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ZHANG HUIXIN
Chief Editor of China Advertising
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The point distinguishing human beings from other animals is: human beings are animals
that continually produce norms, restrict and estimate themselves by the norms. In a
sense, the human civilization is a collection of norms and principles. Meanwhile, the
wholeness and precision of the norms and principles system means maturity of an

industry and market.

HE EVAREHA, BT SREEFETEIES ~E, METHANSIERRLEHR
KBREL. E—MUEIRMENROES NN LH, IRFREIEZRERHN EAE
HMGER, FEARRTLHAER,

Nowadays, the immaturity of China advertising industry doesn't lie in its scale and
output, but the lack and confusion of norms and principle. In an industry which regards
creativity as its core competition, it's a sorrow for the whole industry existing without an

advertising assessment system adapted to it.

ERERMMNERT, (FEI &) SHIMEM=ASKEHLN (CRIFE HRI1E
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In such backgrounds, the "the C—R3 China Ad Agency Annual Assessing Report' made
by China Advertising and Singapore R3 has been running for 3 years, which is a way
to get out from desert nationally. It's said that: product sold by the 3—class companies,
brand sold by the 2—class and norms sold by the 1-class.However, nothing can be

sold after all, for the selfless conscience, passion and sincerity are immeasurable.
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In terms of the wholeness and precision of assessing system, we still have a long way to

go. To build the principle and standard system needs administrator, related researching
agency, media and experts in the field to work together for a long time. We just have
a beginning and the road is so long. More importance is that there must have some
people striding firstly. And it's so pleasure that we have heard the feedback around us,
applause and questions. More and more advertisers and ad agency recognized the
value of norms, convinced about the meaning of each step. So, let's go along more

steadily.



GOH SHU FEN
PRINCIPAL , R3
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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 efficiency and effectiveness. She started her career as a
marketer, before joining Ogilvy and M&C Saatchi, combined
for more than a decade. In the last six years, R3 has devoted
over 50% of its focus 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. With the focus on marketing ROI, R3 has been
helping clients like Yili, Lenovo and Li Ning benchmark their
Olympics Sponsorship Effectiveness, a proprietary tracking
study for marketers wanting independent insights. On the
review front, R3 was involved in two very high profile global
pitches last year, namely the Singapore Airlines creative
review and the media agency review for Johnson&Johnson.
In China, R3 was also active on reviews with VISA, Coca-
Cola and L'Oreal. You can contact her at shufen@rthree.com
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2007 was another year of great improvement and drama in Chinese advertising.

O&M, JWT and Grey won awards on a global stage at Cannes, Clio and One Show.
China teams of MindShare, OMD, CMX and Aegis all became players in major global
pitches. More and more acquisitions took place, with WPP leading the way, and
agencies continued to expand their integrated marketing capabilities to deliver better
support for their clients. With the Beijing Olympics just around the corner, there was
a record level of pitching, launching, ambush, relaunching and battles raging. In
this report, we have tried our best to capture this drama and energy — using the only
objective research in China supported by agencies and marketers alike. After 402
face to face interviews with marketers to produce some of the scoring of this report,
we hope you find this worthwhile reading.

2007 FERHE HETLRESER#ALTMSANRRZIN—F, BX. TRZEBNEH
*EERE FEEEM. RERMOne Show EFBET —EM RS, BIEfEr. EE.
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This year, our Report also looks at local agencies. From our analysis, nothing has
changed in the industry in the last five years more significantly than the quality of
local agencies. They have invested in time, processes, tools and talent to close the
gap against the 4A’ s. Watch them all in the future.
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This third annual report, the 2007 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 twelve months 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.
Small agencies can outscore big ones over the last twelve months. Assessing an
agency anywhere on earth for the last 12 months is still an inexact science, requiring
judgement, insight and ultimately opinion. We have received positive feedback and
suggestions from marketers and agencies from the past two reports, and we take that
as encouragement and motivation to keep enhancing the standards of this 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.
FEZHNFEERE—2007FFERE—RBMAREE UM, RARMNKEEL
TRPRELTRADHNLFBEAR—ERNIENRS, ZEPRREMER. &
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METHODOLOGY Afft A &L

CREATIVE AGENCIES
BERE

1. 2007 NEW BUSINESS (25%)

Business won and lost as reported in the R3 Asia Pacific New
Business League was the basis for this.

1. k% (25%)

M= A SHATE R ATE R L B R RX —HEER
A

2. 2007 CREATIVE AWARDS (25%)

We collected results from 2007 of the Cannes Awards, Clio
Awards, One Show and D&AD and combined this with local
results of the China Effie Awards, the China Advertising
Awards, the China Internet Awards and the China 4A's awards.
2.2007 1% 321m (25% )

AN 2007FEMENBM SR, RBRER. SRET &
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3. 2007 INITIATIVES AND PERFORMANCE (25%)

We use opinion and judgement to assess each agency’ s
initiatives and performance throughout 2007, specifically in
the area of acquisitions, attracting new talent, opening new
divisions, and producing quality work for big clients

3. 2007F HAIA BRI (25% )

B A E BRI EERASE2007FH N E S
MERIURRIER, LEHREHME. REIFMHOAT . BH
KD MR A TEER PO ERKENERX LA TTE .

4.2008 AGENCY PERCEPTION STUDY (25%)

We used the results of 220 face to face 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)

4.2008] EREBHRIAE (25% )

TMNEXRPEBRXNFR EEHTRG, EPHESER
AEEEERNIGEIETT220R, EXERITKEREDITE
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This report sets up four basic areas for analysis of each 4A’ s creative and media agency.

IR EN S —RIACBRENREA ST DTIIRET U T4 ERITHEIR &,

MEDIA AGENCIES
ST

1. 2007 NEW BUSINESS (25%)

Business won and lost as reported in the R3 New Business
League was the basis for this.

1. 2007 %k 55 (25% )

M= Rl SHATE R AL B ML S5 R R X — bR A
:0E=%7: 38

2.2007 AGENCY BILLINGS (25%)

We used our own analysis of China based agency billings,
using public sources and our own estimates.

2.2007377K % (25% )
BEEAMNGFHERK T EATRKANDMEL, TEE
FAALFBENRBABTHTHNEE,

3. 2007 INITIATIVES AND PERFORMANCE (25%)

We use opinion and judgement to assess each
agency’ s initiatives and performance throughout 2007,
specifically in the area of acquisitions, attracting new
talent, opening new divisions, and producing quality
work for big clients.

3. 2007 & AL B3R (25% )

A B SR B BRI AR A S 2007 E R A E €
MEHURRAER, LHEEFM. RIFMHAT. B
D ZNENE A ETER A RARTHEKENEN ELX
AT E.

4. 2008 AGENCY PERCEPTION STUDY (25%)

We used the results of 182 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).

4. " EARAERAE (25%)
BMNENHREMX TR &THTRE, HFHNESE
NASEEERAGEIIT182K, EXBRMNBFERIEHT
R EZD, ZEREEE (AR NFREENMNIE
28 ) SXFRER (REEANTFREENRERXE ) M5

Ho

9 4 Outstanding ( 754 ) 8 4 Excellent ( =i )

7 % Good ( 1R%F )

SC;(\)RE KEY 6 4 Satisfactory ( i#= ) 54 Adequate (EZXi#=E) 44 Below average ( {&FFHkFE )
14315 BH 34 Poor (%) 24 Avyeartoforget (—ERBHET 14 Survival in question ( &7 )
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WPP- MindShare
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WPP- MediaCom
WPP£ Al -5 3L 44

s Last

MindShare continues to lead in China in terms of billings, staff and in the R3 Agency Image
Study in terms of perception. The agency achieved its goal on building talent, new business
and operational expansion. Lim Siew Ping joined Beijing office as Managing director; Franco
Miao and Vicky Hsueh led Nanjing & Chengdu office respectively; Thomas Liu came in to
head Investment, while Warren Chen had joined GroupM Trading as Managing Director.
Andrew Carter from OMD London, joined as National Tactical Planning Director. Shanghai
office was also honored as runner—up for the Office of the Year in the MEDIA Asia Pacific
Annual Awards. The agency continued its strong new business wins from Danone, Wyeth,
Carrefour, L'Oreal, Yakult, Yahoo, Double Deer Beer, Bausch & Lomb, Yili, Volvo, TCL-with
only the loss of Samsung as the major leaving client through global re—alignment.

B RGRETETHEENREBRE, TREEVIIERERANK, 1ZASIRF TR T HAR
Big. FIESNEEUNMARNER. MEERPETEELIRARAENEELZLE, BREM
HEEDIETERMRSAAENZEE,; BHREESKRRAETERLEE, FARNMAM
LEEAEFRZE, A, RERBUEBEENAndrew Carteri AL BB AR Bk, HE
BAAEMARIFERNTSRT, ERET (EN) ATHEERENTE_F. EHLS
L, EYRGREEIEAE. BRK. KRB, BER. 5L HE. WEWRE, S0, #
F.ORRR TCLERLS, B—EANEAZFZERFHRR ISR SFRNER,

% Last

In its first year re—launched in China, MediaCom became a new gun of GroupM. The agency
got more additional business from automobile giant VW China and FAW-VW , and the
relationship with major clients Nokia, P&G, VW and ICI kept momentum. The work for P&G’
s Pantene- Shining journey campaign, which received strong appreciation, showed proven
innovation and creativity. The Shanghai office won strong new business from Semir, Shanghai
Jahwa, Suntory Whiskey, Manulife Insurance and Taobao.com, while Beijing office picked
up China Unicom, Yangjing beverage, Fortune QOil buying and Markor Furnishings. More
importantly, there was no major client departure. CEO Michael Zhang played a powerful role
in the success, while Rick Yan was promoted to National Tactical Planning Director.
EFEFNEF R, TUREERIFHEENFANTRS. ZAIRGERMELEKAX
REEEANVEEE, PIEEERET. TE. AXMICINEGHEXFEELERE. AEER
ATH “EENRZR BRERSEE, ERTHEENUR Mg, EERAFIDX
TARLHFHVE—RDS., LRA. ZBFEIE. EFAREFEAEN, JLRMUHKSHEEK
B, OERGUREL RBIET-MIMERER, EEENI, REAA—RAEZFBE. KEPE
RMEBEHOHEBEE S, AMERIFHELERARARI BB SHE— IR WIK L E
N ERRMR, ZASEERT AORABEFIENFNEEED,
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Publicis Groupe- Zenith Media
PRAREE H1- 3£ 34k

Publicis Groupe- Optimedia
PRAMERH- 2k R4
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: ﬂ Under the strong leadership of CEO Bertilla Teo, the agency had a strong year. MEC had

a good balance amongst its three individual offices, and bedded down its key clients such
as DHL, Wrigley and Colgate. Michelle Yang was promoted to Beijing GM and Sherry Duan
became Group Director, Johnny Ji joined Guangzhou office as National Tactical Planning
Director. The agency retained DHL media after beating off some key rivals, and it won new
business from Michelin, Jeep, Bimbo and the latest Sony regional appointment.
EERRTERBBHHEAT, SRENMEE-DRENED. Etx. EETH=DH0
EFHHERMDHL, FRTSEALSHTENNENKYHUE, HRAETHELRDAER
218, REFABENESE, T B 2ERARY2E, ZASDERT AP RENFRE
FETDOHUEMV S, RNOREEEKEMR. &, BmboMERNRRELVSE (MK ) o
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Led by strong CEO Malcolm Hanlon, the agency is still managing a positive profile after
some tough years. Zenith Shanghai named Stewart Li from Carat as their new MD. But
the buying center CMX saw several changes—with CEO Philip Beck moving on, COO Karl
Wu leaving and Executive Director Quinn Taw departing at year end. On the positive side,
Zenith still locked in some massive new business from 40 more new accounts including
Vichy, L” Oreal buying (part) Synutra, Kia Corporate, Budweiser and Tencent (QQ).
EEHFHNTEMalcolm Hanlon@i§ T, SKNBEREZIHFN S ZRRENRNERE
B, FEEMALESNAZTEAERLZE, EREMIFUETREANMESERES
£, BEEFRTEPp Beck, BREEEBEKarl WUARRTESTAF . RIRNATEL,
KNERRFERNES S, KRBT -RIFEF: HE Zx49. ELAE. BEW
BB R K 40Z TR FTE R

%

While Publicis” media buying center CMX faced management team changing, Optimedia,
which under the leadership of Steven Chang, still kept a healthy operation. Optimedia kept
most of its share of L’ Oreal buying and also won L’ Oreal Advanced Product Division
planning assignment. But unluckily, Optimedia lost the lucrative Dongfeng— Nissan media
account to Mindshare in earlier 2008.
BERMEAMIHOEEENENSEEEBAMNEREN, ERERNASZT, BN
REFGRIFRROLK, £2007F, REFERFEBSKENMIL S, FEKET K
HEHLERAENRY LS, ERRAENE, RWEAE008FFEYERNE=HEN
W& RB &I B,



Publicis Groupe-Starcom

PRINEE H - 2 £ 1R ik

Omnicom- OMD
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This year, Starcom kept steady with Angela Ng relocated to Beijing office as GM. With the
current win of Samsung, Starcom should be expect a better year for 2008. They continued
to strengthen steady relationships with important clients P&G, Coca-Cola and Mead
Johnson, Other new business from Volvo Industrial, Vanke, Shanghai Telecom, Cadbury's
and Ren He Group helped round out the year.

REFHFILRIEEEFEFANEELE, MEBR=ZE2RENLENETRHRNEAL,
EEREEEWREFMN2008F, ZADNRERTFENLRAEAERE. JATRNERER
EMNEERR, ELSEIEARATIY. AR bERE. FEMMCHALHLYE,
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OMD had a positive 2007, led by its dynamic head Elaine Ip, who was also honored as

‘National head of the Year’ from Media Magazine. OMD named Pauline Tsang and
Sidney Wang to head Beijing and Guangzhou offices respectively. OMD strengthened
its Beijing team to better support for its major client Xian—Janssen. The agency improved
relationships with J&J, VISA and Pepsi foods. This year OMD performed well at new
business from Xian Janssen, Shanghai JNJ, Mercedes—Benz, Anta, Lotte, Citizen, Bank of
Communication and Air Asia — although it also lost Michelin and Shangri-La.
EBRATEERHWENTATUOREFN—F, HERE (BN ) XERUN “FERE
SERSE” NKE, FBEGFTIGES/NENEFTTARNATIERTTMAIAE, BB
FEHREHE—F IR T RN ENARRRSEENALRHHRL S, ZASH—FHINE 55
£ AFFNEFEEMRNEEXR, EFLELE, ZAIRERIALE, RERAARY
F.OEEEH-FY. T KR B SOBRITMAIr Asiafi#il s, BRAE(EEE
TREMMEEBEREEN LS.
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PHD had a positive first year, under the leadership of T. S. Tso. Mark Heap from MindShare
joined to be the new chief, promising more aggressive years to come. The agency won
new business from ECCO, Kanebo, Siemens—-Nokia network, EADS, AIA, Amore Pacific.
HEITWEFTS. TsoMSFT, PHOWE—MELTFENED, MREEDXRAZMIIERXD
HiH EWEZANESL, FRINEFLEMNMark HeapBEHERIMABERNE BRTE,
BERKBER—NEEERENAREK, ZADREHFLEH: ECCO, BHF=E. AITF-
WET ML, EADS. RIBRIEMEFRFAFFER,
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In a tough year, Manpreet Singh from Mindshare Singapore joined as Chief Executive
Officer; Victor Yip resigned and was succeeded by T.Y. Lai, who is in charge of Media
Buying head for China. Shane Crombie and Sunil Jaryal came in as Interactive Director
and Head of Insights of Beijing office, respectively. The agency still won more than ten new
clients, but generally of small scale, and barely replacing the loss of Maybelline.

Manpreet SinghMHTINE I IMANRB ZEPEEFTERRTE, BRLESHTAMALES
B, BxAEBaENRA, B0, Shane Crombie FiSunil JaryalfnB 4 SIB{EILRAAE
NEFHRBMERABIEE, ZAIRB102THUSE, FIRMKE, BRAERES,
5ZE, MIERRNERERENLSEMELTRENF.

# Last

Vizeum had a stable year, keeping a solid relationship with Yili planning and Beijing Mobile.
Anna Hu joined in as Group Business Director and other hires. But, Beijing General Manager
Elizabeth Zhou resigned from the agency at the end of the year. Vizeum didn’ t perform as well
as other agencies in new business, picking up assignments from Happy Valley and TOTAL.
FREEEFRFLRRENER, HESFENFTILERBHNEEXRRF. HRZMAEE
WEHEE, THE—EHARAME, F, EFRIMELLEALINEFREE, THHX
—Led, EEFLE L, ZATDRIA—MR, RAEBREILTREAMELROEN L E.
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For 2007, Seth Grossman joined from 141 as Communication Planning Director, enhancing
the agency’ s capabilities beyond traditional planning and buying, and offering holistic
thinking across all channels. Carat performed well at new business, added new accounts
from Nikon, Symantec, Chang Feng Motor, Panasonic, Watsons China, F&N Food, Mattel
and some digital projects from WWWins. While it kept Philips in a global review, it lost its
share on Danone media to Mindshare.

Seth Grossman fEZIER L B M, #—HIRIZADEFERENKYMMEZIMIBEST AR
BRENSRRY%E, JUSEARETLSEN ERARE, ZEMNESHMILESEEERE.
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2 Last

Under the leadership of CEO Paul McNeil, MPG had strengthened its operational team with
senior hires outside the media side, such as William Wu to Business Development Director,
Kang Shih as planning director for Shanghai and other personnel. The newly launched
Havas’ media unit won business from Credit Suisse, Hyatt International, but the loss of the
Dell account after global realignment will hurt.

EEFENTEPaul McNellIRS T, REUERMR T HEZERA, HIRMENTLIMG
FEHENE, BEISEFTERLESEREE, TREELERUEENRH—&
BRARNME, IRFENERFIENADRE—LEHLES, SEBIER. BE. N
EFRMEER, ERENGRASHRMENERMERE T HREN LS.
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Ogilvy continued its successful story this year, and dominated perception leadership in the R3
Agency Image Study. Its Beijing office mostly led the outstanding performance, with Motorola
awarding more and more regional and even global assignments. Motorola re-appointed
Ogilvy as its global network and that should send a positive signal. The management also kept
consistent with Shenan Chuang promoted to National CEO and Joseph Wang as Vice Chairman
to lead integration. It also strengthened the strategic planning team with Joan Liu and Saurabh
Sharma hired. Ogilvy lost some talents — Dirk Eschenbacher and Owen Liang move on, but
swiftly replaced by Wang Daging and other people. Shenan Chuang moved to a Shanghai
base to be more involvement in that office. The agency embraced massive new businesses from
CMB, China Mobile GoTone, TCL, Bosideng, Suntory, Taobao.com, Lulu, Fu Ji food and other
clients. The agency was also the top creative network in China with international success from
Two Cannes bronzes, three Clio bronzes as well as local awards’ honors, dominating China 4A
Awards with five Golds. Ogilvy China is the only agency in the Top 50 of the Gunn Report.
REBSHEEHOMH, FAREM=REFERBAEF LHBEREMA, HIEFROREES
TEHARN, AARRFNXEMHURR, FEREHURERREE eRTH L, £F
B, ERPRNEMZERELHKBEATECURIMER—MARNES. ZATNEEER
BEERNTEN, ERFRRANEAEFRTE, TOAVNLERESFKIERESES. B
R thaft—25 a8 7 e RE A XIRIBA , FTEEIEXIE{FISaurabh Sharma, Z&#ADirk Eschenbacher
¥ Tribal DDB, I BAT MAX, EEMELREFERREANES, ERFBEAILRERL
ELETREFEXNNEEMEREKR, 1ZASE2006FhRE T EFFENIL S, BER
BRITEAFR. TEBNELIKE. TCLER. KIE. =HBF. AEW. BE. wRARE
o BribzSh, BEBRATFETHIANEIENS, EERNEE W}* REFETR- B
W& 28N, RERAE; ERSERNTEIASENR FhREL5E, KET7TMERT
195%; KRR EENIEM AW —X B FEBXAGUNN Reportly £ EKFT5052 o
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It’ s a great year with the massive win of Nokia network creative distribution, along with Yili and
Lenovo’ s Olympics project. Though it lost China Unicom’ s GSM’ s business, it still retained
the profitable CDMA account, after a highly competitive review including TBWA and Euro RSCG.
Other new business included Zespri, Lilang, Smirnoff, Da cheng, Huiyuan, and so on. Alec Cheng
retired with Oliver Xu promoted to Beijing GM and Dan Ingall from Australia to head the Nokia
account for Greater China. In Shanghai, Yang Yeo joined to head local creative department as
CCO, and Nick Morgan came in on Lux to be ECD. But Creative director Thomas Zhu left to join a
local independent. JWT also merged Ignite and Always to integrate a stronger sub—network. The
agency is still one of most creative in China, scoring high in international and local awards- 2 Clio
bronzes, 2 Gold ,5 Silvers from China Ad awards, 3 Silvers on China 4A Awards.
BEUZBRERBEETINARERL S, UEBEFEFMBEENEIZ EERE NS
EREPERKBHGSML S, ﬁ?fuﬁﬂﬁzﬂ%:_rp?rui%r MREEHFHCOMAR IR

o PIMIFULSEBEHEZSFR. FB. 2RREM. K. TEES, itaﬂ’«]kﬂﬂi
ERBHEETEPRRK, EABIEGTEBEERIERAAETLEE, HIIKRERATILHN
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2 Last

This year, Y&R appointed industry veteran Tom Kao to lead Greater China operations, with
Weiwei Chen eventually leaving and creative leader Fred Tong also moving on to Hakuhodo.
Carter Chow came in from TBWA to lead the Colgate Team as MD and the agency expanded
its grip on the account. Y&R enhanced its BTL power via the acquisition Guangzhou—-based
Dawson marketing network, along with digital specialist Agenda in early 2008. The agency
won Haier Olympics project, only to lose early in the new year. Other new business wins
included Kingworld Medicine, Huawei and a series of property assignments.
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This year, Nokia global creative shifted to W+K and JWT mostly affected Bates Asia’ s
fate. But parent group WPP selected it as leading agency on the newly won Dell account,
so Bates should be fill with the gap which Nokia left. Shanghai-based marketing agency
Methinks’ acquisition will also enhance the agency’ s BTL offerings. Norman Tan had
been realigned to focus more on greater China operations’ creative force. Long—serving
GCD Ken Tao left for a local interactive agency but Mao Kan also joined to lead Shanghai
GM’ s Buick creative. Fanny Yum left Beijing office as GM as Nokia departed. Bates
performed reasonably and scored on China Advertising Awards and China 4A Golden Seal
Awards. The agency won a few small new business such as LeConte Food.
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Grey finally parted with its Chinese partner this year and became a wholly owned foreign
entity. Steve Lin led the slightly lagging WPP's creative agency to be more competitive,
and made a management restructure in Shanghai, with GM Alan Lo and ECD Benson Lam
resigning earlier this year. Supported by its parent group, Grey China strengthened its
integrated marketing offering with the acquisition of Star Echo group, one of leading local



marketing services firm. In terms of new business, it performed well, with strong wins
from Uni—president green tea, Dumex, Skoda, Amier, HiSense Electronics, and other BTL
assignments. The agency also took home 4 bronzes from China 4A Awards and 1 Gold, 3
Silvers and 1 Bronze from China Advertising Awards.
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DDB welcomed a reasonable first year after its partnership with CITIC-Guoan. In Beijing,
DDB finalized its management team with Donald Ma as MD, David Lin as ECD and other
senior hires. Cannes winner Jody Xiong was elevated to Creative Director and Jesse Lin was
also promoted to Shanghai GM. Former LB creative leader Gordon Hughes also took the role
of MD for the newly started Guangzhou office. It embraced a number of new business wins
including McDonald's, Yahoo, Roca, Qumei and Citizen. The global Wrigley win gave it its
first presence in Guangzhou, Its "Professor Supersavings' campaign for McDonald's boosted
its reputation and profile in the marketplace, earning it a place in McDonald's roster. Despite
all this, the agency's performance in the creative awards was still below expectation.
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TBWA had another impressive year, especially from its Beijing office. The new Beijing office head
Anthony Polovineo, with ECD Chian Huang successfully lured more new business. This aside, TBWA
strengthened its creative team with Kama Yu, Zhao Fei and David To (all from Ogilvy) on board.
Alice Lee joined Beijing to take on the role of Client Services Director. TBWA Shanghai lost Yang Yeo
to JWT, but Carol Lam filled the role. TBWA Hakuhodo Guangzhou faced a management reshuffle,
and its anchor client Nissan shifting some project out from the agency, Dannies Li took GM role.
TBWA enhanced its planning team elevating Jeremy Sy to a national role and Ellen Hou as Shanghai
planning head. The agency also expanded its non-traditional offerings, launching retail unit Integer
and appointing Jason Kuperman as MD of digital unit Agency.com. For new business, it won China
Unicom, Eachnet, World Gold Council, Schneider Electric, Uni—president Juice. This year, TBWA
scored at the China 4A Awards with one Silver for China Unicom — more work needed on creative.
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This year saw the end of the partnership with CNUAC along with Pepsi's new creative
challenge campaign. At the same time, Tan Tze Kiat was promoted to national GM, Angus
Tsai joined as Creative Director, and Glenn Bartlett returned to handle BTL unit Proximity's
national creative. BBDO also bought a minority stake in local agency Shunya Advertising
to strengthen its presence in Northern China. Backed by Wrigley's global consolidation,
it opened an office in Guangzhou. Other new business included Walt Disney, Snow Beer,
Saridon and Talcid. The works for VISA and Gillette mainly contributed to the agency's
creative honors from China Advertising Awards, Spikes, Longxi and Kam Fan awards.
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Saatchi & Saatchi had another good year, with steady management team and some success at new
business. It kept its strong relationship with P&G and Lexus, and won new business from Google,
Jiumuwang, Ping An Bank, SVW, Goldlion, Hewlett Packard, Novartis and Lexus Dealers. The major
change in creative department was Guangzhou office ECD Polly Chu, departing for JWT. Awoo Lai
relocated to Shanghai as GCD. Saatchi & Saatchi performed well on local creative awards with1
Gold from China Effie, 1 silver and 2 bronzes from China 4A Awards, amongst others.
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Publicis China restructured its management team, with a series of senior changes. Yang Ke
moved to Beijing as MD, with Marian Koa as business development head and C.H. Yang as GM
of Shanghai. S.C. Low also became the head Guangzhou office. Violet Wang joined as national
ECD from M&C Saatchi, topping the R3 survey in terms of respected professionals in the market,
while Jason Zhao led Beijing creative department to more stabilty. Publicis also had a decent
new business year with wins from QQ, Vanke, Artistry, Tsingtao Beer, Aux, Beijing Mobile and
BTL work for Yili and Li-Ning, amidst losing an important piece of HP business to sister agency
Saatchi. They performed better than 2006 at China Advertising Awards and Internet Ad Awards.
PRI SEMER T ERER, 8FEpRBERIFRETEFERGTE, MEZERLEHL
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Leo Burnett faced a big change with longtime partner Donald Chan and Ruth Lee both departing
from the agency after many successful years, while senior creatives Command Chan and Dan
Fang left from Shanghai office. Though the agency rapidly tapped Dean Bramham and KC
Arriwong to lead the team, KC has already departed and greater work needs to go into the creative
leadership right now. Additionally, Benjamin Tsang extended his role in northern China operations
and Patrick Daly also joined from G2 to lead ARC’ s creative department. Local Marketing firm
Yong Yang was acquired to sharpen the agency’ s BTL marketing offerings. New business came
from Wyeth, Shanghai Telecom, Metersbonwe, Mengniu International and more from Coca—Cola.
But the Guangzhou office suffered a big blow as Wrigley was lost due to global realignment. For
creative, Leo Burnett at least performed well at the China Advertising and China Internet ad award.
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McCann had a stable year after Don Norris’ departure in 2006, using the time to strengthen
its strategic team. Pratik Thakar was brought in as national strategic head, filling a vacancy left
by Andrew Metcalfe, who transferred to New York office. Stuart Mattson joined as Shanghai
strategic head; at the end of the year, and McCann also appointed a new Intel team leader.
From a new business perspective, it welcomed wins such as Midea, Dodge, GSK, Pingan
Group and twenty other small clients, but also lost Coca—-Cola to Burnett through the Red
Lounge, as well as J&J globally to BBDO and JWT. In Creative awards, the agency performed
well at China Advertising Awards (2 Gold, 3 Silvers and 7 Bronzes) and other Creative Awards.
The global relationship with Intel and Microsoft are still the agency foundations in China.
ZEEAEEHET2006FBHRE, REFENREN—F, MMNETRASEHM#H—FSmE
B RIFRBR . Pratik ThakariI A EZEIBAANIAEHANDrew MetcalfeiB{FE BRI RS
F%, Stuart MattsonUIAIEE LB AENKEEEE; EFRLEH THELETEEER
PEFROVENGSE. EFLETE, EEHURATE, RETBEENER. EF. hx
B3R, FREBUREMOZTA/NENF, EREETOTRESL T ERY, BEN—FD
A SR TBBDOME RIS . EEAEKR EXE, ZEMRNMGIEERE BHEER
E &9 LR BF2e3R7H, EBE SR REBRNERMXRKERHEHEHX MR,

+3a% cz @



D+9azicmm

2 Last ye

Draft FCB struggled last year, losing not only the top management team but also account service
professionals. The exodus included Beijing General Manager Amy Peng, creative leaders Percy
Yin and Hang Yandong and national MD Kenny Chang . Former JWT creative Bill Chan joined
Shanghai to take the ECD role. Beijing office lost Huiyuan, Kong.net (Kongzhong) and Mingsheng
Bank this year and ended a long relationship with Hongkong Tourism Board in greater China. But, it
also enhanced the relationship with Shanghai GM in digital and CRM, two crucial areas of growth
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Earlier this year, Lowe restructured its agreement with joint venture partner Guangming
Daily Group and officially announced its new Chinese name “Ruishi” . The retained MNC
clients Unilever and J&J served as foundation clients for the new agency. Following Neil
Cotton’ s departure, Kitty Lun has revamped Lowe’ s senior team with Singapore veteran
Ng Tian It as creative chief, Mike Foster to sharpen its strategic planning, and Sanjai
Srivastava and Emen Chong to lead business. On the new business front, Lowe is merely
gearing up, managing to secure Reebok on a project basis. The agency’ s work on Clear
gave it some profile in the market, with some honours in the China Effie Awards.
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Global alignments never hit harder than the WPP win of Dell. Though Euro RSCG had done
well to maintain the whole regional account, eventually it lost its grip. Likewise in 2007, it
also lost the high—profile Volvo account to Nitro. Matt Donovan was brought in as head of
Strategy for APAC and promoted Simone Zhang to Strategy Planning Director for Shanghai.
In Beijing, local ECD Jonathan Hsu left for Dentsu, and Frank Chang took the leading
creative role. There was at least plenty of other new business in the form of PPG, China
Unionpay, Fulinmen, Sandoz, Vichy and 20 other BTL projects. Creatively, the agency
received honors at the China 4A Awards with 2 Silvers and 17 Bronzes.
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Wieden & Kennedy had a big year, securing the global Nokia business, and driving new
Nike work such as Liu Xiang’ s new crown, basketball and the Beijing Marathon. With the
global Nokia win, it gave the agency its first Beijing based client and hence office. It also
picked up the global VISA World Cup project. Despite its global creative reputation, W+K
China shunned the local creative awards. Experienced talent Iris Lo took another creative
leader role in Shanghai, but regrettably, resigned at the year—end. Now, we wait to see
what other magic they can wield for 2008
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After officially launching last year, BBH began to prove its creative capability in the
marketplace — their work for Mentos won the sole Grand Prix from China 4A Golden Seal
Awards. It’ s management team remains stable and energetic — Arto Hampartsoumian
moved to Regional Client Service and Christine Ng led the day-and—-day operation. The
agency snared the FedEx domestic creative account after a pitch against BBDO, and a VISA
project with Discovery Channel. The agency also performed well at the China Effie (1 silver),
China Advertising Awards(4 Bronze) and China 4A Awards( Grand Prix,1 Gold and 2 Silvers).
FFEEREVERIZE, BLHFHREINEAEIRES, MM ASEIREMENBR &
MAEAABIR SR ESEMTHR—NEHAR, HEBFAMRSREMERNBE, Arto
HampartsoumianZ B XIEE RS, RRFEEHTAENZE TE, FEBEEI%RE
X EIEEMSteve ElrickfyX s, EFEMAIER T BBDORKE 7B I IRB E B2 A £
%, URVISA—EHRIE, ZCIRXITE, ZASMFEIFER (1R) . mET &
(448 ) MAPELALENR (1£HAR. 1£HM24R ) BIE T —EMHS.

%

L

Now in its third year in this market, led by longtime veteran Viveca Chan and a strong
management team with experienced senior executives, the WE Group has grown to 200
staff with 3 offices in Greater China. The agency continued to strengthen its team, hiring
Sonia Shum to Group Account Director, Patrick Ha as Account Director. New business wins
included Hi-Sap, Hang Seng Bank, Panasonic washing machines, Diageo’ s Dimple and
Old Parr, Clinique, Leo, Gieves & Hawkes, United Laboratories, Yanlord , Ridache, and
Lane Crawford CRM. The agency also scored at China Advertising Awards.
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Asia chief Kim Walker parted from the agency at this year end, and Chris Jaques came in
as replacement.. M&C Saatchi still lack the global or regional big accounts’ support of
other agencies. Tony Yeung from Lowe, joined in Shanghai as ECD. In China, it won new
business from Bank of China Visa Card, Uni—president (part) and Siemens mobile, but it
also lost the Wyeth account. Versus its peers, the agency has a gap to close on awards
and new business in order to boost its profile.
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Nitro had a reasonable year, with a relatively stable management team and client
relationships. Jennifer Labus was brought in as Joint MD and business head. Bryce
Whitwam joined from OgilvyAction as Integrated Activation Director, leading new work on
Mars, Wall's ice cream and Volvo, a new client, won through a relationship with Arnold in
the US. Nitro continues to keep a positive relationship with Mars and Unilever. It won more
than it lost, with only elong switched to McCann.

LR &7E2007 5, RIFENRENEEBFMZEASEXR, Jennifer LabusIAIBfEE
FERZZENVETE, kBRETHBryce WhitwvamiIANBEEEFENTHLSE, 7
FIBK. MBIFRTROENTH. IRMIECIBVEHNEKERE—ERE Lthh&H
DREWERT R, LIRRRAEYFNER, BRI EREREESBRMKEHENR
HXER, FEOBE—RIIFEN EER. 2F, MNRENZLLAEZNS, KETEE
RIRRIK, RRIEZEMELT EE,

%

Dentsu had a solid year, with support from their Japanese clients and with a positive
combination of local marketers. The Japanese advertising giant has a unique position in
China, in the top five in terms of perception in the R3 Agency Image Study. In Shanghai,
local creative Wang Fang was promoted to ECD. Dentsu Beijing reshuffled its media
management team. Noriko resigned, Deputy General Manager Zhang Haiying moved
to GroupM, and it relocated two senior executives from Tokyo to fill with the vacancy,
including a General Manager and new Executive Media Director.
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