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WPP IS THE CREATIVE 
TRANSFORMATION COMPANY

  OUR VISION
  For more on our work 
see page 7

To be the most creative company in the world

 OUR PURPOSE
  For more on our purpose 
see page 38

We use the power of creativity to build 
better futures for our people, planet, clients 
and communities

 OUR STRATEGY
  For more on our strategy  
see page 16

Our strategy aims to capture the opportunities 
offered by AI, maximise the potential of our 
offer to clients and deliver faster growth, 
higher margins and improved cash generation

Underpinned by a disciplined approach to capital allocation

AI COVER ART
Our AI cover art was created on WPP Open 
by our in-house creative technologists. 
The imagery combines high-fidelity 3D models 
in NVIDIA Omniverse™ with WPP Open’s 
generative AI capabilities

 For more on WPP Open see page 18

WPP Open, our AI-powered marketing 
operating system, drives creative transformation 
for the world’s biggest brands

Lead through 
AI, data and 
technology

Accelerate 
growth through 
the power 
of creative 
transformation

Build 
world-class, 
market-leading 
brands

Execute 
efficiently to 
drive strong 
financial returns
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WHAT’S INSIDE
This report provides an update on our strategic 
progress, financial performance and sustainability 
activities for the year ended 31 December 2024

SUSTAINABILITY
We highlight our performance related to 
environmental, social and governance (ESG) 
topics in this report, starting on page 36. For a 
more in-depth account, please see this year’s 
Sustainability Report at wpp.com/
sustainabilityreport2024

ADDITIONAL CONTENT
Scan the QR codes throughout the  
report to access further content online

Signposts where to find related information 
within this report

Selected metrics marked with this symbol have 
been subject to independent limited assurance 
procedures by PricewaterhouseCoopers LLP (PwC) 
for the year ended 31 December 2024. For PwC’s 
2024 Limited Assurance Report and the 
WPP Sustainability Reporting Criteria 2024, 
see wpp.com/sustainabilityreport2024

ANNUAL REPORT ONLINE
An online version of this report, along with 
supplementary information and disclosures, 
is available at wpp.com/annualreport2024

ABOUT THIS REPORT

PEOPLE
PLANET
 CLIENTS
 COMMUNITIES

SUSTAINABILITY 
REPORT 2024
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 108,000 
  people

Delivering excellence and driving 
growth for our clients

 See page 42 for more

 100+ 
 countries 

Our global footprint is a 
key differentiator

 See page 10 for more

  Leading  
  brands

Home to powerful agency brands

 See page 28 for more

 Innovation Deep AI expertise, world-class 
data capabilities and cutting-edge 
technology

 See page 18 for more

WPP Open, our AI-powered marketing operating 
system, enables the biggest global marketers to 
transform their processes, deliver efficiencies and 
accelerate business growth

 Our clients WPP clients include many of the 
biggest companies and advertisers 
in the world. Our top ten clients 
represent 20% of revenue less 
pass-through costs

 See page 24 for more

AT A GLANCE 
 OUR COMPANY

We are a world leader in marketing services, 
with deep AI, data and technology capabilities, 
global presence and unrivalled creative talent

 Top 10 markets

WPP ANNUAL REPORT 202422
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Stable revenue and profitability

REVENUE  

 £14.7bn 
(2023: £14.8bn)

REVENUE LESS 
PASS-THROUGH COSTS1

  £11.4bn 
(2023: £11.9bn)

OPERATING PROFIT 

 £1.3bn 
(2023: £0.5bn)

HEADLINE OPERATING 
MARGIN2

  15.0% 
(2023: 14.8%)

 See page 68 for more

Increased returns to shareholders based on strong financial foundations 

DILUTED EARNINGS
PER SHARE

 49.4p
(2023: 10.1p)

DIVIDEND PER SHARE

 39.4p 
(2023: 39.4p)

ADJUSTED OPERATING 
CASH FLOW CONVERSION3

 86% 
(2023: 73%)

AVERAGE ADJUSTED NET 
DEBT/HEADLINE EBITDA3

 1.80x 
(2023: 1.83x)

 See page 62 for more

Continued progress on our key non-financial performance indicators 

 PROPORTION OF WOMEN IN 
EXECUTIVE LEADERSHIP ROLES4 

 42%  
(2023: 41%)

 ELECTRICITY PURCHASED 
FROM RENEWABLE SOURCES 

 93%  
(2023: 88%)

CLIENT NET
PROMOTER SCORE

 31.4 
(2023: 27.5)

WPP OPEN MONTHLY 
ACTIVE USERS

 33,000 
(2023: 10,000)

 See page 67 for more

1 The Group uses alternative performance measures in explaining its results, which are 
described from page 196

2 Headline operating profit of £1,707 million (2023: £1,750 million) as a percentage of revenue 
less pass-through costs of £11,359 million (2023: £11,860 million). Reported profit before tax 
was £1,031 million (2023: £346 million)

3 See definitions in the Glossary from page 203
4 In line with the FTSE Women Leaders Review, the independent, business-led framework 

supported by the UK government. Executive leadership roles are defined as the board and 
executive leadership population (see WPP Sustainability Reporting Criteria 2024)

 Selected metrics marked with this symbol have been subject to independent limited assurance 
procedures by PricewaterhouseCoopers LLP (PwC) for the year ended 31 December 2024. 
For PwC’s 2024 Limited Assurance Report and the WPP Sustainability Reporting Criteria 2024, 
see wpp.com/sustainabilityreport2024

  
OUR PERFORMANCE

Although challenging trading conditions weighed on our top-line 
performance, we further improved our margin, cash conversion 
and a number of other key performance indicators
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 CHIEF EXECUTIVE’S 
 STATEMENT 

the volume of quality content we are able to 
produce for our clients, unlocking new levels 
of sophistication and effectiveness in media 
planning. All at the speed and scale enabled 
by advanced AI models.

This creates huge potential for WPP, our 
clients and our shareholders. As well 
as enhanced creative output, AI promises 
a step-change in efficiency and productivity, 
allowing us to deliver more work with the 
same resources, alongside better outcomes 
for our clients.

To ensure we realise the opportunity of AI, 
we have been building on the leadership 
position we established a number of years 
ago when we acquired Satalia, the cutting-
edge AI technology company, in 2021.

Acting as a hub for AI expertise across the 
whole of WPP, Satalia has allowed us to build 
and train state-of-the-art AI models for our 
clients, and to develop the “Brains” that sit 
behind our AI-powered marketing operating 
system, WPP Open.

LEADING THROUGH WPP OPEN
Our investment in WPP Open has 
differentiated us from our peers and means 
we now offer clients the industry’s most 
advanced end-to-end marketing platform.

It allows our teams to generate insights, 
develop strategy, move seamlessly from 
ideas to near-finished executions, test them 
against synthetic audiences, plan and 
activate campaigns, and manage commerce 
channels through to the point of purchase.

In 2024 the advertising industry surpassed 
$1 trillion in total revenue for the first time 
in history, as brands continued to invest in 
marketing services as a core component 
of their wider strategies.

What we do is not simply important for 
clients – it’s a prerequisite for business 
success. They look to us to inspire their 
customers, launch new products, manage 
their reputations and grow their businesses.

At the same time, the marketing ecosystem 
is becoming more complex, as channels, 
platforms and technologies rapidly evolve 
and proliferate.

So clients are also looking for partners who 
can help them navigate this complexity, and 
transform their marketing operations to keep 
pace with change.

Each of these trends underscores the highly 
valuable nature of our work, and the 
opportunities ahead of us.

THE OPPORTUNITY OF AI
The biggest of those opportunities is 
to be found in the application of artificial 
intelligence to marketing.

Over the last 25 years, the internet has 
transformed the business of marketing, 
and driven our growth as a company. 
At WPP, we believe that the impact of AI 
will be equally – if not more – profound.

AI is touching every single aspect of how we 
work: augmenting our creativity, increasing 

These are just some of the capabilities 
of WPP Open, and the reason 33,000 of our 
people were using it each month by the end 
of 2024 – a figure that continues to grow. 
Client adoption is also growing, with major 
brands including Google, IBM, L’Oréal, LVMH, 
Nestlé and The Coca-Cola Company all 
seeing the benefits.

WPP Open was central to our biggest 
pitch successes in 2024, including Amazon, 
Unilever and Johnson & Johnson, as it 
becomes increasingly embedded at the 
heart of our offer and ways of working.

Innovation in the world of AI is happening 
at a dizzying pace, and to maintain our lead 
we are increasing our annual investment 
in WPP Open from £250 million in 2024 
to £300 million in 2025.

  Read more about WPP Open and 
our investment in AI, data and technology 
from page 18 of this report

WPP OPEN WAS CENTRAL 
TO OUR BIGGEST PITCH 
SUCCESSES IN 2024 AS IT 
BECOMES INCREASINGLY 
EMBEDDED AT THE HEART 
OF OUR OFFER AND 
WAYS OF WORKING”

MARK READ
CHIEF EXECUTIVE OFFICER
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STRONGER MARGIN AND CASH, 
DESPITE TOP-LINE PRESSURE
It has also helped to make our operations 
more efficient, contributing to a higher 
headline operating margin, improved cash 
conversion and a stronger balance sheet – 
giving us greater flexibility for the year ahead.

We anticipate that the impact of our 
structural actions on the top line will be 
somewhat slower to come through, as 
we continue to build a platform for stronger 
growth in the future. It also takes time for 
new business wins to translate into revenue.

Our top-line performance in 2024 was 
impacted by the effect of historical client 
assignment losses, challenging conditions 
in China and weaker discretionary client 
spending in the final quarter. Like-for-like 
revenue less pass-through costs fell by 
1.0% for the year. 

In these uncertain times we remain cautious 
on the macro environment. We expect 2025 
to be a year of transition for GroupM as a 
new leadership team implements its plans 
and laps prior client losses. At the same time, 
we anticipate a better year for our creative 
agencies, and that our top-line performance 
will improve in the second half of 2025.

We expect trading in China to continue to 
be difficult in the first half of this year, with 
some improvement later in 2025. The actions 
taken by the new China management team 
– including to address GroupM’s specific 
challenges – will build on our leadership 
position and strengthen our business over 
the medium-term in what remains an 
important market for WPP.

  Read more about our financial performance 
and outlook in the Chief Financial Officer’s 
statement from page 62 of this report

Despite the disappointing end to 2024 
and the challenging short-term outlook, 
we continue to be confident in our 
medium-term targets. We believe our 
strategy – described in detail from page 16 
– will produce stronger growth and greater 
value for our shareholders.

INVESTING FOR THE LONG-TERM
During the dotcom boom, when people were 
trying to figure out whether the internet was 
an opportunity or a threat, and whether to 
maintain or pull their investment, those who 
stayed the course were those who came 
out on top.

The same will apply in the marketing services 
industry today. While we can already measure 
the success of our AI investments in pitch 
win rates, client adoption and employee 
uptake, the ultimate yardstick will be 
top-line growth.

I believe the decisions we are making now 
will create the foundations for accelerated 
growth, as we build a stronger WPP for 
a very different future.

Another critical part of that process has been 
the streamlining of our once highly complex 
client-facing structure.

2024 marked the first year of operation of our 
two newly created agencies: Burson, formed 
from the merger of BCW and Hill & Knowlton; 
and VML, which brought together VMLY&R 
and Wunderman Thompson. 

We also continued to simplify GroupM, our 
largest business, through the consolidation 
programme announced in 2023, and sold 
FGS Global, delivering significant value for 
our shareholders and further sharpening 
our focus on our core business. 

As a result of the changes we have made, 
today we serve clients primarily through six 
agency networks – AKQA, Burson, GroupM, 
Hogarth, Ogilvy and VML – that represent 
more than 90% of our revenue. 

This simpler structure has enabled a stronger, 
more integrated offer across our creative, 
production, commerce and media 
capabilities, supporting an improved new 
business performance in the second half 
of 2024, and good growth across our top 
25 clients of 2.0% for the full year.

PRIORITIES FOR 2025
To achieve this, our priorities for 2025 are 
to deliver on the promise of WPP Open, 
to get GroupM in good shape for stronger 
growth, and to win more pitches through our 
increasingly integrated proposition to clients.

Our additional investment in WPP Open 
is designed to keep it at the forefront of AI 
in our industry, and as we deploy it across 
the entire company we aim to increase usage 
to every client-facing role in WPP.

In September we were delighted to welcome 
Brian Lesser back to WPP as the new CEO of 
GroupM. Brian was previously Chairman and 
CEO of InfoSum, a leading marketing data 
company, and prior to that he led the Xandr 
advertising business at AT&T.

He spent 10 years at WPP, most recently as 
CEO of GroupM North America, and was the 
driving force behind the creation of Xaxis – 
the agency world’s first programmatic 
buying platform, and probably the first 
technology-led proprietary media business.

Since rejoining us Brian has put in place a 
new leadership team at GroupM, which is 
implementing a comprehensive plan to 
build on progress to date and improve the 
competitiveness of our media offer globally, 
with a particular focus on the US.

Leveraging the full benefit of AI, data and 
technology at GroupM is key to closing the 
growth gap with our best-performing peers; 
further investment in WPP Open’s Media 
Studio and in next-generation proprietary 
media products will strengthen existing 
client relationships and drive new business 
performance.

Across the whole of WPP, pitches in 2024 
with WPP Open at the heart had a higher 
win rate, and in 2025 we aim to make sure 
there are no pitches without it.

Technology – and AI in particular – is enabling 
unprecedented levels of connection between 
previously separate marketing disciplines, 
allowing us to offer the truly integrated 
solutions that clients increasingly expect.

Within this, creativity remains more 
important than ever. Our creative and 
production capabilities are market-leading 
and often the decisive factor when clients 
choose our offer ahead of our peers.

5WPP ANNUAL REPORT 2024
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 CHIEF EXECUTIVE’S STATEMENT CONTINUED

SKILLS FOR TODAY, AND THE FUTURE
WPP is a people business, and it is vital that 
we equip our employees with the skills they 
need to succeed in a fast-changing world.

In 2024 we expanded the scope of our 
Future Readiness Academies, our on-demand 
training platform, adding modules such 
as advanced AI training to help our people 
build essential skills in areas like prompt 
engineering and apply AI in practical, 
real-world scenarios. 

More than 30,000 people have completed 
over 108,000 Future Readiness Academies 
lessons, demonstrating the appetite for 
learning, development and future-facing 
skills within WPP.

In today’s connected ecosystem, we need 
our people’s capabilities to span the full 
range of technology partners and platforms. 
In 2024 WPP employees earned more than 
21,000 accreditations from technology 
partners such as Adobe, Google, Meta, 
Microsoft and TikTok.

One of the most important factors for career 
and skills development is spending enough 
time together with colleagues in person. 
As well as making it easier to learn from one 
other and mentor those starting out in their 
careers, it also enables more effective 
collaboration and stronger culture.

That’s why, from April this year, we are asking 
most of our people to spend an average 
of four days a week in the office, while 
continuing to provide additional flexibility 
for those who need it.

Developing emerging industry talent is 
a top priority for WPP, and our Creative 
Tech Apprenticeships are a great example 
of how we do that. This nine-month paid 
programme is designed to furnish participants 
with next-generation skills in AI, creative 
coding and virtual production.

Apprentices gain hands-on experience with 
leading brands, and most go on to secure 
roles with Hogarth, our global production 
agency – providing a career path for them 
and a pipeline of talent for WPP.

  Read more on our people strategy 
from page 42 of this report

OUTSTANDING WORK
Talent remains a vital ingredient of WPP’s 
success, and the outstanding work our 
clients have come to expect from us.

The creative excellence of our people 
and what they do for our clients continued 
to be recognised by the industry in 2024.

We were extremely proud when Unilever 
was named Creative Marketer of the Year 
at the Cannes Lions International Festival 
of Creativity, due in part to our work for its 
brands, and when The Coca-Cola Company, 
whose global marketing partner is our 
dedicated agency WPP Open X, won 
Creative Brand of the Year for the first 
time in its long history.

It was also wonderful to see Ogilvy pick 
up Creative Network of the Year, while WPP 
regained the title of Creative Company of 
the Year and GroupM emerged as the leading 
media group at the festival.

Another great showcase for the best in our 
industry is the Super Bowl, which this year 
once again featured many brilliant examples 
of our agencies’ creative output, while 
GroupM oversaw 20 different spots on 
national media.

It’s another reminder of the visibility, cultural 
impact and high-value nature of what we do. 
Advertisers invest millions of dollars in these 
moments, as they seek to stand out and 
make a connection with consumers, and 
they entrust their brands to us in the process.

Such relationships of trust with the world’s 
leading brands are one of the hallmarks of 
WPP. Our clients include four of the five most 
valuable companies in the world (Amazon, 
Apple, Google and Microsoft) and we partner 
closely with the fifth (NVIDIA). And in 2024 
our net promoter score among our biggest 
global clients rose to a record high.

As we look ahead to the rest of 2025, we are 
more determined than ever to deliver for 
those who rely on our services. My thanks go 
to our fantastic clients, and to all the talented 
people at WPP behind the great work we do 
for them.

Mark Read 
Chief Executive Officer
28 March 2025

As brands seek partners to help them 
transform their marketing models, we are 
well placed to meet this demand, as we 
are already seeing with our biggest clients. 
In many ways providing marketing services 
will become more like providing technology 
services, with fewer partners, greater 
standardisation and new commercial models.

And finally, our efforts will be underpinned 
by more efficient operations and strict 
capital allocation.

Taken together, these actions will position 
us to deliver improved growth rates 
alongside financial stability, against 
a backdrop of continued economic 
and geopolitical uncertainty.

CULTURE AND COMPLEXITY
In today’s complex world, a pressing 
question for brands and organisations is 
whether to engage on social issues in a more 
contested public arena, and how to navigate 
the expectations of different audiences with 
competing views on sensitive topics.

With political events much has changed over 
the last year. Some things, though, have not 
changed. At WPP our aim has always been 
to foster a culture of respect for one another 
in which everyone feels they belong and 
has the same opportunities to progress in 
their careers.

We also believe a workforce that reflects 
the world around us, and the consumers 
our clients want to reach, helps us do the 
best work and is good for business.

Like all companies with operations 
in the United States, we are monitoring 
developments and keeping any implications 
for our business under ongoing review. 
We will continue to meet legal requirements 
in all our markets.

THE CREATIVE 
EXCELLENCE OF OUR 
PEOPLE AND WHAT THEY 
DO FOR OUR CLIENTS 
CONTINUED TO BE 
RECOGNISED BY THE 
INDUSTRY IN 2024”
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 OUR WORK

In 2024 we delivered imaginative, impactful and 
technology-driven campaigns for many of the 
world’s leading brands

HELLMANN’S (UNILEVER): MAYO CAT
The cat on a mission to save human food

CERAVE (L’ORÉAL): MICHAEL CERAVE
Is actor Michael Cera really the brains behind CeraVe skincare?

OREO (MONDELĒZ): BLACKPINK IN YOUR OREO
When the world’s #1 cookie met the world’s #1 girl band

THE COCA-COLA COMPANY: COKE SOUNDZ
Uplifting the world through AI-powered sounds

UPS: A BETTER WAY TO DELIVER
Elevating ecommerce in support of small businesses

AMAZON WEB SERVICES: VANISHING EMAILS
Cutting back the carbon footprint of expired emails

7WPP ANNUAL REPORT 2024
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 WORKING AT WPP

Working at WPP means being part of a global 
network of world-class agencies, where our 
people can learn new skills, pursue fresh 
opportunities and build exciting careers

 See page 42

OUR VALUES

 open

 optimistic

 extraordinary

LEARNING

 108,000+
Future Readiness Academies 
training sessions, including 
advanced AI modules

RECOGNITION

a Financial Times 
Best Employer

WORKPLACES 

47
modern, inspiring 
campuses across 
the globe

ENGAGEMENT 

79,000 
responses to our All In 
staff survey 2024

8 WPP ANNUAL REPORT 2024



 INVESTMENT CASE

Our global scale, strong client relationships and leading 
capabilities underpin our strategy to accelerate growth 
and drive shareholder returns

GLOBAL REACH 
AND SCALE

Our global network of world-class agencies 
provides comprehensive geographic reach and 
services across all areas of modern marketing

 100+ 
countries in our 
global network 

ATTRACTIVE 
AND GROWING 
ADDRESSABLE 
MARKETS 

Ongoing client demand for integrated marketing 
services is driven by an increasingly complex 
ecosystem and new opportunities from 
technology-led services, such as AI

 6.9%
estimated compound annual 
growth in global advertising 
revenue 2023-20291

DEEP RELATIONSHIPS 
WITH LEADING 
BUSINESSES

Our clients are some of the world’s largest and 
most successful companies, including around 300 
of the Fortune Global 500. These relationships are 
enduring, including multi-decade partnerships 
with many of our biggest clients

 8.1 
out of 10 client 
satisfaction score 
(2023: 8.0)

LEADING THROUGH 
AI, DATA AND 
TECHNOLOGY

We invest in AI expertise, data capability and 
cutting-edge technology through organic investment, 
targeted acquisitions and strategic partnerships with 
world-leading technology companies, to meet client 
needs and drive our growth

 £250m 
investment in AI, data and 
technology in 2024, rising 
to £300m in 2025

FINANCIAL 
STRENGTH WITH 
INVESTMENT GRADE 
BALANCE SHEET

Our business is cyclical but our cost base is flexible, 
allowing maintenance of strong profitability and 
cash generation across the cycle.  We combine this 
with a disciplined approach to capital allocation, 
enabling us to reinvest in the business, acquire new 
companies and talent, and reward shareholders

 £4.6bn
returned to shareholders 
since 2018

WORLD-LEADING 
TALENT, AMBITIOUS 
FOR THE FUTURE

We attract and retain world-leading talent, 
develop our people’s skills in all areas of marketing 
and augment their creativity with our leading AI 
capabilities, helping us deliver transformative 
work for our clients 

 108,000
people across  
the globe

1  GroupM, This Year Next Year: 2024 Global End of Year Forecast, December 2024 
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2024 REVENUE BY REGION2024 REVENUE BY REGION

North America 38% 
United Kingdom 15% 
Western Continental
Europe 20%
Rest of World (CEE, 
LA, AME, AP) 27%

 WHERE WE OPERATE

WPP agencies operate in more than 100 countries, 
providing global reach and scale 

Our top 10 markets

%
Revenue People

USA 35 19,000

UK 15 12,000

Germany 7 7,000

Greater China1 5 7,000
India 4 11,000
Brazil 2 6,000
Australia 2 2,000
Canada 2 2,000
France 2 2,000
Italy 2 2,000

1 Including Hong Kong and Taiwan

LATIN AMERICA

NORTH AMERICA UNITED KINGDOM

PEOPLE

21,000

PEOPLE

12,000

CENTRAL &
EASTERN EUROPE

REVENUE

£0.3bn

PEOPLE

4,000

REVENUE

£5.5bn

REVENUE

£2.2bn

WESTERN
CONTINENTAL EUROPE

PEOPLE

22,000

REVENUE

£3.0bn

REVENUE

£2.6bn

PEOPLE

30,000

REVENUE

£0.7bn

PEOPLE

14,000

PEOPLE

5,000

REVENUE

£0.4bn

AFRICA & MIDDLE EAST ASIA PACIFIC

WPP ANNUAL REPORT 202410
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% OF REVENUE LESS PASS-THROUGH 
COSTS, 2024
% OF REVENUE LESS PASS-THROUGH 
COSTS, 2024

Global integrated 
agencies 83% 
Public relations 
agencies 9% 
Specialist agencies 8%

OUR AGENCIES

Over the last few years we have simplified our structure to meet 
the needs of our clients and drive growth. We now operate 
primarily through six key agency network brands

GLOBAL INTEGRATED AGENCIES
Our creative agencies bring brands and 
products to life through advertising 
campaigns, experiences, ecommerce 
strategies and platforms, technology 
services such as CRM implementation, 
and more.

Our media agencies connect brands with 
consumers – planning, buying and activating 
the distribution of creative content across 
the full range of media channels, including 
digital display, search, social, TV, print 
and billboards. 

WPP is home to exceptional creative, media, 
public relations and specialist agencies

PUBLIC RELATIONS AGENCIES
Our PR firms help clients communicate with 
their stakeholders, build their reputation and 
manage risk. 

SPECIALIST AGENCIES
Our specialist agencies provide tailored 
services, including branding and design.

 Read about the performance of our agencies 
in the Financial Review on page 68

 6
leading networks, representing 
92% of WPP1 

CREATIVE MEDIA PR 

The world’s largest 
creative agency2

An iconic global 
creative agency

An award-winning 
ideas and innovation 
agency

The world’s largest 
production agency

A world-leading media 
investment business3

A top 2 global PR firm4

 26,000  14,000  5,000  7,000  40,000  6,000

55 markets 87 markets 30 markets 27 markets 88 markets 43 markets

We are also home to a number 
of specialist agency brands

 1,000  700  1,300

KEY   Employees 1 Pro forma for the sale of FGS Global
2  Formed in January 2024 from the merger 

of Wunderman Thompson and VMLY&R 

3  GroupM includes the agencies Mindshare, 
EssenceMediacom, Wavemaker and other 
agencies not listed here

4  Formed in June 2024 from the merger 
of BCW and Hill & Knowlton 
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 OUR OFFER

 OUR BUSINESS MODEL

 WPP is the creative transformation company

WHAT  
WE DO

WHAT SETS 
US APART

We provide marketing services that 
help brands grow and transform 
their businesses

Our work spans the full marketing 
spectrum, from the creation 
and production of advertising 
campaigns, social media 
management and influencer 
marketing to commerce solutions, 
app development, CRM 
implementation and more

Our simple, integrated solutions 
connecting our creative, production, 
commerce, media, PR and specialist 
services, based on our core 
strengths: leading AI, data and 
technology capabilities, deep 
relationships with major clients, 
global scale and reach, 
market-leading agency brands 
and award-winning creative talent

CREATIVE MEDIA PR SPECIALIST

OUR OFFER Create scalable ideas and 
experiences that bring to life 
brands and their relationships 
with customers

Connect brands to consumers 
across the full range of media 
channels and platforms

Manage reputation 
and communication 
with key stakeholders

Branding, design and 
other specialist services

OUR SERVICES 
INCLUDE

 – Brand experience
 – Commerce
 – Customer experience
 – Marketing strategy
 – Production
 – Technology 

implementation, eg CRM

 – Commerce media
 – Consulting
 – Data analytics and insight
 – Media activation
 – Media planning and buying
 – Media strategy

 – Media relations
 – Public affairs
 – Reputation, risk and 

crisis management
 – Social media management
 – Strategic advice

 – Brand consulting
 – Brand identity
 – Corporate and brand 

publications
 – Events management
 – Product launches
 – Sonic branding

OUR OFFER 
IN ACTION

CAN'T B BROKEN
Beyoncé tries (and fails) to 
break Verizon's network 

EVERY JOURNEY 
MATTERS
Celebrating 25 years 
of Transport for London

THE BEST A MAN 
CAN GET
Bringing Gillette's iconic 
branding to a new generation

WOMEN BAYER
Creating a brand that 
illuminates women’s health
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