investment
management, data investment management and public relations agencies participate
in building and supporting client data, studio and programmatic capabilities. Recent
data indicates in-house programmatic and content studios may be going out-house
again.

= Have developed ZBB marketing models which deliver more cost effective, agile and
responsive solutions.

W PP
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Most Commonly Asked Questions

Fifth — Are Innovation and Branding Still Key?
The New Normal

=
=z
4

Low GDP . Low or No
Growth Inflation
Little Pricing High Focus
Power : on Costs
R — WPP
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Most Commonly Asked Questions

Fifth — Are Innovation and Branding Still Key?
Short Executive “Life Expectancy”

= CEO tenure 6 to 7 years
(FTSE 100 5.9 years, S&P 500 7.1 years)

= CFO tenure 4 to 5 years
(FTSE 100 4.1 years, S&P 500 4.8 with 50% less than 3 years)

= CMO tenure 2 to 3 years
(S&P 45 months)

W PP
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Most Commonly Asked Questions /
Fifth — Are Innovation and Branding Still Key? e sros amazon
S&P 500 Dividends & Buy-Backs as % of Operating Earnings

- 140%

131%

- 120%

100% of operating earnings

—————————————————————————————————————————————————————————————————————————— - 100%

- 80%

- 60%

- 40%

- 20%

F 0%
Q1'09 Q2'09 Q3'09 Q4'09 Q1'10 Q2'10 Q3'10 Q4'10 Q1'11 Q2'11 Q3'11 Q4'11 Q1'12 Q2'12 Q3'12 Q4'12 Q1'13 Q2'13 Q3'13 Q4'13 Q1'14 Q2'14 Q3'14 Q4'14 Q1'15 Q2'15 Q3'15 Q4'15 Q1'16 Q2'16 Q3'16 Q4'16 Q1'17 Q2'17 Q3'17 Q4'17
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Most Commonly Asked Questions

Fifth — Are Innovation and Branding Still Key? e Awanos 2012-201
Investors and Cutters ST EFFEC 5 COM

Spendmg m?re on Advertlsmg & Promotion correlates with Exhibit 1: Between 2014-16 companies that invested in A&P grew
faster organic sales growth. faster than those that cut A&P as a % of sales

"Investors" vs "Cutters" - organic growth

5.9%

“Analysing A&P spend across 40 global FMICG companies
shows those that have been consistently increasing brand
investment have on average 50% faster growth than peers
that haven't. Not only does A&P spend boost sales, it also
builds barriers to entry, which allows FMCG companies to
earn returns far in excess of their cost of capital and aw
ultimately drives valuation”. Organic growth (14-16) Organic growth (14-16 vs 11-13)

H Investors Cutters

2.5%
1.7%

W ok = D = kW B =
EE S EESEESREESRE

- Morgan Stanley Research ’Brands are dead? A&P spend remains key in a digital world”. Source: Company data, Morgan Stanley Research
November 6, 2017.

W PP
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Most Commonly Asked Questions 2

EFFIE AWARDS 2012-2017

Fifth — Are Innovation and Branding Still Key? Pk L L
Strong Brands Generate Superior Shareholders’ Return, Top 10 Global Brands Outperform

S&P 500 by 60% and MSCI over 3x Over Last 11 Years
181.8%

BrandZ™ Strong Brands Portfolio

S&P 500
MSCI

Apr Feb
2006 2007 2008 2009 2010 20N 2012 2013 2014 2015 2016 2017 2018
Methodology and Valuation by
69

KANTAR MillWARDBROWN Download the reports at www.brandz.com



4  Our Structural Response
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Our Structural Response
Acceleration of Strategic Focus ez zon

Simplifying our verticals — Ogilvy with John Seifert's Next Chapter; GroupM with Kelly Clark’s and Tim Castree’s
Wavemaker; Kantar with Eric Salama’s Kantar First and Kantar Consulting; Donna Imperato’s leadership of Burson Cohn
& Wolfe; Finsbury’s strategic partnership with Hering Schuppener and Glover Park Group; WPP Brand Consulting and
consolidation at Superunion under Simon Bolton and Jim Prior; Mike Hudnall's WPP Health & Wellness; Mark Read'’s
Wunderman with POSSIBLE, Salmon, Cognifide and Acceleration; Jon Cook’s VML with Rockfish.

Stronger client co-ordination across Group - 51 client leaders, 1/3 of revenue and overseeing client relationships on
integrated firm-wide basis, not solely on vertical by vertical or country by country.

Appointing country and sub-regional leaders - to ensure integration of offers at country level, particularly with growth of

local/regional “piranha” or “gladiator” brands, concentrate not only on best local clients but best people and acquisitions
on market by market basis. Recent appointments of Shenang Chuang (Taiwan), Mathieu Morgenzstern (France), Karen
Blackett (UK) and Sergio Armado (Brazil). Now cover approximately half of the countries in which we operate.

“Horizontalizing” functions, systems, platforms - that clearly provide client-differentiating services for both our integrated
offer and our brands. Started in finance, talent, IT, property and practices eg retail, brand valuation, government, and now
our production management platform (Hogarth). Examining how digital transformation, eCommerce and shopper
platforms, systems and capabilities can be made available horizontally across the Group. Involved in digital strategy,
transformation and disruption with clients, and will be ensuring these capabilities easily accessible and combine
effectively with verticals.

W PP
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Our Structural Response
Acceleration of Strategic Focus ez zon
“Horizontalizing” Functions, Systems, Platforms

NEXT PHASE OF SIMPLIFICATION Select Client Team P&Ls

Health &
Wellness

Specialist
Comms (incl.
Digital, Direct
& Interactive)

Advertising Media Data Brand Public
Investment Investment Consulting Relations &
Management Management Public Affairs

Production
Management
Platform Select Country P&Ls
| | | | | | | | | | | | ‘\‘x.:l;nli .
Digital ‘
Transformation, a '@
eCommerce and
Shopper i
pp u u u u u u @ -

TALENT

Shared Services
FINANCE + PROPERTY + PROCUREMENT + INFORMATION TECHNOLOGY

PRACTICES

W PP
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5 Outlook and Conclusions
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Conclusions 2017
Not a Pretty Year With Flat Top-Line Growth and Margins e awaros ao-zor Y

= Reported revenue and revenue less P-T? costs growth 6%, like-for-like revenue less P-T* costs -0.9%,
reported margin down 0.1 margin points but flat constant currency and like-for-like. Reported headline diluted
EPS of 120.4p up over 6%.

= |ncreased return on equity of 16.9% versus lower WACC of 6.3% and dividend increased to 60.0p, up 6.0%
and 50% pay-out ratio.

= Average Net Debt to EBITDA ratio of 2.0x — top of our 1.5x to 2.0x target range.

= FX tailwind reduces and becomes headwind from Q4 2017 +14% Q1, +10% Q2, +2% Q3, -3% Q4, 4.5% FY.

= Net new business $6.330 billion in year continues good overall performance seen in first nine months and
leading positions in net new business tables.

= Slow start to 2018 with January like-for-like revenue flat and revenue less P-T? costs down 1.2%, but above
budget.

= Focus on simplification of structure including verticals, client and country management and enterprise-wide
alignment of digital systems, platforms and capabilities.

W PP
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Outlook for 2018
|

Our Updated Financial Model Y i

= Qrganic revenue and revenue less P-T? costs growth of 0-5% in line with market growth.

= Margin improvement of 0 to 0.3 margin points or more before currency movements,
depending on revenue less P-T' costs growth and staff cost/revenue less PT' costs ratio
improvement of 0.2 margin points or more.

= Use of our substantial cash flow to enhance EPS through acquisitions, share buy-backs
and debt reduction.

Acquisitions £300m-£400m

Share buy-backs 2-3%
Pay-out ratio 50%

= This would deliver 5-10% of EPS growth.

W PP
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Outlook for 2018

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

= Budgets, with operating companies encouraged to budget extremely conservatively, indicate
— Flat like-for-like revenue and revenue less P-T?! costs growth, with a stronger second half.
— Flat constant currency operating margin to revenue less P-T? costs.
— Acquisitions to add ca. 2-3% to revenue and revenue less P-T? costs.

— At current exchange rates the full year currency impact is 4% decrease to revenue and revenue less P-T? costs.

= Prime focus to grow revenue and revenue less P-T?! costs faster than industry average driven by leading
position in horizontality, faster growing markets and digital, premier parent company creative and
effectiveness position, new business and strategically targeted acquisitions.

= Meet operating margin objectives by managing absolute costs and increase flexibility to adapt cost structure
to significant market changes.

1 Revenue less pass-through costs, previously net sales
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6 32 Year History
(Hard Copy Only)
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32 Year History .

WPP Reported Revenue e e iy

£'m
17,000 -
16,000 - "7 15,265
15,000 - 7 14,389
14,000 - -
13,000 - -~ 12,235
12,000 - el 11,529
e 11,019.

11,000 - 32 Year CAGR 29%

0 - 10,025%373
10,000 - - 9,331
9,000 - - 8,684
8,000 - -7 7,477
7,000 - -

5,9086’185

6,000 - - 5,374

5,000 - Pt

4,000 - Pt

3,000 - .-

2,000 - PPt

1,000 - o4 547
0

4,0223 gogh 106390

2,981
2,173
51,6011,7471,918

1,4311,4271,55
1’0051,2641,2041.,273 _
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32 Year History 2

WPP Revenue Less P-T! Costs il A

£'m
14,000 -
13,000 - 177398
12,000 - -

11,000 - -~ 10,524
-~ 10,065

10,000 - Pt 0,076
- 9,2399,5151L

9,000 - 32 Year CAGR 29% - 8,561
-~ 7,981

8,000 - -
-~ 7,009
7,000 - -

6,000 - -t 5 6115850
-~ 5,133 -
5,000 - -

4,074
4,000 - _-- 3_-7903,6903'869

3,000 - - 2,736

- 1,855

| | 076 1 1 1.4371 4691,633 ’
7 ,2091,204 328 '
843 .' 1,0161,0 0

1,000 T - 442

1 Revenue less pass-through costs, previously net sales
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WPP Organic Growth
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%

20 -
18.6
= Organic Revenue Growth
15.0 Organic Revenue Less Pass-Through Costs Growth
15 4 13.9 14.1 '
11.8
10 A ; h 539
g0 83 8.4 80 8.0 32 Year average organic revenue growth : 5.3% 8.2
6.3
b 3 ) g 352 4 % A 4 N 4 555450 ____°¢ 53.53 __ ____ 53 __
S 40 4.0 '
35 3
0.7
0 NY
D o A ® O Vv O O A P OO O X O O Q& QO N b&%b’\a
D" DD DD DD PR DD D DO QO QSO QOO QL N NN NN N
SESECESECENES SR UECE RS S B C S i S S A e A R
-3.0
S -47
-5.9
-8.1

_10 J

Note: Estimates for 1985-1990
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WPP PBIT and Margins
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PBIT PBIT margin
: 2004 onwards N g
£'m %
PBIT reported
under IFRS LTANT3% 18%
16.50/3_6.70/61.6.9& e
6.0% 16.1%
i 15.794.5.8% 15.9%
: 4.8% . 0
14.0% 0 w 14.4%
0% 13.8%4 794 od5-1%
4.5% 0% o 14-8% - 14%
12.7% 14.0% : 2 7% 4.3%
13.4% oo %%
1,500 11.3% 2.8% 13.094.3.0% : 1206
12.3%
10.0% 1.8% 11.7%
0.8% L 10%
8.3% § 6% X 02 7
1,000 - L
7.0% 8.4% 8%
1774
1662 1681
0%
5. () 14 91 1 L 6%
5% 5.6% s 1229
+ 320,
500 4 5.0% 32 Year CAGR: 32% ok o
859
2.3% 755
5€ o 531 560 |
2.3% , 4 480 2%
g9 D 245 '
03 14 22 108 138 60 100 124 150 182
0_(0@'\%Cb0\q,fbvbb«%qumfbvb@«%qexm%v@@«_O%
P DD LD PO LT LS P NN ARAN NN NN
FFFFFEF PP FFTFTIFIFTIFTCTLLTT T T T T TS S S S

=g Revenue Margin - Full Year

== Revenue Less Pass-Through Costs Margin - Full Year

= «® = Revenue Margin - Full Year Pro-forma for TNS acquisition
= «» == Revenue Less Pass-Through Costs Margin - Full Year Pro-forma for TNS acquisition
|

W PP

Note Headline PBIT includes associates and excludes goodwill and intangible charges, gain on sale of New York property, restructuring charges, costs of changes in corporate
structure, gains/losses on disposals of subsidiaries and investments, investment write-downs and share of exceptional gains/losses of associates, restructuring costs and IT
asset write-downs. For 2004 onwards, headline PBIT has been prepared under IFRS. 2003 and prior periods are in accordance with previous UK GAAP.
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32 Year History
WPP Headline Diluted EPS Post 1992 Rights Issue

pence
140 -
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7/ Other Information
(Hard Copy only)

7.1 Further Revenue Analysis

7.2 Financial Information Relating to Income Statement
7.3 Acquisitions

7.4 Share Owner Returns Information

7.5 Competitor Information
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7.1 Further Revenue Analysis (Hard Copy only)
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Results for 2017

v

Our Billion $ Revenue Brands Lt
WM
MINDSHARE WAVEMAKER MEDIACOM
J. WALTER THOMPSON WORLDWIDE OW\A'VJ Y&R
KANTAR
IKANTAR TNS-

) WUNDERMAN

Our 9 ‘Billion Dollar Brands'
Nine WPP brands have
generated revenues of

$1 billion or more

W PP
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Results for 2017

Improving the Creative Reputation of all our Businesses

Network?

BBDO
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EFFIE AWARDS 2012-2017
MQOST EFFECTIVE HOLDING COMPANY

Ogilvy & Mather

McCann

Ogilvy & Mather
Cannes Network of the Year
2012-2016

Y&R

DDB

3 out of the top 6 Cannes
networks of the year

Grey

2 out of the top 4 Cannes
agencies of the year

TBWA

Publicis

Ogilvy & Mather L
EFFIE Most Effective Agency | ‘ejmw%,ds
Network 2012, 2013 and 2016 '

O N[fO|O | [W[IDN|PF

Leo Burnett

[EN
o

FCB

=
=

Havas

WPP

WARC Most Effective
Holding Company

2014, 2015 and 2016

=
N

J. Walter Thompson

1 Ranked by number of points awarded

Grey Global Agency of the
Year 2014 (05 ADWEEK
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Results for 2017 :

Revenue by Industry A Y

Other Auto
10%

Consumer Products
6%

Telcom
5%

Personal Care

Technology 11%
6%
Retail
6%
Government Healthcare
2% Qi 12%

2%

Financial Services

8%
Food & Drink
14%

Chart represents the amount of revenue attributed to each industry expressed as a percentage of the total revenue from WPP’s designated clients (over 3,000) for the period
ended 31 December 2017 87
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Results for 2017

Revenue Less P-T Costs Growth! by Category ;F;;ﬁ::::;:tiﬁngxsg';OMpANQ"

Revenue less P-T costs Growth? Categories

More than 5% Electronics

0% to 5% Computers, Media & Entertainment, Financial Services, Oil, Retalil

Automotive, Drinks, Food, Government, Personal Care & Drugs,

0)
Less than 0% Telecommunications, Travel & Airline

W PP
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Results for 2017

: A
Revenue Share Continues to Increase MGST EFFECTIVE ROLDING COMPANY

WPP Share of Digital Revenue

B
39%

37%+

36%

2000 2006 2011 2012 2013 2014 2015 2016 2017 Targetin5
Years

1 Including AKQA Pro-Forma
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Results for 2017
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WPP Paosition in Direct, Digital and Interactive A Y
Full Year 2017 Revenue $m
Direct, Digital and Interactive Networks 3556
(Ogilvy, Wunderman, Geometry, VML, WPP Digital, Mirum & AKQA)

% of Group revenue 18%
Specialist Direct, Digital and Interactive resources:

- Data Investment Management 1155

(Millward Brown, TNS and Lightspeed)

- GroupM 2,361

- Other 1,144
Total Full Year 2017+ 8,216
% of Group revenue
Full Year 2017 42%
Full Year 2016 39%

W PP
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[ | |
1 Like-for like Digital revenue grew by 2.5% and Digital net sales by 2.0%
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Results for 2017 .

Our Billion $ Revenue Markets Lt

*
‘
,‘ *
*

/LN

Y /

K Greater China

SZ
1IN » *
»*

»*

Germany Australia/
New Zealand

Our 6 ‘Billion Dollar Markets’
WPP compamnies (including associates Spain
cand investments) genercated revenues

of more than $1 billion in six morkets

W PP
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Results for 2017

Revenue less P-T Costs Growth! by Country e amzzon

Revenue less P-T Costs Growth Top Countries

More than 10% Argentina
5% to 10% Indonesia
0% to 5% Belgium, Brazil, Denmark, Philippines, South Africa, Thailand, UK

Australia, Canada, Greater China?, Mainland China, Dubai, France,
Less than 0% Germany, India, Italy, Japan, Mexico, Netherlands, Poland, Russia,
Singapore, South Korea, Spain, Sweden, Switzerland, Turkey, USA

1 Like-for-like growth of revenue less pass-through costs, previously net sales

2 Includes Hong Kong and Taiwan 92




Results for 2017

WPP’s Performance Remains Strong in BRICs Markets

Revenue $'m

1,600

1,400

1,200

1,000

800

600

400

200

17 year CAGR 13%

2000 2016 2017

Greater Chinat

[ |
1 Includes Hong Kong and Taiwan

17 year CAGR 16%

17 year CAGR 11%

17 year CAGR 40%
2000 2016 2017 2000 2016 2017 2000 2016 2017
Brazil India Russia
| |

HOLDING COMPANY OF THE YEAR

«QD
CANNES LICNS 2011-2017

A

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

W PP
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Results for 2017
WPP in Faster Growing Markets

Region Market Billings! % Share! Rank! 12 month?  People?
$bn Revenue $bn ‘000

Asia Pacific: Greater China3 11.6 36% 1 1.4 13
India 4.8 50% 1 0.7 19

Thailand 0.9 35% 1 0.2 2

LatAm: Brazil n/a n/a 1’ 0.5 7
Mexico 1.1 28% 1 0.2 2

Argentina 0.6 24% 3 0.6 8

Other: Africa>/Middle East 3.2 31% 1 0.8 32
Russia 1.1 17% 3 0.2 2

Poland 1.1 37% 1 0.1 2

0 [ —

1 Source RECMA 2016 overall billings as issued July 2017

4 WPP estimate, including digital and traditional media billings

2 12 months to 31 December 2017 including associates, people at 31 December 2017 5 Africa is South Africa only

3 Includes Hong Kong and Taiwan
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HOLDING COMPANY OF THE YEAR
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EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY
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Results for 2017

51 Account Teams — one-third of revenue with over 38,000 WPP employees working on

these clients
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Results for 2017

20 Current Regional, Sub-Regional and Country Managers — People, Clients, Acquisitions ")

EFFIE AWARDS 2012-2016
MOST EFFECTIVE HOLDING COMPANY

Covering 52 out
of 112 countries

1
A
K
\ ‘
4
r”

® South Korea

Mexico \l”\CUba | \ ‘ { Taiwan

ME & N Africa

Indonesia

’ \ . a i'etrg gm
My

s o= i
R

Andina .
Brazil

Australia & New
Zealand

'-*’)

[ |
1 There are 2 country managers for Greater China

W PP
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7.2 Financial Information Relating to Income
Statement (Hard Copy only)
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Results for 2017

Improving Operating Margins

PBIT?
£'m
2,400
2,200
2,000
1,800
1,600
1,400
1,200
1,000

800
600
400

200

0

PBIT! margin
%
0,
2,267 20%

2,160
19%

18%
1,774

1,662 1,681 - ——-
17%
1,531 S
1,429
16%
—
1,229

P 15%
I’ 0
14%

13%

12%

11%

, , 10%

2010 2011 2012 2013 2014 2015 2016 2017
s PBIT =« = Revenue Less Pass-Through Costs Margin

Long-term PBIT margin
targets include 1.0%
margin improvement from
operational efficiency
programmes

1 Figures before goodwill and intangibles charges, gain on sale of New York property in 2012, restructuring charges, costs of changes in corporate structure, gains/losses on
disposals of subsidiaries and investments, investment write-downs, share of exceptional gains/losses of associates, restructuring costs and revaluation of financial instruments

({ [/
CANNES LICNS 2011-2017
HOLDING COMPANY OF THE YEAR

A

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY
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Results for 2017 :

Maintaining Flexibility in The Cost Base - Change in Variable Costs? e amaros otzaoy

2012 2013 2014 2015 2016 2017
m Variable Staff Costs as % of Revenue Less Pass-Through Costs PP

1 Freelance, consultants and incentive costs

99



Results for 2017

Net Finance Costs

£m 2017 2016 B/(W)
Net debt interest 180 177 (3)
Investment Income (16) (12) 4
IAS 19 (Pensions) 10 9 (1)
Sub-total (6) (3) 3
Headline finance costs 174 174 -
IAS 39 (Financial Instruments) (261) 48 309
Net finance costs (87) 222 309
[ | |

HOLDING COMPANY OF THE YEAR

™
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EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY
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Results for 2017

,

Pensions Deficit pl il R
£m 2017 2016
Deficit B/F (277) (229)
Service cost (13) (22)

Plan liabilities interest charge (33) (37)
Funding 68 44
Investment returns 40 97
Change in valuation assumptionst 4 (85)
Other movements (3) 1
Movements in the year excluding FX 63 (2)
Foreign exchange impact 8 (46)
Deficit C/F (206) (277)

Asset Allocation

Bonds and insured annuities 75% 67%
Equities 13% 17%
Other 12% 16%

1 Primarily due to a 18 basis point decrease in discount rates in 2017 (2.77%) compared with 2016 (2.95%) and a 68 basis point decrease in discount rates in 2016 (2.95%) compared with
2015 (3.63%) 101
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Earnout Accrual 5‘5‘5i‘;‘é’é‘iﬁiﬁ%‘.éﬁé‘é@w@
2017 Rollforward £m Expected Payments £m
31 December 2016 977 2018 181
Earnouts paid (199) 2019 128
New acquisitions 164 2020 144
Revised estimates taken to goodwill (61) 2021 58
Revaluations of payments (209) 2022 103
Excluding FX 672 2023+ 17
Foreign exchange impact (41) Total 631
31 December 2017 631
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Results for 2017
Ordinary Shares — Diluted

™)

o,
CANNES LIONS 2011-2017
HOLDING COMPANY OF THE YEAR

v

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

December December
2017 2016
No. of Shares (million) Actual Actual
Average Basic 1,261 1,278
Share Option Dilution 2 2
Other Potentially Issuable Shares 13 16
Diluted Shares 1,276 1,296 1.5%
C T I I

W PP
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Results for 2017

Ordinary Shares - Basic

™)

o,
CANNES LIONS 2011-2017
HOLDING COMPANY OF THE YEAR

v

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

December December

2017 2016

No. of Shares (million) Actual Actual

1 January 1,332 1,329

Option exercise 1 3
31 December 1,333 1,332 -0.1%

Weighted Average 1,332 1,330

ESOP, Treasury & Other (71) (52)
Average Basic 1,261 1,278 1.3%

104
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Results for 2017 |
Effects of Currency b LS
2017 2016 Sterling
Weaker
US$ 1.29 1.35 -4%
€ 1.14 1.22 -1%
¥ 145 147 -1%
: — Revenue less pass-through costs
Chinese Renminbi 8.7 9.0 -3% were increased by £638m and
Brazilian Real 4.11 4.74 -13% headline PBIT! by £67m as a
Australian $ 1.68 1.82 8% result of weakness of £ sterling
Canadian $ 1.67 1.80 705 | VETSUS PriOT year.
Indian Rupee 84 91 -8%
Singapore $ 1.78 1.87 -5%
Russian Rouble 75 91 -18%
South African Rand 17.2 20.0 -14%

1 Figures before goodwill and intangibles charges, gains/losses on step-ups, gains/losses on disposals of subsidiaries and investments, investment write-downs, share of
exceptional gains/losses of associates and restructuring costs 105



Results for 2017

24 month US$ range 1.23 to 1.45

h

)

CANNES LICNS 2011-2017

HOLDING COMPANY OF THE YEAR
,

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

usD Monthly Average Quarterly % Variance vs PY
1.50 £ Strength
10%
- o - 2018
1.45 e 2017
2016 >% ]
6.9%
1.40
/ 0% ; ; ; ;
Q3 Q4
-0.3%
1.35
5%
1.30 /
-10%
1.25 /\/ -15%
1.20 ; ; ; ; ; ; . . . 20%
Jan Feb Mar Apr May Jun Jul Aug  Sep Oct Nov  Dec £ Weakness
Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec
2017 Monthly Average 1.24 1.25 1.23 1.26 1.29 1.28 1.30 1.30 1.33 1.32 1.32 1.34
% change vs PY -14.2% -12.7% -13.4% -11.7% -11.0% -9.9% -1.1% -1.1% 1.3% 7.0% 6.3% 7.3%
Quarterly Average Q1 1.24 Q2 1.28 Q3 1.31 Q4 1.33
% change vs PY -13.4% -10.8% -0.3% 6.9%

Jan 2016 to Jan 2018 are based on average monthly rates, Feb - Dec 2018 are based on latest estimate and set at US$1.40 to £1
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Results for 2017
24 month € range 1.10 to 1.33

CANNES LICNS 2011-2017

,

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

. ';l;R Monthly Average Quarterly % Variance vs PY
’ 0% - ; ; ; ;
-2% .:
130
4% -
1.25 2017 6% -
2016
-8% -
1.20
-10%
115 1%
-14%
1.10
-16%
1.05 ; ; ; 18%
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec £ Weakness
Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec
2017 Monthly Average 1.16 1.17 1.16 1.18 1.17 1.14 1.13 1.10 1.12 1.12 1.13 1.13
% change vs PY -12.4% -8.9% -9.8% -6.5% -9.0% -9.8% -5.1% -6.2% -4.6% 0.3% -2.4% -4.3%
Quarterly Average Q1 1.16 Q2 1.16 Q3 1.11 Q4 1.13
% change vs PY -10.4% -8.4% -5.3% -2.2%

Jan 2016 to Jan 2018 are based on average monthly rates, Feb - Dec 2018 are based on latest estimate and set at €1.13 to £1

107
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Results for 2017

Fast Growth Regions - Quarterly % Variance vs PY

5%

0%

-5%

-10%

-15%

-20%

-25%

10%

5%

0%

-5%

-10%

-15%

-20%

-25%

Latin America
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HOLDING COMPANY OF THE YEAR

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

Asia Pacific
30%
4.1%
—_— - 20%
Q12016 - Q3 Q4
-0.1% -1.0%
-3.2% 10% 21.9%
13.6%
1.3% 9.0%
0%
Q12016 Q2 Cor Q3 Qs
-3.0% -4.5%

-10%

-20%

-30%

£ Strength/(Weakness) £ Strength/(Weakness)
Africa & Middle East Fast Growth Markets
10%
7.0% 5%
A4 1.0% 0.2% : 5.8% 14% 2%
Q12016 Q2 Q3 Q4 0% —
Q12016 Q2 Q3 Q4
-0.9%
5%
-10%
-15%
-20%
£ Strength/(Weakness) £ Strength/(Weakness)
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7.3 Acquisitions (Hard Copy only)
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Results for 2017

Using Free Cash Flow for Acquisitions aresmoszonzon |

= Significant pipeline of reasonably priced small and medium-sized potential acquisitions.

= Continue to focus on new media, data investment management, including application of new
technology, big data and content.

= Acceleration to reach 40-45% target for new markets with focus also outside BRICs and Next 11 to
newer potential opportunities e.g. Cuba, Iran and North Africa.

= During 2017, 43 small and medium-sized acquisitions completed in executing this strategy.
= We continue to find opportunities at earnings enhancing multiples, with exception of digital assets in
USA, where prices seem to have got ahead of themselves because of pressure on competitors to

catch up.

= Acquisitions added 1.9% to revenue growth and 2.3% to revenue less P-T* costs growth in 2017.

W PP

110

| |
1 Revenue less pass-through costs, previously net sales




i SSJE&%‘!,;?S&AR@
Results for 2017

Acquisitions and Investments ErHE AwarDs 2012-2017

MOST EFFECTIVE HOLDING COMPANY

Fast Growth

Markets 88rising (USA)?
The Cocktail (Spain)
ARBA (Hong Kong) Deeplocal (USA) Mic (USA)2
.. _ CBC (China)t2 DIS/PLAY (Denmark) Newsaccess (Ireland)

Bruketa&Zini¢ (Croatia) CMC (China)t2 Eightytwenty (Ireland) Pierry (USA)
Creq (Slovakla'l)1 Enext (Brazil) Fatherly (USA)? Precise Media (UK)!
Mediacom India® GLITCH (INDIA) Fullscreen (USA)*2 ScrollMotion (USA)t2
Menacom (Middle East, North Africa)t hug digital (Middle East) Game Pass (USA)? Sensio (France)
Shanghai Ogilvy & Mather IDG (China)t2 Gimlet (USA)? SubVRsive (USA)3
WVI (Russia) Pmweb (Brazil)! LR LG R Syzygy (Germany)'

Raine (China)t2 Keltra (USA)? Within (USA)?

Squad (Kenya)t Loom (USA)

Marketplace Ignition (USA)
MASH STRATEGY (UK)

MC2 (ltaly)’

Advertising Branding & ldentity ~ WPP Health & Wellness
BAR (PORTUGAL)  Design Bridge (UK) The Mighty (USA)?
Thjnk (Germany) Urban Vision (Italy)3

Zubi (USA)
L Step-ups in investments, associates and subsidiaries’ equity
2 |nvestments 111

3 Associates
Underlined acquired during Q4, CAPITALS SINCE 1 JANUARY 2018
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Results for 2017

Acquisitions Since 1 October ErHE AwarDs 2012-2017

MOST EFFECTIVE HOLDING COMPANY

ARBA — Hong Kong (Ogilvy)

ARBA is a digital consultancy, and was founded in Hong Kong in 2012, ARBA offers bespoke digital design and software

engineering services with a focus on sales acceleration and customer experience. It specializes in digital strategy and has EE
strong expertise in the financial services industry. With a staff strength of more than 40, ARBA clients include FWD,

Prudential, Hang Seng Bank and other financial and insurance providers. ARBA technical and production strengths include

enterprise mobile apps, responsive web and intranet, as well as CRM and predictive analytics.

BAR! — Portugal (Ogilvy)

BAR is a leading independent creative agency in Portugal. BAR will merge operations with Ogilvy & Mather Portugal, with
the combined business trading as BAR Ogilvy. It will be managed by the founders of BAR: Jose Bomtempo, Diogo Anahory
and Miguel Ralha. Founded in Lisbon in 2009, BAR is an integrated agency with a strong creative reputation. Clients include
Sagres, Millennium BCP, CUF, Nowo, TAP and Nespresso.

Enext — Brazil ((J. Walter Thompson Company)

Enext is a digital agency in Brazil that specialises in e-commerce and Icloud marketing solutions. Clients include Ambev SA, .
Arezzo, Mondelez International, Multiplus SA, Novartis AG, Restoque SA and Sephora. Enext employs 120 people and is e r‘ eXL
based in Sao Paulo. It was founded in 2008. Enext is a leader in consulting, platform development and managing digital

Initiatives for clients in Brazil. It offers a unique portfolio of services through the development of digital journeys for

consumers to the creation and activation of digital campaigns, the optimisation of transactions and the development and

monitoring of client relationship models.

W PP
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1 Acquired since 1 January 2018
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Results for 2017

Acquisitions Since 1 October sz

Fatherly! — USA (WPP Ventures)

Fatherly is a digital media company producing content for millennial parents in the US. advertising and branded-content f

clients include Johnson & Johnson, Mattel, Inc. and the New York Life Insurance Company. Fatherly has worked with over % Fatherly
100 brands to date, developing and distributing native advertising, custom videos and custom branded content. It has

created franchise series such as “940 Weekends,” which is a reference to the number of weekends parents have to spend

with their children between birth and the age of 18, “My Father The...,” a series of interviews with the sons and daughters of

famous men, and its upcoming “Father of the Year” awards.

The Glitch2 — India (GroupM)
The Glitch is a digitally-led creative agency. The Glitch was founded in 2009 and employs around 200 people in Mumbai

and Delhi. The Glitch’s full-service capabilities include digital, video and content strategy, interactive design technology, e-
commerce, branding and media planning. Clients include Unilever, Netflix, OYO Rooms, Shutterstock, Tinder and others in W‘

the entertainment, beauty and FMCG sectors.

1 Investment

2 Acquired since 1 January 2018 113
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Results for 2017

Acquisitions Since 1 October aresmoszonzon |

Mash Strategy' — UK (Kantar Consulting)

Mash is a London-based brand strategy and growth consultancy. Mash provides integrated consulting services covering

growth strategy, insight, innovation and brand transformation. Clients include Johnson & Johnson, Samsung, Unilever and Z N 5 MaSh
PepsiCo. Mash was founded in 2010 and employs around 25 people in London and New York.

The Mighty2 — USA (WPP Health & Wellness)

The Mighty is an online community platform for people facing health challenges and disabilities. The Mighty employs

approximately 30 people and is based in Burbank, CA, with an office in New York. It was founded in 2014 and is o
demonstrating strong engagement statistics, with more than one million community members and 90 million engagements :

with personal health stories and videos per month. The Mighty is building a social network of support for all facets of living M I G H T Y
with chronic conditions through patient stories, treatment information, education resources, and connections among

community members Content is generated by community members, medical professionals, and an in-house editorial team.

The Mighty was founded by Mike Porath, a former journalist at ABC News, NBC News, and The New York Times, who as

the father of a child with a rare disease, saw the need for a health-specific community platform to connect people through

shared experiences.

' Acquired since 1 January 2018

2 Investment 114
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Share Owner Returns Information
(Hard Copy only)
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Results for 2017

v
Return On Equity and WACC:L EFFIE AWARDS 2012-2017

MOST EFFECTIVE HOLDING COMPANY

%
18

16.9

16.3 16.2
16

14.4

14

12

10

[ee)

D

N

N

2010 2011 2012 2013 2014 2015 2016 2017
mmm Return on Equity = \WACC

W PP
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1 Return on equity is headline diluted EPS divided by equity shareowners funds per share; WACC Is weighted average cost of capital
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Results for 2017 >

Using Free Cash Flow to Enhance Dividend Pay-Out Ratio

A

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

140p _ 50%
Target pay-out ratio 50%
45%
120p
40%
30%
80p
25%
60p
20%
0,
40p 15%
10%
20p
5%
0
Op 2010 2011 2012 2013 2014 2015 2016 2017 0%
mmmm Headline Diluted EPS 56.7p 67.7p 73.4p 80.8p 84.9p 93.6p 113.2p 120.4p
mmm Dividend Declared/Share 17.79p 24.60p 28.51p 34.21p 38.20p 44.69p 56.60p 60.00p
e Djvidend Pay-Out Ratio 31% 36% 39% 42% 45% 48% 50% 50%
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Results for 2017

Using Free Cash Flow to Enhance Share Owner Value
£'m Distributions to Share Owners?

EFFIE AWARDS 2012-2017
MOST EFFECTIVE HOLDING COMPANY

Distributions as % of shares issued*

1,200 7%
6%
1,000
5%
800
4%
600
3%
400
2%
200
1%
0
0 2010 2011 2012 2013 2014 2015 2016 2017 0%
= Dividends paid 201 218 307 397 460 546 617 752
== Buy-backs 46 182 134 197 511 588 427 504
e 0% of shares issued? 3.0% 4.5% 4.3% 3.8% 5.9% 6.0% 4.9% 6.2%

1 Sum of share buy-backs and dividends paid divided by average shares in issue for the relevant period, as a % of the average share price for the relevant period

2 Dividends paid as a proportion of total distributions to share owners

W PP
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Results for 2017

Using Free Cash Flow to Enhance Share Owner Value ;‘;;ﬁ#:::;:tﬁﬁngxsg';OMpANQ"
Dividends and Share Buy-Backs

= 2017 final dividend increased by 0.7% to 37.30p per share (2016 — 37.05p) to give

full year dividend of 60.0p per share (2015 — 56.6p), up 6.0%.

= Distributions to share owners:
Share Buy-Backs

Dividends Paid Amount % of Share Base
2008 £162m £112m 1.6%
2009 £190m £10m 0.2%
2010 £200m £46m 0.5%
2011 £218m £182m 2.1%?*
2012 £307m £135m 1.3%?
2013 £397m £197m 1.4%
2014 £460m £511m 3.0%
2015 £546m £588m 3.0%
2016 £617m £427m 2.0%
2017 £752m £504m 2.5%

1 Of which 0.6% relates to share cancellations
2 Of which 0.5% relates to share cancellations 119
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Results for 2017 .

Using Free Cash Flow to Enhance Share Owner Value e awaros 2022017
£'m Distributions to Share Owners Since 2004

14,000 Cumulative from 1 January 2004: Over the last ten
mem Buy-backs 12 084 years we have
12 000 . _ ; returned £6.6bn to
' === Dividends paid share owners
. . 10,548
——Headline Earnings
% of Headline Earnings
10,000 0 g 9,08
7,852 66%
8,000
6,716
62%
6,000 5,628 °
4,662 57%
3,779
4,000 53%

2,000
769 —
89 328% '
825004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
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Results for 2017

Two Year Cumulative Like-for-Like Revenue Growth?

T T T T T

Q1 2016
Q2 2016
Q3 2016
Q4 2016
Q1 2017
Q2 2017
Q3 2017
Q4 2017

1 Two iear irowth is total revenue iiross Erofit for DENi irowth for the named quarter and same ﬂuarter one iear earlier

2WPP quarterly growth Q1/15 5.2%, Q2/15 4.5%, Q3/15 4.6% and Q4/15 6.7%, Q1/16 5.1%, Q2/16 3.5%, Q3/16 3.2%, Q4/16 0.5%, Q1/17 0.2%, Q2/17 -0.8%, Q3/17 -2.0%, Q4/17 +1.2%

3 OMC quarterly growth Q1/15 5.1%, Q2/15 5.3%, Q3/15 6.1% and Q4/15 4.8%, Q1/16 3.8%, Q2/16 3.4%, Q3/16 3.2%, Q4/16 3.6%, Q1/17 4.4%, Q2/17 3.5%, Q3/17 2.8%, Q4/17 1.6%

4 PUB quarterly growth Q1/15 0.9%, Q2/15 1.4%, Q3/15 0.7% and Q4/15 2.8%, Q1/16 2.9%, Q2/16 2.7%, Q3/16 0.2%, Q4/16 -2.5%, Q1/17 -1.2%, Q2/17 0.8%, Q3/17 1.2%, Q4/17 2.2%

5DEN gross profit growth (revenue growth not disclosed) for Q1/15 6.2%, Q2/15 6.5%, Q3/15 4.2%, Q4/15 10.6%, Q1/16 5.1%, Q2/16 9.5%, Q3/16 2.7%, Q4/16 3.9%, Q1/17 3.9%, Q2/17 -4.8%, Q3/17 -2.1%, Q4/17 2.8%
6 |PG quarterly growth Q1/15 5.7%, Q2/15 6.7%, Q3/15 7.1% and Q4/15 5.2%, Q1/16 6.7%, Q2/16 3.7%, Q3/16 4.3%, Q4/16 5.3%, Q1/17 2.7%, Q2/17 0.4%, Q3/17 0.5%, Q4/17 3.3%

7 HAV quarterly growth Q1/15 7.1%, Q2/15 5.5%, Q3/15 5.5% and Q4/15 3.1%, Q1/16 3.4%, Q2/16 2.7%, Q3/16 2.0%, Q4/16 4.2%, Q1/17 0.1%, Q2/17 -0.9%, Q3/17 0.1%, Q4/17 -2.1%
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Competitor Review!

MOST EFFECTIVE HOLDING COMPANY

30 10
@ Market Cap == 2017 Revenue  mmm 2017 EBITDA  —<¢—Market Cap/ EBITDA  —@-EV/EBITDA

25

~

~N ;

EBITDA Valuation Ratios

Market Capitalisation $bn

WPP OoMC PUB Dentsu Nielsen IPG Ipsos

W PP
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1 Market Capitalisation/Enterprise Value as of 23 February 2018
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2017 Revenue by Geography e A e

$19.7bn

$15.3b m Asia Pacific, Latin America, Africa & Middle East, CEE
.3bn
= Western Europe

® N America

$10.9bn

Source: WPP Omnicom Publicis IPG Dentsu

1 WPP — reportable US $'s per WPP preliminary results. Omnicom, IPG, Publicis and Havas - company presentations for 2017 with CEE estimated at 3%.
2 FX. Havas and Publicis assumes $1=€0.9232 based on the average for 2017

3 OMC and PUB CEE based on analyst estimates

41PG assumes Canada is ca. 1.5% of revenue

5Rest of World. Asia Pacific, Latin America, Africa & Middle East and Central & Eastern Europe

6 Dentsu based on disclosed pro-forma group revenue splits against 2017 actual reported revenue

W PP
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Revenue! in Faster Growing® Markets 2004-2017 e awADS 20122017

MOST EFFECTIVE HOLDING COMPANY

v

6.0

5.5
5.0
4.5
4.0
3.5
3.0
2.5
2.0
15
1.0
0.5
0.0

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017’
mWPP mOMC? mPUB?2 mIPG?2 1 HAV?2

Revenue ($'bn)

L WPP reportable US$ revenue per WPP results and peer $ revenue as shown in annual results presentations

2 Peer data sourced from annual results translated at average exchange rate for the year where applicable. 125
3 Faster growing markets include Asia Pacific, Latin America, Africa & Middle East and Central & Eastern Europe (analyst estimates for OMC, PUB and IPG for C&EE)

4 Including the businesses stepped up from STW on a proforma basis, 2015 adds $270m to revenue, 2016 adds $75m

5 Havas part of Vivendi in 2017
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Media Billings by Geography “i
Worldwide Ranking by Group as % of the Six Groups

%
40

mWPP = Omnicom ® Publicis E Dentsu = IPG Havas

35

30

25

20

15

10

Worldwide Americas Europe Asia Pacific

[ | | |
Source: RECMA July 2017 billings report, based on 2016 data
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Media Rankings in Brazil’ erie Awaros 2012-2017

MOST EFFECTIVE HOLDING COMPANY

v

= RECMA does not cover Brazil, IBOPE measures media spend with
“IBOPE Rate Card Monitor”.

Agency R$'bn Rank Group R$'bn Rank

Y&R 4.0

My Agencia 3.7 2

Ogilvy 3

Publicis 4
HAV 4.2 5

DBV 156

Other 26.5

Leo Burnett : Total Media Investment 72.0

Z Mais 2.3 9

W PP
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1 Source of data “IBOPE Monitor” survey of 2017 media spend issued February 2018, excludes on-line
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2017 Revenue by Sector

$19.7bn

m Data Investment Management
® Marketing Services

= Advertising

® Media

$15.3bn

$10.9bn

WPP Omnicom Publicis IPG Dentsu
[ | | |
Source: 1WPP reportable US $'s per WPP preliminary results

22017 company disclosures except: Havas, IPG and OMC media splits analyst estimates
3 FX. Havas and Publicis assumes $1=€0.9232 based on the average for 2017
4Omnicom’s $7.3bn of Marketing Services revenue includes food broking, barter, SELLBYTEL and consumer insight operations
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Digital in All Our Businesses pl il R

Digital Revenue
($billion — 2017 Full Year)

0.7

WPP Publicis Omnicom? Dentsu IPG? Havas!

W PP

129

[ | | |
1 Omnicom, IPG and Havas digital revenue based on Exane BNP Paribas estimates.
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