| Who do we compete with?




What makes us different?

The insight behind our brand...

“Great ideas are a mix of insight, strategy, creativity and commercial pragmatism...when I
choose a marketing consultancy I always have to make a compromise between these
ingredients...because none of my agencies are great at all 4 things”

Breakthrough
Insight

Commercial
Pragmatism Strategy

‘ Creativity J




[ ... as one client put it...imagine the left hand side of your
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Growth outlook: continued double
digit growth ’&
=

Continued growth from UK and Europe

- We have a very wide source of business: marketing and management
consultancies, market research and advertising agencies...and strong points of
difference against each

- Our awareness and reputation continues to grow

- Europe growing strongly with lots of new client/service opportunities

- New focus on service brands (financial, leisure, retail etc)

- Client sharing/cross selling with M&C (=a big profit opportunity)

Geographical Expansion

- USA is big and underdeveloped market for consultancies like Clear

- US office launched in March 07.....lost money at the rate we expected for
the first 6 months..... now making very good profits.

- Looking east...Singapore, China, Hong Kong, Australia leveraging M&C'’s
existing people and infrastructure
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‘PR = PRESS RELEASES’




REALITY

PR 1s multi-dimensional & dynamic

Fleet of foot and quick to change
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£3M 2007
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MYTH 2:

'PERIPHERAL TO BRAND
& MARKETING ACTIVITY'




REALITY

PR has the CEQO’s ear
& seat at the table




OUR CLIENTS

BALLANTYME

BRITISH
FASHION
COUNCIL

BOTTEGA VENETA




MYTH 3:

JUST ABOUT SPIN & HYPE’




REALITY

Corporate & brand reputation

New driving force of consumer

decisions

PR Is at the heart of It
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P&G BEAUTY (& GROOMING)
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‘ALL ABOUT THE PARTYYV




REALITY

PR Is at the heart of the drive to
content creation

Our content ideas have changed the
product offer, not just the
communication
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American Express European Luxury Project

/5% 21" CENTURION LIVING

Retaining American Express’s
Premium Positioning

July 9, 2006




INTERKATIONAL ECONOMY







‘LUVVIES WHO LOVE TO

NETWORK’













REALITY

We create relationships with clients that
drive their business

With influencers and through strategic
alliances




‘LOCALLY FOCUSED’




REALITY

The UK is one of a small number of
markets trusted to create global plans
and templates

30% of Talk PR’s fees are for global
projects
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BULGARIA

March 2006
Circ: 280,000

CZECH REPUBLIC

TISCALI.CZ
27 February 2006
Circ: 45,000

FRANCE

LA CROIX
20th March 2006
Circ: 38,100

GERMANY




TALK PR IS RIPE & READY
FOR GROWTH

Beyond consumer PR

Great clients = great potential

Corporate reputation drives consumer choice
Content is king

Strategic alliances drive business growth

The world is our oyster!




Walker Media

We plan all our buying and buy all our planning



“Keeping our heads...”

Focus on consumer and sales

Respect for the power of advertising



Media is simple
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Only agency in the top 10 via organic growth

M&S Weetabix
Launched Summer ‘00 Summer ‘05
Nov ‘97 ‘
DSG KFC Barclays
Jun ‘98 Summer ‘03 Spring ‘06

Fastest to £100m Fastest to £200m Fastest to £300m



Amongst the “mega-groups”

Ranking (within top 20)

Network Agency Billings | Clients / Brands
£ / client £ / brand

WPP MediaCom £871m 89 /375 6 12
Omnicom OMD £836m 75/ 246 3 4
WPP Mindshare £725m 31/100 1 1
Publicis Starcom Group £657m 60/ 167 4 3
Aegis Carat £634m 65/212 7 7
Publicis ZenithOptimedia £566m 52 /185 5 5
WPP Mediaedge:CIA £303m 48 1124 12 11

Initiative £299m 40/121

-—
Omnicom £245m 29/ 87

Source: MMS (MAT to Sep '07)

..adistinctive ‘composition’



Amongst the “Iindependents” ...

Ranking (within top 20)

Agency Billings | Clients / Brands
£ / client £/ brand
I T N
MediaVest Manchester | £132m 39/169
Brilliant Media £108m 23 /144 13 19
BLM £68m 19/ 85 17 17

Source: MMS (MAT to Sep '07)

..In aclass of our own



The offline display market has grown by 6% since

MAT @ Sep ‘03
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The media mix has remained broadly steady
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Online expenditure has grown dramatically

—Online Spend
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Search has increasingly dominated the mix

Search —Display
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No. of agencies with recorded UK billings (MAT)

With smaller players under pressure, we see 12% fewer
active agencies than 4 years ago
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Sep '03: 1,183 active agencies
Sep '07: 1,040 active agencies
Reduction: 143
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‘Top Independents’

Four of the current top 20 media agencies lie outside the global networks.

In descending order of current billings, they are...




MAT billings

The global networks’ combined share has remained
relatively static
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Index (MAT billings vs Sep '03)
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Walker Media’'s +69% growth outstrips the top-
performing network
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The Future as it relates to planning and buying

Mass Media ...content

‘Digital’ ...content

cConsumers ...content




....S0 Walker Media?

Focus on retention and protect USP ... Talent

Build on digital offering across existing client base ... Talent

Tailored international growth ... Talent






