
Who do we compete with?



What makes us different? 

The insight behind our brand...

Breakthrough 

Insight

Commercial

Pragmatism Strategy

Creativity

“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”



… as one client put it…imagine the left hand side of your 

brain shaking hands with the right!

Data analysis

Breakthrough Insight

Strategic thinking

Creativity

Expansive thinking

Visualisation of ideas & concepts

Global % T ota l Uninvolved Compromisers Indulgers Gourmets
Natural 

Providers

Fat/ weight 

Conscious
H ealth Seekers

Unw eig hted  Base 6 0 43 12 9 15 2 0 19 13 12

Weig ht ed B ase 6 0 43 10 6 15 2 0 19 15 15

Affordable  a ll rounder 16 4 1 3 3 3 2 1

Taste  made easy 11 1 1 2 2 1 2 1

Real taste  enjoyment 21 2 1 5 5 4 2 2

Wholesome enjoyment 13 1 1 2 3 3 1 1

Show I  care  7 1 0 1 2 2 1 1

Good impressions 7 1 1 1 2 2 1 1

Purer pleasure 5 0 0 1 1 1 1 0

Weight control 9 0 0 0 1 1 3 2

Proactive  health 11 0 0 1 1 2 2 5
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Extrovert/ Enhancing life

ENJOYENJOYENJOYENJOY
Happiness

play

ACHIEVEACHIEVEACHIEVEACHIEVE
Fulfil

Accomplish

CREATECREATECREATECREATE
Passion

Liberation

NURTURENURTURENURTURENURTURE
Care
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Bonding
Security
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Intimacy

‘Muse 

Books

Creative Alchemy Panel

³form creativity

TECHNOLO

TECHNOLOGY PANEL
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Journey Mapping

Rapid Prototyping

Rapid Prototyping

growthmap



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



22nd November 2007
www.talkpr.com

MYTHS
REALITIES
GROWTH



MYTH 1:

‘PR = PRESS RELEASES’



REALITY 

PR is multi-dimensional & dynamic 

Fleet of foot and quick to change



TALK PR
(COUNSUMER)

£3M 2007



‘PERIPHERAL TO BRAND 
& MARKETING ACTIVITY’

MYTH 2:



REALITY

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



OUR CLIENTS



MYTH 3:

‘JUST ABOUT SPIN & HYPE’



REALITY

Corporate & brand reputation 
= 

New driving force of consumer 
decisions

PR is at the heart of it



02 TRIALOGUE CONCEPT

TRIALOGUE



P&G BEAUTY (& GROOMING)



MYTH 4:

‘ALL ABOUT THE PARTY!’



REALITY

PR is at the heart of the drive to 
content creation

Our content ideas have changed the 
product offer, not just the 

communication









American Express European Luxury Project

Retaining American Express’s 
Premium Positioning

July 9, 2006







MYTH 5:

‘LUVVIES WHO LOVE TO 
NETWORK’









REALITY

We create relationships with clients that 
drive their business

With influencers and through strategic 
alliances



MYTH 6:

‘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





VALENTINO V
ROME





March 2006
Circ: 280,000

BULGARIA

TISCALI.CZ
27th February 2006

Circ: 45,000

CZECH REPUBLIC

LA CROIX
20th March 2006

Circ: 38,100

FRANCE

GOLFPLUS.DE

25th January 2006

Circ: 1,800

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!

THESE ARE EXCITING TIMES FOR TALK PR!!



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



Target
audience Proposition

Media
environment

Competitive
context

Media is simple

Strategy



Launched

Nov ‘97

DSG

Jun ‘98

M&S

Summer ‘00

KFC

Summer ‘03

Weetabix

Summer ‘05

Barclays

Spring ‘06

Only agency in the top 10 via organic growth

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



£ / brand£ / client
AgencyNetwork

8829 / 87£245mPHDOmnicom

2219 / 60£280mWalker MediaM&C Saatchi

101040 / 121£299mInitiativeIPG

111248 / 124£303mMediaedge:CIAWPP

5552 / 185£566mZenithOptimediaPublicis

7765 / 212£634mCaratAegis

3460 / 167£657mStarcom GroupPublicis

1131 / 100£725mMindshareWPP

4375 / 246£836mOMDOmnicom

12689 / 375£871mMediaComWPP

Ranking (within top 20)
Clients / BrandsBillings

…a distinctive ‘composition’…
Source: MMS (MAT to Sep ’07)

Amongst the “mega-groups”…



171719 / 85£68mBLM

191323 / 144£108mBrilliant Media

£ / brand£ / client
Agency

181839 / 169£132mMediaVest Manchester

2219 / 60£280mWalker Media

Ranking (within top 20)
Clients / BrandsBillings

…in a class of our own

Source: MMS (MAT to Sep ’07)

Amongst the “independents”…



7.0

7.2

7.4

7.6

7.8

8.0

8.2

8.4

8.6

S
ep

-0
3

N
ov

-0
3

Ja
n-

04

M
ar

-0
4

M
ay

-0
4

Ju
l-0

4

S
ep

-0
4

N
ov

-0
4

Ja
n-

05

M
ar

-0
5

M
ay

-0
5

Ju
l-0

5

S
ep

-0
5

N
ov

-0
5

Ja
n-

06

M
ar

-0
6

M
ay

-0
6

Ju
l-0

6

S
ep

-0
6

N
ov

-0
6

Ja
n-

07

M
ar

-0
7

M
ay

-0
7

Ju
l-0

7

S
ep

-0
7

B
ill

io
ns

M
A

T 
bi

lli
ng

s

UK total

Source: MMS

MAT @ Sep ‘03

£7.77bn

MAT @ Sep ‘07

£8.24bn

The offline display market has grown by 6% since 
September 2003
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TV Press Outdoor Radio Cinema

Source: MMS

TV 48.1% TV 47.4%

Press 35.4% Press 35.2%

Outdoor 8.5%
Outdoor 9.7%Radio 6.0%

Radio 5.7%
Cinema 2.1% Cinema 2.0%

The media mix has remained broadly steady



Online expenditure has grown dramatically

0

500

1,000

1,500

2,000

2,500

3,000

1998 1999 2000 2001 2002 2003 2004 2005 2006 2007

M
ill

io
ns

Online Spend

Source: PWC



Search has increasingly dominated the mix

Source: PWC

0%

10%

20%

30%

40%

50%

60%

70%

2002 2003 2004 2005 2006 2007

%
 o

f £

Search Display



1,000

1,050

1,100

1,150

1,200

S
ep

-0
3

N
ov

-0
3

Ja
n-

04

M
ar

-0
4

M
ay

-0
4

Ju
l-0

4

S
ep

-0
4

N
ov

-0
4

Ja
n-

05

M
ar

-0
5

M
ay

-0
5

Ju
l-0

5

S
ep

-0
5

N
ov

-0
5

Ja
n-

06

M
ar

-0
6

M
ay

-0
6

Ju
l-0

6

S
ep

-0
6

N
ov

-0
6

Ja
n-

07

M
ar

-0
7

M
ay

-0
7

Ju
l-0

7

S
ep

-0
7

N
o.

 o
f a

ge
nc

ie
s 

w
ith

 re
co

rd
ed

 U
K

 b
ill

in
gs

 (M
A

T)

Active media agencies

Source: MMS

Sep ’03: 1,183 active agencies

Sep ’07: 1,040 active agencies

Reduction: 143 

With smaller players under pressure, we see 12% fewer 
active agencies than 4 years ago





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

In descending order of current billings, they are…

‘Top independents’
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Global networks Top independents All others

Source: MMS

Global networks

72.5%

Top independents 5.0%

All others

22.4%

Global networks

73.5%

Top independents 7.4%

All others

19.2%

The global networks’ combined share has remained  
relatively static
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Walker Media Aegis Havas IPG Omnicom Publicis WPP

Source: MMS

Walker Media’s +69% growth outstrips the top-
performing network



The Future as it relates to planning and buying

Mass Media

‘Digital’

Consumers

…content

…content

…content



….so Walker Media?

Focus on retention and protect USP

Build on digital offering across existing client base

Tailored international growth

…Talent

…Talent

…Talent




