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The advertising industry in China today does not lack scale, what is missing,
however, is the appropriate levels of consistency, transparency and metrics. This in
turn leads to an incomplete system of standards and professional norms. The lack of
a professional industry evaluation structure highlights this inadequacy. It is important
to note that related government agencies, advertising industry organizations and a
number of research and analysis companies have made tremendous contribution to
the construction of an evaluating system. It should be pointed out, however, that at
the same time the building of an industry evaluating system can not be rushed but
requires a process of accumulation and evolution. From this perspective China's
advertising evaluation system is still at an early stage of development and so far
a suitable adaptive and commonly acknowledged standard methodology and
procedure for the evaluation of advertising companies has yet to be produced. There
is still a long road to travel in establishing a system that is at once scientific, complete
and thorough. Take the evaluation of advertising companies in China for example,
which is still limited by laws on publishing of revenues.The value of branding,
creativity and service, more important from the perspective of advertising companies,
are not incorporated in analysis or given due attention.
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Putting together an advertising market standard and evaluation system requires

QKE'ZE a joint effort and long term, unfaltering investment of time and energy from

':FEI %%%Ti?iﬁ%igﬁ administrative agencies, relevant research institutes, and the media and advertising
world. The China Advertising magazine and R3 jointly produced C-R3 advertising
agency evaluation system puts more attention on creative and service capabilities
that fall out of the reach of simple revenue based rankings, as well as agency image
and projects taken up on behalf of new clients. This series of elements that measure
an agency's ability are all subjected to quantitative analysis. Accordingly, the
advertising industry and society as a whole will achieve a clearer understanding of
the overall capabilities of advertising companies. This is definitely an indicator of the
growing maturity of the Chinese advertising industry.
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This is the 2006 4A advertising company evaluation report, following which we will
produce the C—R3 advertising company planning and creativity gold top 50 rankings,
in cooperation with R3. This will be the first time 4A and local Chinese advertising
companies are evaluated according to a single standard.
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Goh Shu Fen co-founded R3 in 2002, still
today, Asia’ s only consultancy to help
marketers and their agencies improve their
She started her
career as a marketer, before joining Ogilvy

efficiency and effectiveness.

and M&C Saatchi, combined for more than a
decade. In the last five years, R3 has devoted
over 50% of its energy to the China market,
helping a select group of clients gain insight
and improved performance into their agency
relationships, while at the same time giving
transparency to the industry in terms of this
report and other research.

You can contact her at shufen@rthree.com
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2006 was just another milestone in the ongoing
maturity of the industry in China. We saw an
unprecedented level of mergers, partnerships

in acquisitions — with local firms such as Always, APEX, Betterway, Citic Guaon, Unisono
and a number of others changing their ownership structures. We saw the emergence
of China’ s creative work on the world stage — with China based agencies winning
more and more awards in Cannes, D&AD, Clio and One Show. All signs are indicating
China’ s desire and ambition to extend its influence beyond its 1.3 billion mouths and
wallets. In the words of the revered Haier chairman, Zhang Ruimin, companies with no
global business will be acquired by those who do. In the last 20 years, Haier has grown
from a start up to now being fourth largest white goods manufacturer with factories
in North America and Pakistan. In the same period, China’ s advertising has grown
tremendously, China has more advertising agencies than any other market, yet few had
extended its wings beyond China. We have no doubt that this will be a reality, if China’
s local agencies adopt the same mindset of globalisation and enterprise, focusing on
ideas and business know-how that transcend boundaries. This is the reason why in this
year’ s report, we feel it’ s opportune to include local agencies who have invested in
time, processes, tools and talent to close the gap against international agencies.

Most importantly, brands in China needs agencies that can take them global tomorrow,
and they will select the best possible partner they can leverage, be it local or 4As
agencies. It is therefore important that we persist for international standards, and persist
to assess our industry in a way that adopts global recognised methodology.
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However, this second annual report, the 2006 survey, will always be controversial,
as we attempt to capture thousands of people’ s output and talent across dozens of
companies in just a few short pages. One thing we always stress is that this report is
NOT a ranking, but a Report Card - it is using the best independent data available
in China to give some perspective on a market, where this is otherwise very difficult.
Assessing an agency anywhere on earth for the last 12 months is still an inexact science,
requiring judgement, insight and ultimately opinion. We hope marketers and agencies
alike find this a useful report.  Finally, we would like to express our sincere thanks to
the team at China Advertising, without whose support this kind of analysis would not be
possible
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This report sets up four basic areas for analysis of each 4A’ s creative and media agency.
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74 Good ( #&4F )

64> Satisfactory (i#& ) 5% Adequate (EZFi#E ) 44 Below average ( K TFF#KFE )

3% Poor (£3%)) 24 Ayeartoforget (—FERNEHES) 14 Survival in question ( £7F )

5 ik BA 94y Outstanding ( Z5#i) 84 Excellent ( &)
SCORE KEY

CREATIVE AGENCIES
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1.NEW BUSINESS (25%)

Business won and lost as reported in the R3 Asia Pacific New
Business League was the basis for this. For the three creative
agencies that do not participate in this league, an estimate of
new business was made

1. #ilk % (25% )
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2.CREATIVE AWARDS (25%)

We collected results from 2006 of the Cannes Awards, Clio
Awards, One Show and D&AD and combined this with local
results of the China Effie Awards and the China Advertising
Awards, the two most prestigious from a wide mix of awards.
2. IR (25% )
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3. INITIATIVES AND PERFORMANCE (25%)

We use opinion and judgement to assess each agency’ s
initiatives and performance throughout 2006, specifically in
the area of acquisitions, attracting new talent , opening new
divisions, and producing quality work for big clients

3. HMMERM (25% )
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4.AGENCY PERCEPTION STUDY (25%)

We used the results of 220 interviews with senior marketers
in China in regards to their creative agencies — both a
combination of Perception (all agencies by all clients) and
Reality (current agencies by current clients)

4. " ERXARKAE (25%)
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MEDIA AGENCIES
IR RE

1.NEW BUSINESS (25%)

Business won and lost as reported in the R3 Asia Pacific
New Business League was the basis for this. For the two
media agencies that do not participate in this league, an
estimate of new business was made
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2.AGENCY BILLINGS (25%)

We used our own analysis of China based agency
billings, using public sources and our own estimates
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3.INITIATIVES AND PERFORMANCE (25%)

We use opinion and judgement to assess each
agency’ s initiatives and performance throughout 2006,
specifically in the area of acquisitions, attracting new
talent , opening new divisions, and producing quality
work for big clients

3. B RRI (25%)
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4.AGENCY PERCEPTION STUDY (25%)

We used the results of 187 interviews with senior
marketers in China in regards to their media agencies
— both a combination of Perception (all agencies by all
clients) and Reality (current agencies by current clients)
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MEDIA AGE

WPP-Mindshare 42

WPPEEE - fELIIR(N

As the leading force in Group M, Mindshare had a positive 2006, cementing a closer relationship with
some key clients, growing staff and building more competitive advantages. While it lost the new business
leadership role to OMD for the first time, Andrew Meaden from Shanghai and Rob Hughes from Beijing
led the team to win more than its fair share of new business. The year started with Nestle coming in

after a protracted review against Zenith and UM. Yakult and Heinz also came in, along with the massive
Roewe business and Glico, In a strong year for pharmaceutical, the agency started relationships with
Yibai and Sichuan Baili amongst others. No other agency is a more feared competitor in China right now
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WPP-MEC %
WPPEEE - @ifdiR11

While 2005 was a strong year with Wrigley and other wins, 2006 was even better for MEC. Led from
the front by Bertilla Teo, the agency finally closed in on Colgate from Universal McCann to put in place
a strong alignment that had some who voted them as Global Agency of the Year. In addition, new
business came in from Campbells, Henkel, Hershey’ s and Toys R Us , losing only Reebok due to in the
global adidas realignment. MEC also shone in the R3 agency image research , particularly at the client
review section.when it came to client reviews of the agency. They have invested heavily in relationships,
however small, and it has helped them sopringboard to a stronger company
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WPP-Mediacom %
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: MediaCom had a solid twelve months emerging out of the shadows of Maxus with a strong team headed
; g{%ﬁlﬁ by experienced China media expert Michael Zhang. The agency spent much of the year bedding down

Nokia and expanding their influence on P&G, leaving not much time for pitching. The wins that came
were from AXA, Skoda, Audi A8, Tsingtao and finally ICI Paints, a strong group for any new agency.
More importantly, no accounts had left the China agency. MediaCom also enjoys strong awareness in

China—no doubt through Nokia and other wins, it can really showvcase its talent in the years ahead
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Omnicom—OMD 4
75 BREEE - S5RSURN

No agency won more new business in China than OMD, helmed by the energetic Elaine Ip, and an
increasing large posse of talented support staff. To prove the Johnson & Johnson consumer win
earlier in the year was no fluke, it closed the year consolidating media buying from Xian Janssen and
Shanghai J&J, along with some other JNJ equity projects. On top of this, the agency increased their
Daimler Chrysler business, picked up the Frito—Lay business from Mindshare and towards the end
of the year signed an alliance with Guangzhou Seahorse, one of the country’ s largest advertisers.
The agency’ s challenge now is to improve in R3's marketer research to the same extent it has
improved its business over the last two years
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Omnicom-PhD 4%
JGEREEME - PHD

At press time, PhD was but a new born within the Omnicom family in China, with the Asian rollout in
2006 to replace MediaWise operations focusing on the more developed markets first. But with T.S.
Tso, one of Greater China’ s most experienced practitioners at the helm, it should be destined for
great things in 2007. Already it has secured business from Nivea and Kanebo, and is laying claims
as a legitimate competitor just a few months into its launch
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Interpublic-Universal McCann P
InterpublicEE@-{TE 5

If 2005 was not a great year for Universal, 2006 was not a lot better. While it did win a number
of small assignments - elong, Monster.com, Vitasoy, Hitachi and Wang On, the losses of more
prominent brands like L’ Oreal, Johnson & Johnson, InBev and Colgate business far outweighed

the wins. To be fair, the Beijing office under Mike North had a better year than Shanghai, solidifying
Intel, Microsoft and other global businesses. With the arrival of new regional head David Morgan
mid year and finally, a new China CEQ in the form of Manpreet Singh from Mindshare Singapore, the
agency at least now has a baseline from which it can build from
MRIE2005E W FHRAZERMERN—F, PBA2006FECEREHIMEM. BRAEKE L/
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Interpublic-Initiative

InterpublicEE@-iR EX YRl

Strung by Unilever losses in Indonesia and Japan, China was not the main focus for King Lai and the
team through 2006. The agency had some modest successes with Synutra Milk (since lost to Zenith in
early 2007), Ariston, Haier Washing Machines and Marriott. It also partnered with Universal under the
establishment of Magna, IPG’ s core negotiation platform for China. China head Warren Chen has more

media experience than just about anyone in the market, so they should become a more competitive
force in the future
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Publicis - Zenithmedia %
BBAGEEE - SKTIUR{N

Following Li Lee’ s departure in 2005, Alex Abplanalp left the agency in 2006, replaced by the fresh
face of Malcolm Hanlon, from a stint in Zenith Europe. The big news for the Publicis entities for 2006
was not in the planning agencies, but through CMX (China Media Exchange), headed by Philip Beck,
a joint buying operation for the three agencies. It will continue to play a crucial role in the mix. Zenith

said goodbye to foundation client Nokia after 12 years in China, but replaced some of that revenue with
Siemens, Shineway, Wyeth and Bacardi. With a new management team in place, it’ s too early to tell
how their business will mature over the next few years.
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Optimedia has a slightly better year than its Zenith sister, securing more L’ Oreal business from
Universal, winning the Siemens Cordless Phone business and shoring up its HP relationship amongst

others. CEO Stephen Cheung led a highly aggressive team, and also partnered well in CMX growth. This
i year has already started very positively with QQ, Dongfeng Nissan and H&M assigning business to the

agency
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Publicis - Starcom 42
BEITEEE - EEYR N

Starcom had a relatively stable year, winning very little, but not losing a lot, apart from a few key
management personnel. Karla Pritchard from Starcom New Zealand replaced Jeremy Nathan, one of
China’ s most experienced media hands. And China CEO Doug Pearce eventually left the agency,

replaced by Paul Maher out of Hong Kong. The agency won new assignments from Watson’ s, InBev
and AlG, and continued to provide strong support for P&G out of Guangzhou
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Aegis - Carat %

SSHISE - SETm

Carat won more individual clients than any other media agency last year — but all combined,
they were still behind the chase led by OMD and Mindshare in terms of value. More reassuring,

}I m they didn’ t lose any assignments and retained adidas in a global review (of which the China
2 : relationship, led by Pauline Tsang, was critical). With Thomas Wong’ s departure, KF Lee

stepped into the GC management role based in Taiwan, and Michelle Lau took on China MD role.
Weifoon Lai took charge of Shanghai. New assignments came from Ballantine’ s, Park n shop,
Nikon and AMD , along with a smattering of local wins
PUERGALFILEARFNTFREHEELNENE,, REEVSHLEL, HRIBERTE
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Aegis - Vizeum %
TSR - HilEREm

Carat sister agency Vizeum had a positive year, growing its long relationship with Yili out of
Beijing, and picking up new assignments from Yves Rocher and Jian Li Bao amongst others.
Elizabeth Zhou, the Beijing office head, has more than twelve years of inmarket experience and
has grown a strong team to deliver. This should be a positive year for Vizeum
FUREARNER A S ENRER T ELFRRRY, #—PKRAFRHNEANKIEIEXR, HEK
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Havas - MPG IS
IGEEEE - BV

With the separation of the Havas—WPP media partnership in Asia, MPG is now launched and
gone its own way for the first time. China CEO Paul MacNeil heads the Beijing based team, with
some existing EuroRSCG relationships such as Jaguar moving across. MPG dominates the
media scene in Spain and performs well in Latin America — 2007 will be their opportunity to share
learning and experience and become a critical player in the China media scene
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CREATIVE A

WPP - Ogilvy BISE 3

Ogilvy moved up a notch this year because it (crucially) kept the Motorola business in China,
dominated the China Effie awards, and maintained the highest possible scores for industry
perception in the 2006 R3 industry ranking. The Beijing agency group continues to out—perform
its sister offices as the largest group in town with over 700 staff in different disciplines. Shenan
Chuang also gained ascendancy to the China 4A’ s chairman role, setting the course for the
future. The Motorola work continued to help it gain share, supported by smart thinking for TCL,
Sprite, Dove, BP, Lenovo and a host of other leaders. Nils Andersson was promoted to Creative
Leader of Ogilvy Greater China and Lim Guizhi rejoined as ECD of Beijing office, while four creative
partners came to Shanghai to boost their Southern China operations’ creative force. Ogilvy also
made some acquisitions like Black Arc and Raynetwork to spread its footprint in the marketplace.
141 worldwide’ s recent affiliation with OgilvyAction will revitalise the division. All in all, a great
year
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WPP — JWT ERHFH a4

JWT replaced Nike with Anta , and focused on improving planning and integration through 2006.

The agency scored the highest possible mark in the creative awards area, dominating the China

Advertising Awards, as well being the only Chinese agency last year to win at Cannes, Clio and

D&AD - increasingly proving they can deliver on a world stage. The three leaders, Tom Doctoroff,

Ratan Malli and Lo Sheung Yan continued to lead the way with good thinking, with new Shanghai

MD Michiel Hofstee coming in to replace Jennifer Jan. The acquisition of Always added some

needed BTL firepower. Still, the year was relatively flat for new business — the largest win (Uni—

President) left the agency two months after it came in .

BMNEFEBRNETRERAFENWRYFZE, BEIZDLRAELTEZRERERFIEY, I
BEEAN006FEMBETRSRNFMESTHRS RN ZAIKBEBEHE £EHEAN—F
FIRERM ERESTR, HFERAEFEEEN. TERNUKDIAD EEFHHAMNE——RPECIZEL

5, XIS IE AR M RICEN T SR, MEESE. KT ERatan Mallifitl=Z K .
WA BB BENNAST, ERERNADOEE. RasnRgsmA bepaxeg CRER
BAE—R, BRXFEFLBRMNennifer Jan, H3 R4 BITHOBEEILRE FNE TTHA .

REm, 2006 FHEHVSHERATERABBTELEL N, KRITNEERMLSHGE—REEEL
TELLREMEARAARBME K. 9
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WPP - Y&R 1t

WPP - Grey iafs

WPP - Bates ikiE 2

Y&R were actually one of the best performing agencies in new business this year, a fact that may surprise
many China watchers. Nitro arrival Wei Wei Chen refocused the agency to compete, and Fred Tong led
a revamped creative line—up. The agency was the best performing Chinese agency in the D&AD awards
and also picked up some local success in the China Advertising Awards. But it was local new business
wins that helped them improve their year on year score — Kremly, Hengda, Hualing, TJOY, ShuiBao,
Jinbangtiming and a host of other opportunities proved that their current formula worked and formed the
basis of a strong foundation for the forthcoming year

B ERAZREIFENUSHARATERARFNERAT, ZLFSNREFLERBKRE, MR &5
MIMBEFHFAPEXNWRESEFRRDBENITEEMEETRS S, MHEBEERTURRLEENNS
WEENBIEAB, 1ZATth2EDSAD ERAKREMNTE 45, BNERBH—LEIZRIMFTE
ITET EBREARENAS. Ritzh, ER—EATHERTY THNEST LE#H—F, BfEKremly, 18
R, R TRE. BT, $EABEREM—EHLE, IERZASSNZERRNELRN, FAHE
BRMBEANFEREL T —NRF HER.

Steve Lin added some stability to management and drove overall improvements for Grey throughout 2006.
The China Mobile win was a watershed, driving new talent back to Beijing, and for an agency normally
performing poorly in creative awards, Grey at least made an appearance on the board for the China
Effies and China Advertising awards. Grey scored well in new business, as well as in the R3 China Image
Research — current clients rank the agency as high as the top agencies in China. Beyond China Mobile,
the agency also secured work for Dumex, Sunshine 100, Tsingdao, Skoda and TSFK, losing only a handful
of relationships with China Merchants Bank and Meterbowne. The rumor mill suggests Grey is also close to
a major BTL acquisition in China, which should give it great critical mass and more capability to compete in
this area.

NI EEBZNREFEERNREF ERIBET S8 LN, RETEBHLEE—INPKE, R
-GV EAERLEFRHAE, FF—P—EECRTLRM EZ ETBRMNATRE, BEEPELIES
M ERMBEET LAERRA. BESEFTLSAR ERNGAE, AIMER=TFHNFE &7
YRKBEES, HRHRIARY, HEMMHEENE A HOESEREPETRRERTI. RT PEB
Z5h, WBETEREREEMESER. HX100. EHEE, FiiMhXLwiHiEE, BRABERTIE
W5, tLBRARTHMES TR B, EAEERMEE S ETED LR —ImHiTHA =M
B, XRABERGBFOHASBAETETREXEERIF BIEANNIZEH, ©HEMFINRBERET EEIZN
BHTEEE .

Bates has kept the machine going in China, enhancing their relationship with Nokia, as well as winning the
Remy Martin business in a highly contested review, and performing moderately at the China Advertising
Awards. It made an acquisition through WPP, of APEX Chengdu to boost revenue and reach. But Bates’
challenge over the coming 12 months will be new business —always one to invest in long term relationships
with Nokia, Shanghai GM, BAT and Heineken, it has found the Heineken business shrink as Asia Pacific
Breweries took over, much of 141 and BAT aligned now to Ogilvy and a public global review in 2007 for
Nokia (through no fault of their own). It was a finalist in the Li Ning review, retained by Burnetts, but their
challenge for the coming year will be to hold onto China’ s largest mobile brand, and keep growing more
support

BHBEASRIGIHNHE, #—SEBREARBEINEGEXR, BNBELZERSRAMIINXE
MR- ALBWEHHY, EFEEPTERE—ENR. £XF, TRBUIMERARH T SH—58
KIE, HERTHMA, BENEERARERENETRRTLS—HIN—Bort SR EELESERET.
EEBARE. RXBRENRENEENKAGEXR, HhENWERTIARA NEEZRE, £HL
SHMES; MEABETIHEETIAIRRORBIERNRITEZRE N SR FWPPEE Y EFIAER L3
FRELR; HIIMEETSRMNLRERTEZWEBNEPENEE (REN EXEHRIFERLAFHR
B ) o BRAKKEBEOHRANTFTTAINURRELEALEZREF, KEIKBHS T FENREFTREN
4, WFEWBEERE, SENMBMOREE T EZCREFPESZANTFINREERETAYSTAELH
W& B ERFFE KT,



Omnicom-BBDO KHi

BBDO had a reasonable year stabilising important clients such as Pepsi and VISA and assisting on some
important regional initiatives. Whilst it was a quiet year creatively for the agency (no awards in the six we
measured), the foundations were there for the future — global clients such as Mercedes Benz, Gillette and
VISA increased their business with the China agency. Fonterra, one of the region’ s largest ‘local’
FMCG players also moved their regional business over from DraftFCB. Despite massive competition, China
is a central focus for Fonterra’ s success. BBDO China’ s challenge is ‘deliver what it says on the can’
— match the global passion for creativity and excellence in a tough China market

F6 % ¥ X 35 & BiChris ThomasEfE UK HEH T Carol PotterfI % &, RE Sk HRN—E, TH
FHEEREFAEESEFEFRERENXR, FEOAREMEN—LTRIRRHIE, FEMINELIRT
EEHFLEFR (EBRNMEANEFFENARR LR TR ) , FEMMNAEEEARKIT T ENEM—
BMESKRMEFIBEES-F., SHMAFFMHE—SEMERE T ENLEE, TAKBRAHRE
EREABEAZ—EBRAKACLEMNNLSMNEBERTEHT I RERENLE, REXTETLERST, HED
BIMARREMEBERAYSHFRNTEZADMK, REKT SHRKETONTERNEZ—EERN “CIBHE
W —AEFHIME RN T ETS AR SBBDORERRY “CIRMEM” HANEIEKAEBEIE,

Omnicom - DDB 2
&€ - BT

An entirely new management structure arrived at DDB China in 2006, and it is still too early to tell what
impact these shifts would make. In fact, it was only the Guoan initiative along with the quality of the new
talent that kept the agency’ s score for this year — both new business and creative awards were a wash—
out. Dutch journeyman Dick Van Motman took over as CEO bringing in Michael Dee from JWT Taiwan
as Chief Creative Officer, Andrew Leong as Planning Director and Jesse Lin from Wieden to run Pepsi
drinks and new business. Certainly the Guoan merger created an unprecedented level of attention for the
agency, and the final launch event in November signalled a sea of change in mindset and approach. 2007
will reveal what is in the pudding, both sides have a lot to lose and win, so we are sure there will be a great
focus.
2006FEEREMNBENEREHRET TN, HEBNXLERUSHEBTRIAZM TLERENELTE,
E=XE, AARESEREHRENIIHE, NWE—EHEFMNIMAS EFD0BRE T M1ELAE LHE
ﬁ;E%%%ﬁ@%%ﬁﬁﬁﬁﬁ&t§$ifﬁﬁo%EHMMWWVmMMmm%EA#FMﬁi B
ENEFERTE, REEGDIWTHHZEhMBEREEFIEK, Andrew LeongfBER AN, BIW+K
fyJesse LinMFEAREETE L SMIMV SR, EXLLEE, SEREMNEFFILDDBE —XBETLA
WH=HHXRE, MAMRNET—AONERXBIRS T —RIXTERETRAM LIERRNEREET. 2007
F, WIEREEEPEIRRWKMNEREE, MUBRNEEABEXESHAERNER,

Omnicom-TBWA J&iE 5

TBWA did not achieve the new business and creative awards it is typically accustomed to but performed
well in the Perception research, through its expansion on existing relationships with some key clients such
as adidas, McDonald’ s and Nissan (the latter through a Hakuhodo JV) . The agency won over 80 new
clients throughout Asia Pacific, but based on their regional reporting, only one in China (MYOB). Most
of the first half of the year was diverted into a ‘death—spiral’ review for the Motorola business against
Ogilvy, which ultimately could have turned a good year into a great one (in the end, Ogilvy retained the
business). The McDonald’ s brand campaign gave the agency significant profile, and new China ECD,
Yang Yeo from Fallon Singapore spent the year refocusing and attracting new creative talent, Chien Hwang
from Y&R New York also came to Beijing as ECD, and Juan Tan was promoted to National ECD of BTL unit
Tequila. It will be an interesting test for TBWA with the above changes taking effect in 2007.
TBWAZEEAMN AT LINAEIRE PRRABRTHE, ERMNPIPIEEERAFENEIBEFEMN LS LIAZITR
HBAr. BNRME#—FHRSXBEAMBIAS ., ZEYFMNE~AE (TEBESHERENSH AR
%) MEEAR, REAREMNKALFHERET/\T2UENLSE, EREKEMNREREDY, RE-MIEHR
l(%ﬁh#)oHL#EI§E$¢ﬁE%MER@%m§ﬁ?h&% P RAEERMARE &, BN
EAFREEHAN— T HES; HARBIHNE LT RSB kBB CHMEHNFRTIRE
£mew?%ﬁ§ﬁ@%ﬁ§ﬂwm%mﬂaAi,ﬁ%éﬁ%%ﬁ%%LﬁN%&kaﬁ&gmm5ﬂ
BRE, BFRXENRAATHEETTequila BRIEE R, 2007ESFTBWAKIZHS HFEERXH—F,
M ERF M BN —FRIEER,
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Interpublic

-McCann Erickson 5

McCann made a lot of changes through the year with Don Norris returning to North America at year end

Interpublic-Lowe

SRR T A LT

Interpublic

-DraftFCB 1A ]

without his replacement being found and Sharon Kum stepping up to the China COO role. Eunice Wong
was brought into Shanghai as MD, filling a vacancy that had been there for over a year, and Margaret Chan
was promoted to MD of Beijing. Andrew Ho and Vincent Pang stepped in to helm the creative departments
of Beijing and Shanghai respectively. The agency performed well at the China Effie Awards and the China
Advertising Awards, with Coca—Cola again claiming gold. That same client changed tack in 2006, moving
several McCann staff and others out of the agency, and eventually under the management of Leo Burnett.
From a new business perspective, it was only a reasonable year — Honeywell, Bristol Myers and ten other
clients joinedthe McCann stable of which several of them were small and project based.
ZFEATLEEFAZEEHBEEALE, FEEERETHE TN, HELEANHERZEK, TERM
ALEBNRAEEEFEZLZELEBENTR—FNNLETIEZR, KEEOHEILRAAZTEZZLE, £
ReEL, ASHIIFHELSIEEILER LSRN AENURETE, ZATEFELFEL EXEHE
IETLERARS, EATOTRMEMENT MBS T &%, JOTREEXFHORT T 731778, RS
BSNEZERABHAN —NETTEITTRed Lounge, RAFEAZRNY EHNEEZ T, EHLSHES
B, ZERAEARRE, RERAERHR ANERREUXEMTRNEE, FIMBNLFHOBIEARN
BAKREAZRIEREE.

Lowe changed many things this year, including ownership structure and senior personnel (It has renamed
itself with Chinese name “Rui Shi” to differentiate from another JV, Lintas). After a tough five year stint at
Arnold China, Kitty Lun joined the Lowe family to lead the agency and inject some new vitality. Unilever and
Johnson & Johnson continued to lead the agency from a business side — and from a creative side, it was
a reasonable year, with some results at Cannes and in the China Effie Awards. Lowe did not perform well
though in the Perception Survey or in new business - it has a legacy that will take some time to overcome.
The bright light was winning the China Mobile business from Ogilvy

BMETERETHZTL, GEMENREMTISLAEEAANET(ELEHERSN "B , MXHIH5H
=R "RIN ) EMEFEBEIRENTFZRE, REERASTIMEEFNENIAFEEINTESHEN,
TN STTE, BATEFREN SR HHMEE AT, EURTAE, BN EHRTHELEIRY &
R EHFBEmEE, BMEANERAESEET VS LSRRI E, BEARRXEEASENE. ERANS
RETEEMNRETF LRBNFEBNEMITLSE,

DraftFCB underwent a name change and a global re—organisation in 2006, with Interpublic sister agency,
Draft Worldwide performing a ‘reverse takeover’ and replacing most of the FCB central management
with Howard Draft and his team. This change however had no effect in Asia and China and it was business
as usual. Freddie Yuan, ECD of Beijing office resigned to form his own start-up, and Poh Hwee Beng
was promoted to National ECD. While the agency struck out totally on creative awards, it performed very
well on new business, hence its improved ranking. Gray Tse and Kenny Cheung led an enthusiastic and
entrepreneurial team to success on Hutchison, KongZhong, Vitasoy, Minsheng,, Shenzhen Yitian, East
Dawning and Buick Interactive — in short, more new business than its two IPG sister agencies combined.
The only thing stopping a great year was the crucial regional loss of Fonterra to BBDO. With a new global
positioning focused on results, the agency’ s best years appear to be ahead of it

BEARFEELD T EFHRRUUREHRNWOENPE, HEKNSDraft iRTHEHT T —HREE
&, WEFCBMUEEARPKREFERNELRE - FRARHEUERRA, REELMNTTE, HASERE
—UIEE, WREXIAREEM. ERNAENRGTURRERZEBFALIIS, LEAAENEENHIR
TtrEERTUR L, REZASDEURTEERUIR, ERERLSATHANRIELEE, FLERIN
BB EEH—F, NI EENS XA HRRAB S LEHNEANERREFEICER. =9, 4
gy, RERT. REH. FARANURIREESEANLEESE, Bmsz, BOOFmLSE8ET
IPGHINARAB ZHM, EFFRENREEXERNERARBWV SRS T KK &, BEASKREMERTE
fi, BEZADEFRRERHEIZ.



Publicis Groupe 42
- Saatchi & Saatchi EEIHIIl

Saatchi’ s had another strong year and continued to lead the way in Guangzhou with its strong
relationship with P&G and investment in building up Shanghai. It was also an otherwise moderate year
in Beijing. What separated Saatchi in the R3 Survey was its current client relationships — with strong
senior talent, it performs as well as any agency in current client relationships, and also enjoyed a
positive China perception. Pully Chau and Polly Chu continue to invest time to build their brand. Steven
Cheng and Henry Yap joined in Beijing to be ECD and GCD respectively. It was a surprising average
year creatively with a mediocre showing in the China Effies and China Advertising awards. But it did
enjoy some good new business success — Sony Ericsson, Sina.com, Happy Valley Beijing, Wuhan,
Zhanjiang and Zhuhai Mobile all appointed the agency through 2006. The only major loss was Beijing
anchor client , Xian Janssen, who ended a long relationship as it realigned its business

BRI A —MEEES, ErNAAZEBEEEERANEIEXR, RES|OLI@ATRE, Fit
KIHBEIE DB AENRE, MIERDAERATR, EH=MNRAZTPHEBRFNEFXRYEFS
SBENNERANESHEETYNZESENEE, BMENAFTESRERRRENENETELINMR
o FBERFHenry Yap AL RAAEDFHEFRITIR 2 EMEBRERE., SARFNZ, EFZA
SIEREYEIR ERMFET ST ERAFE., BRADNBIREEANML SR RN, RE
FHl. EERES. BN EIRE= N PHHL S, B——NEREREZLAZIETNINENIEE
FHREZHHR, BTEFNENZEAEAEREKIPEEXR,

Publicis Groupe Py

- Leo Burnett ZFEAIQ4N

il " i L ¥ Rl e, ’ . . . . il .
ggﬁmmp‘g Burnett’ s continued on its growth spurt through 2006, expanding its McDonald’ s and Shanghai GM
>

AEanEr smmEe m

relationships and taking over an important management role on Coca—Cola from McCann. Combined
with Minute Maid and several tea brands, it is now Coke’ s lead agency in China. Donald Chan, Ruth
Lee and Baiping Chen continued to lead the national way from Shanghai. Beijing crucially retained the
Li Ning business in a tough review against Ogilvy and Bates (regretfully, its Beijing ECD Stephen Mui
left to Newsun/JWT Guangzou). And the agency led the way on our scoring at the China Advertising

s Awards — a testament to the commitment to good work. New business also came in from Centrum,
Wyeth and Holiday Inn. Leo Burnett’ s final challenge will be to create the same level of success it
now enjoys in Shanghai as one of the top few agencies in the Perception Survey for Guangzhou and
Beijing.

FTRIPESH Y SHKOH R, #—PHRESZEFTHILEBAAENGIEXR, BIMEEFLE
BTVETATRLS ENEEAN, MEEBNEERTHNETREMEMIREL S, TRNUMRESE
AT ATREFEBX FHELSHNGRET. 2ELLERSH. £ERTURSESSEMIAE
TELBASENRENLEER, ERNRAERBAEBFREMARESMOET LR PRV REFEX
MEZHYS (FEHRATER S BIEEREESFEEST MEERE) . TROpEHE E5 LRI
R, E—ERELHWEERASHENCMELRAEFTN SEz), EMLSHTE, TEEEF. ERARK
RiBEE, =RIME SHOREAHRKE FOEEILETN MAEE B AEREKEARD ( FE8ZA
SIAMZINAMIBEERAABREZOMEEREZ—) o

Publicis - BBH 5 .

A relatively low profile year for a high profile agency, BBH focused on delivering for some of its early
clients including World Gold Council, and bolstered resources for the battles ahead. Former Wieden
Japan CEO, Arto Hampartsoumian bedded down a diverse mix of talent, arranged an official launch
and kicked off some initial research to build insights. BBH still enjoys an excellent perception amongst
smart clients in China, so we are sure this will open some doors in 2007

WFBBHX S MEEMNEIEATRY, 2006 FBBHLINMEE, MNETBEEFEARPRAMESR
HEMSRURFHRS, HFEARKREIM—LIN &, 5IW+KBARITEKAr0 Hampartsoumian2 4%
H—BZHAnr £5 7486, IREEFHEXACEPENERAK, BNZASELBRHEETH
WEMNERGENPETHNEE S, BBHEFETHNERSHIEEMBNE R ESIEERE AN
o BATAERHFMNERREBREEROIF,
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Publicis Groupe 4%
—Publicis BB

Despite some significant senior personnel changes, the combined Publicis agencies actually had a
relatively positive new business year (at least, in their reporting to us) and set the stage for progress. In
a year when Neil Hardwick (CEO), Larry Ong (ECD) and Lau Seng Yee (Beijing MD) all left, Sheila Jiang
arrived to steer the ship and keep the machine moving. In Guangzhou, Low Swee Chen from TBWA
Singapore came in to helm the creative department as ECD and York Huang, CEO of newly acquired
China Below the Line giant Betterway stepped in to run a newly restructured Publicis Dialog. They
ended the year with over RMB35m in new business revenue from when they started — with wins from
HP, Construction Bank, Mengniu, Tencent, China Merchant’ s Bank, Vantage along with BTL work for
P&G, Disney and Wrigley. They performed reasonably at the China Advertising Awards, but still need
to do work on perception to move to the top tier in China

REEBHTZBEED, M SEFXFRLEFERRR LBLATR ( ZEOEBMNEHNNREREX
¥ ) FEBARKNIHBEZF N FENFEE. £F, HEFBHRITENe Hardwick., 2EHRTEIREE
FABEMILRD AT ERUBEXERBH, REGTHBRCEEERFEXRITK, SHRFASDREIE
BizE, kREBFIMKTBWARIXIFRBIIAT M2 SEERTUEEALE., MMEAXFERBALELTTHE
EXEAEEE, BARLTHY ARMMEIFHEENETNTKYork Huang X5, NERIZEEIFR
EARBMESIA3S00FHFLSE . BIFERE. 7. R4 Bill. B8f7. £FRENTE. Bfe5s
[ T LS. ARESETLE, MNRARALE, EREFTEXHELZEREEINNEE, 7
BB P E TR A RIER,

Havas-EuroRSCG 2& 3

EuroRSCG had a reasonable year It was ECD Eddie Wong’ s first year with the agency and they
scored moderately at the China Advertising Awards collecting a group of integrated wins. Awarded
“Global Agency of the Year” by both AdWeek and AdAge for its Reckitt Benckiser and other wins,
its path on China is a little more consistent and predictable. Richard Tan replaced Mason Lin as CEO,
and the agency otherwise enjoyed good stability across management. Whilst most of the new business
wins were for FieldForce, Visa, Nokia, TCL, Kimberly Clark and China Construction Bank made a list of
impressive names, even if the work was more tactical in nature. Nonetheless, the agency offers clients a
combined team of 860 — one of the country’ s largest 4A’ s agencies and they continued to maintain
good relationships with Yili , Evian, Volvo and Dell (although the latter two are now running global and
regional reviews).
REPETE2006FRMILEZFIR, HEENTEURLLERENIREBZAVE—REFE EHLF
FRERIL, BIRIERE T —EBEMNER. ATRESRMENFEN L SMEM—LEAMF, 2FERE
WM (T EET) T ERRY WWFA “eR&ETEREML” , XthESERETHEN
BRESEMREMTIN, FhHEEREESITERERRTE, AIBENMEERRAR LR FR
HAREO I 5k BTTIHETTFeldForceI ok, BFAARF~. WET. TCL. &EMMHPERRRITIXL
MBS, BERNATNIEESRZRAMEEE LN, REML, REBMHAE—XARRAES860
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Independent 4%
-M&C Saatchi &8

M&C Saatchi found the going relatively challenging this year with a change of management and little
business from the global and regional offices. Violet Wang left to join Publicis as Creative Director, with
Angela Hsu taking her place. New business wins came from Yakult, Mengniu and Hunya alongside the
cessation of their long term Wyeth relationship. With James Peng as ECD support, Angela is one of the
truly bright talents that could help M&C spark a move to the position they enjoy in the UK and Australia
BB EEX—FEXSHER, SREERTY, MREBLKUERXEMVEEZENZIENRD . HE
ZEFUREREBRTRABFAMANBIN &, FEFEEWELEEILEHE., 2FH8 SRET kA
Yakult, REMELREHFLS, ESHSERATNKIEEXRANHR L, REWL, MEFRTERE
PEZEEEE ENXIE, BEMEEESRNOFESTINER B SRMAMNERE M2 B
HHRBEEENTEIR.




Independent 42
-Dentsu Ei#

Dentsu had a tough year with some internal issues in Beijing affecting staff morale and ultimately
client impacts. The agency has been relatively quick to address them, but found 2006 a challenge,
particularly on the media front as more and more business were being aligned to Group M, CMX
and OMD. Their Toyota relationship grew, but their challenge remains to expand their business to
the scale it enjoys in Japan

AALTDAEABRARSBR T LAREITE, REONEAFE—ENFTNE, B& F@k—
RRMFE, BB ESELARHEAERRES, EREALEAREERNE, HIREENR
EIH, BRESNARCEREE., BEMEBIRE. ANSFRRENLEXAFEH#—TX
&, BRANMERIAEE, BREBANGMONEBATH LI —HFNEHR,

Independent &
- Nitro B3

Nitro had a reasonable 2006. They were involved in several high profile regional and global pitches
and came very close to securing the Remy Martin business in a review with Bates and Nitro.
New China MD Steve Drummond, one of the most experienced planners in the market, focused
the agency around insights and innovation. They have expanded their global relationship with
Coca-Cola securing the Qoo business and some new product initiatives. The Mars and Unilever
relationships have continued positively. They were however not sighted in any of the awards shows

- something they will no doubt focus on for 2007

MR EEEN2006FRE L BRER, ST —LRMBMNERMEFMXE ML EILTE, BREA
LOHBPELEFTHELAXEFMAE, (EATEEFLRNSBRUE-BR SHEIESLEE
Steve DrummondIEZE # B/A S R ERE N FEIFH AN H . SRR T AT RERMEAE
XA, REBEELUINMEE SRR ETALES, HEBREAMRKEHENYSXREZEE
EE, MLMIRDAETBL STV RT EHI, thiFX2MIBEEERES HH—NTTmE,.

Independent 5
-Wieden & Kennedy il 7

Rather than divert all attention to pursuing client suitors in 2006, W&K spent most of the year

buttoned down developing more work in more areas for Nike and their new client Starbucks. Nick

Barham joined from TBWA Shanghai to give some planning firepower and Deputy MD Kel Hook,

an experienced China hand, took over from Jesse Lin as head of the agency (Daniel Lim, creative

director of Shanghai departed for private interests mid year). Few agencies in China are so small

with such positive perception within and beyond the agency world, we suspect in the next two

©_ yearsthey will use this to their real advantage
52005 F 5B B EMBERIRREM R LSRR, AFHBBAWTMNHNE - EE AL )
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