Employment

O

ur people are our business.
Clients choose WPP companies
because we employ the best.
Attracting and retaining talent is a
central business issue for WPP.
Our approach includes competitive
remuneration, investment in training
and development and a commitment to
an inclusive workplace culture.
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W

PP’s Chief Talent Officer, Mark Linaugh and
our Talent Team have overall responsibility
for attracting, developing and retaining our
talent. Other human resources policies are agreed and
implemented at operating company level. We have
profiled examples throughout this section.
WPP employs 135,000 people (including employees
at our associate companies) at 2,400 offices in 107

In their own words

W

hen I joined JWT five years
ago, I was tasked with
reinventing our agency for a
rapidly-changing marketplace.
We are living in a digital world that
is transforming the way we work,
live and play. Our clients need and
expect us to help them navigate this new world.
At JWT, we are in the business of storytelling. People
will always make sense of the world, of countries, of
corporations and of brands through story. In a business
where our people are our competitive advantage, it is
critical that we put all our energy into creating an
environment that fuels storytelling and creativity.
To foster dialogue and collaboration, we have literally
and metaphorically pulled down the walls. There are no
offices or departments. Everyone lives and works in open
plan. Fifty percent of the space is shared, for people to
get together and co-create. We’ve broken down silos and
hierarchies, both of which are barriers to collaboration.
We’ve created cross-functional teams, making us flatter
and faster. People are recognized and rewarded for their
ideas and ingenuity, not their title or their tenure.
Creativity is not a department – it is a fundamental skill
set – everyone is accountable for the end product, no
matter what their role. Critically, we have infused the
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countries. Data in this section covers the 95,286
employees from wholly-owned WPP companies.
In the current economic climate many companies
are reducing employee numbers. Our redundancy
levels in 2008 remained at a similar level to previous
years. In 2009, like all businesses in the current
economy, we will monitor costs closely and re-size
where appropriate.

agency with new skill sets and perspective, in digital and
design, so these are central to our thinking and solutions
and not an afterthought. This integration is embedded
into all disciplines.
Diversity is crucial. The more diverse our thinking,
the better the work. We need to recruit from a wider pool
and create an environment where people can challenge
convention whatever their age, race, gender or culture.
The industry has sometimes been slow to bring thinking
in from the outside. We regularly invite outside experts
and thought leaders to open our minds and keep us in
touch with new ideas, thinking, technologies and trends.
People want to be part of a community. We have
created events and programs that people can participate
in around passion points, such as the environment
and how we can reduce our carbon footprint, or social
causes like NY Cares Day. Online we have created
hubs and blogs that are places for discourse, sharing
and ideas. At the center of our office is a café/bar and
game room where people can go to relax and socialize.
In a world and workplace that is 24/7, it’s critical that
people have a space for downtime. This, in itself, is a
great retention tool.

Rosemarie Ryan
Co-President
JWT, NY
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Diversity and inclusion
A diverse workforce adds value to our business. It
helps us understand consumers from all walks of life
and create compelling marketing for our clients. An
inclusive workplace culture helps us attract the most
talented people from all backgrounds.
We introduced a non-discrimination policy in
1992. This commits all WPP companies to select,
develop and promote people based on merit and
regardless of race, religion, national origin, colour,
sex, sexual orientation, gender identity or expression,
age or disability. Our Code of Conduct contains
policies on harassment and non-discrimination.
Where existing employees become disabled, our
policy is to provide continuing employment and
training wherever practicable.
Employees can report any concerns or suspected
violations of our policies confidentially and
anonymously through our Right to Speak helpline.
The CEOs of our companies are ultimately
responsible for diversity and inclusion. We review our
companies’ diversity programs as part of our annual
talent review process.

Diversity performance
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In 2008, women accounted for 32% of Board
members/executive leaders, 47% of senior managers
and 54% of total employees.
There are currently three women on WPP’s Board,
Esther Dyson, Orit Gadiesh and Lubna Olayan; and
a female Company Secretary, Marie Capes; Group
Communications Director, Feona McEwan; and
Group Chief Counsel, Andrea Harris.
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Promoting diversity and inclusion in the US

Many of WPP’s businesses are led by
women, including:
Eileen Campbell, CEO, Millward Brown
Janine Hawkins, Global CEO, Added Value
Mary Ellen Howe, COO, WPP Specialist
Communications, North America
Donna Imperato, CEO, Cohn & Wolfe
Tamara Ingram, President, Team P&G
Shelly Lazarus, Chairman, Ogilvy &
Mather Worldwide
Ann Newman, Executive Vice President,
WPP Latin America
Lynn O’Connor Vos, President & CEO, ghg
Marcia Silverman, CEO, Ogilvy PR Worldwide
Ethnicity in the UK and US %
Total employees
				

2007

2008

White				
Ethnic minority				
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11

88
12

Senior managers

Board members/executive leaders
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We have continuous programs in place to improve the
representation of diverse employees in our workplace.
These cover education, recruitment and training
initiatives. Specific examples include:
Partnerships: WPP companies work with diversity
organisations and participate in initiatives to
encourage diversity. These include Diversity Best
Practices; The Leadership, Education and
Development Program in Business; The National
Black Public Relations Society; City College of New
York and the American Association of Advertising
Agencies’ (AAAA) Operation Success.
Internships: several WPP companies participate
in the AAAA’s multicultural Advertising Internship
Program (MAIP) (NY City Capital Internship
Program) and other initiatives that allow minority
students to gain experience in the marketing industry.
Targeted recruitment: many of our companies use
specialist recruitment agencies and publications and
attend minority recruitment fairs.
Raising employee awareness: our companies
provide training and information to ensure that
employees understand the importance of diversity
and inclusion.

Employment

WPP companies win ADCOLOR Awards

ADCOLOR Rising Stars

In November 2008, four WPP company employees
were honoured at the ADCOLOR awards, a program
that recognises outstanding diverse professionals at
the junior, mid and senior levels in each segment of
our industry.

Catherine Auguste, Digital Media Planner,
Mindshare-Team Detroit
Catherine Auguste has shown at age 23 an ability
that prompted her bosses to offer her a permanent
position seven months into a one-year internship.
She has impressed Mindshare-Team Detroit with
her initiative and creativity, developing an internal
presentation explaining why auto dealers should try
to reach African-American customers online.

ADCOLOR Legends

Byron E. Lewis, Chairman-CEO, UniWorld Group,
New York
Byron E. Lewis started his own agency, UniWorld
Group in 1969 and built it into one of the largest
African-American-owned multicultural advertising
agencies, with annual revenues of $250 million. Its
clients include household names such as Burger King
as well as Ford and Lincoln brand automobiles. Now
49% owned by WPP, the agency remains 51%
minority-owned and run.

Keenan Ellsberry, VP-Head of Interactive Solutions,
Ogilvy-Team Detroit
Ogilvy identified Keenan as a rising star when
he contributed to the success of numerous client
assignments. In addition, he worked on a pro bono
project for a new website, Starfish, a not-for-profit
child and family services initiative; and strategic
insight development for a campaign drive for the
United Way for south-eastern Michigan.

ADCOLOR Change Agents

Donna E. Pedro, Senior Partner-Chief Diversity
Officer, Ogilvy New York
Donna Pedro joined Ogilvy New York in 2007.
With Ogilvy’s goal to be the ‘employer of choice’
for all groups in advertising, Donna Pedro has
established an active employee advisory council and
professional networks; established a highly rated
diversity and inclusion ‘sitelet’ on the ogilvy.com
web site; hosted frank, informal diversity dialogues
between senior leaders and employees; and grown
numerous diversity training programs.
She has also expanded Ogilvy’s college recruiting
efforts at historically black colleges and universities,
Hispanic-serving institutions and among student-led
affinity groups on general campuses. This year, half
of the 28 hires for Ogilvy’s 12-month entry-level
program are people of colour.
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Burson-Marsteller creates Diversity and
Inclusion Council
Burson-Marsteller created an internal Diversity
and Inclusion Council in February 2008 to ensure
it develops and maintains a culture that
understands different communities and helps
clients communicate in more focused ways.
Burson-Marsteller hopes to achieve a
significant competitive differentiation by attracting
and retaining a multicultural workforce and
supporting new kinds of affiliations and alliances.
Actively lead by the US CEO, Pat Ford, the
council consists of employees of all levels from
a variety of regions within the US along with
members of the HR team nationwide. Their
three areas of focus are:
Raising awareness and levels of respect –
to instil the cultural awareness and sensitivity
required by the changing market and workplace
demographics.
Career development and mentoring – to ensure
development of a diverse pool of high-potential
employees who have equal access to the tools and
support needed to progress into key positions.
Sourcing talent – enhancing recruitment efforts
to reflect different diverse groups with particular
emphasis on mid to senior levels, as well as
candidates who are not from PR or corporate
communications departments.
Burson-Marsteller has also created relationships
with organisations to tap into pools of diverse
talent, such as the National Association of
Black Journalists.
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Y&R sits on Diversity Best Practices Council
Y&R is a member of the Diversity Best Practices
(DBP) Council. The council provides an arena
for diversity thought leaders to share best
practices and develop innovative solutions for
culture change.
Through research, benchmarking, publications
and events, DBP offers members information and
strategies on how to implement, grow, measure
and create ‘first-in-class’ diversity programs.

Helping clients with diversity
A number of WPP companies help their clients
to implement diversity strategies and reach a
multicultural audience. For example:
Grass Roots
WINGLATINO
CultureCom (an ethnic media unit at
MediaCom UK)
Employee infringements
We strive to treat all our people fairly and with
respect. Occasionally things do not go according
to plan. We may get things wrong or the overall
interests of a company or the Group may be
incompatible with requirements of local
employment legislation.
We monitor the number of employment cases
involving WPP. In 2008 there were 122 new cases,
compared to 79 cases in 2007. During the year 139
cases were concluded. Of these 16 were withdrawn,
40 agreed between parties, 62 judged against WPP
and 21 judged in our favour.
All cases are carefully evaluated to ensure that
we have the right policies and procedures in place to
reduce infringements wherever possible.

Employment

Development and training

Case study: Mini MBA

WPP is a people business and we aspire to high
standards of employment progression and investment
in the development of our teams. We offer training
and development opportunities that enable employees
to increase their skills, progress their careers and
reach their full potential. Our goal is for our people
at all levels to receive regular performance appraisals.
In 2008, we invested £42.6 million in training
and wellbeing compared with £38.6 million in 2007.
Training and professional development
opportunities are provided at both the parent and
operating company levels which together reach several
thousand employees in the Group. These cover all
aspects of company business and creative skills.

Executive education helps our senior talent develop
creative, client and personal leadership skills. Our
flagship program is Maestro: Orchestrating Client
Value – a five-day course aimed at strengthening
the ability of our most senior client leaders to be
valued and trusted advisers to their clients,
colleagues and teams. Since the program’s
inception in 2003, it has reached more than 1,500
participants in 15 countries, and involved 65
different WPP operating companies.
In 2008, WPP formally launched its own
‘Mini MBA’ program, designed to build functional
knowledge and abilities. It combines online
tutorials and simulations with instructor-led
classroom training. Business disciplines covered
are commercial acumen, strategy, marketing,
people and organisational development, creating
client value, and working across cultures.
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Case study: Developing professional
leadership skills whilst benefiting NGOs
Through a partnership with The International
Exchange (TIE), WPP is providing employees with
learning and development skills, whilst helping
NGOs improve their communications practices.
TIE provides professionals with short-term
assignments with a NGO or social business in the
developing world. Assignments are custom
designed to develop the individual professional’s
leadership skills whilst using their business
experience for the benefit of the NGO and its
local community.
Participants learn new skills and gain
invaluable work experience. They also improve
their understanding of the charity sector and
emerging markets.
The NGOs learn from the expertise of
the communications professionals assigned to
their project.
During 2009, three WPP company employees
will be heading out to Brazil to work with
MNDH, a human rights organisation, the NGO
Em Cena Arte e Cidadania and NGO Iracambi.
Tiffany Sherrington, a strategist at Mindshare
who is about to leave for Brazil explains, “I fully
expect to be challenged, overwhelmed and inspired
in equal measures! It’s an incredible chance to be
at the coalface of environmental campaigning and
community development, hopefully using my skills
to make a small, positive change in the world.”
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WPP sets up ‘Micro Fellowship’
In 2008, WPP set up a ‘Micro Fellowship’
offering students hands-on experience in our
operating companies.
This initiative offers summer internships to
minority candidates in a structured program
modelled on WPP’s existing graduate Fellowship
program. The Micro Fellowship program has
a good record on diversity. With its focus on
cultural flexibility, it attracts a high proportion
of students from different national, cultural and
ethnic backgrounds.
Candidates are invited to a weekly workshop
to learn about other aspects of the industry and
are mentored by existing WPP Fellows.
Remuneration and share ownership
Competitive remuneration packages help us
attract and retain the best people. We regularly
benchmark our compensation against other
companies in our sector.
We motivate our people by providing
performance-related remuneration in addition to
basic salaries. More senior employees are eligible for
incentives based on their performance against annual
or multi-year goals for the operations they lead.
Share ownership gives our people a financial
stake in the company and a share in its success.
WPP’s Worldwide Ownership Plan, introduced in
1997, has granted share options to approximately
72,000 of our people.

Employment

Communication

Hill & Knowlton employee survey

Regular communication keeps our people up to date
with company news and developments across the
Group. Our most important internal communications
channels are:
WPP’s public website (www.wpp.com), Group
intranet site and professional knowledge communities.
WPP’s annual journal of original thinking, the
Atticus Journal; WPP’s multi-award winning global
newspaper, The WIRE; regular FactFiles profiling
specialist services and resources within the Group.
WPP’s public monthly online news bulletin – e.wire.
The WPP Reading Room, an extensive online
library of thinkpieces (both public and original) from
WPP professionals worldwide.
Regular communication on Group initiatives such
as the Worldwide Partnership Program, BrandZ™,
the Atticus Awards, The WPPED Cream awards, the
WPP Marketing Fellowship Program and
professional development workshops.
Periodic reports from Sir Martin Sorrell on topics
of importance to all people participating in shortand long-term incentive plans.
Formal and informal meetings at operating
company level.
Our multi-award winning Annual Report &
Accounts, financial statements and this report are
widely distributed across WPP and are available on
our websites.

In 2008 Hill & Knowlton conducted its first global
employee engagement survey; 1,500 employees or
65% of those eligible responded.
The survey identified a number of areas of
strength including employees’ perceptions of
the commitment of colleagues to quality and
to meeting client needs; their relationships with
their managers who were seen to treat them with
dignity, respect and fairness; appreciation of how
their individual contribution made a difference
and pride in working for Hill & Knowlton.
The survey identified a number of areas for
improvement, including rewards and recognition
(both financial and non-financial) and ways to help
employees achieve a better balance between work
and home commitments.
Local managers could access the results
for their office through a website which also
provided tools for local action planning and
for exploring best practices. Managers could
compare results with broader groups within Hill
& Knowlton and also with other high-performing
organisations. Results were shared with employees
who helped to interpret the results and develop
plans for improvement.
The survey will be repeated in 2009.

Employee surveys
We keep in touch with employee views through
regular opinion surveys, conducted at operating
company level. For example, see page 54.
During 2007 we conducted an opinion survey
among employees at WPP companies in the UK
(see our CR Report 2007/08). This provided useful
feedback on employee views relating to diversity,
ethics, training and wellbeing. It is our intention
to replicate this survey in other European markets
in the future. We may need to adjust the data
collected in some markets to reflect local privacy
and data regulation.
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MediaCom Australia’s employee survey

Health and wellbeing

During 2008, 147 MediaCom Australia staff, out
of 203 across Melbourne, Sydney and Brisbane
participated in an employee survey. Employees
were asked to score questions from one to 10
(10 being the best).
Good scores were achieved in terms of overall
mean job satisfaction. Morale is good; people
are broadly happy with their job responsibilities
and are happy with management’s flexibility and
understanding. They are motivated to come to
work and also see themselves having a long-term
career at MediaCom.
There are opportunities to improve in some
areas. The main negative job issues included
salary and departments feeling isolated. People
understand their roles, but would welcome more
training and better communication. There is also
less satisfaction with involvement in decisionmaking that affects their job.
MediaCom Australia has recently set up People
First, a committee made up of staff members to
initiate staff ideas and wants. Monthly all-staff
meetings are also held to get feedback.

Health in the workplace is about more than
preventing accidents. Employee health can influence
productivity and staff morale; whilst time taken
off work for treatment and recovery is a cost to
our business.
Most of our people are office-based. We
have identified two main risks to the health and
wellbeing of our workforce: stress and ergonomicsrelated injuries.
Our companies seek to create an environment
where people feel able to discuss any issues, including
stress, with their manager or human resources
department. The risk of work-related stress is
assessed through regular staff surveys and by
checking issues raised via our Right to Speak
helpline, employee assistance programs and during
exit interviews.
Employee training and good workplace design
can reduce the risk of repetitive strain injury and
back problems.
We have collected health and safety data for the
last two years through our financial reporting system.
We are working to improve the accuracy of the data
and hope to include it in future CR reports.
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Health and wellbeing at JWT

Accreditations and awards

JWT believes that healthy, happy employees not
only work harder but have more fun doing it.
JWT is committed to providing fitness resources,
counselling, health services and a whole host
of extra-curricular activities. Each office in the
network provides solutions custom-fit to the needs
and interests of local employees.
Here are some highlights:
JWT Johannesburg hosts a staff wellness day
as well as a drawing and painting group.
RMG Germany provides free yoga classes for
all its people.
JWT New York provides gym membership
discounts and free flu shots.
RMG Connect North America hosts regular
Work-Life sessions such as “How to Manage Debt
and Stress”.
JWT Mumbai hosts an annual corporate
Olympics, regular salsa classes, and a Diwali
Indian Festival of Light.
JWT Bangkok coordinates a mobile doctor for
on-site annual physicals.

Many of our companies have received accreditation
for their human resources programs. Here are
some examples:
Banner Corporation, Coley Porter Bell and Ogilvy
Healthworld UK – Investors in People.
GT, MEC UK and RKCR/Y&R London are
Institute of Practitioners in Advertising Continuous
Performance Development accredited.
Ogilvy Chicago is accredited by the Society for
Human Relations Professionals, Society for Human
Relations Management and Human Resources
Planning Society.
Below are a few of the human resources awards
won by WPP companies during 2008:
H&K Canada has been named one of Canada’s
Top 100 Employers by Mediacorp.
H&K Chicago received an award for Chicago’s
101 Best & Brightest Companies to work for by the
National Association for Business Resources.
H&K Singapore received the Singapore Health
Award 2008 (Bronze) for its efforts in promoting
workplace health.
In the UK, Grass Roots and MediaCom UK
were both ranked in The Sunday Times Best 100
Companies To Work For.
Ogilvy & Mather China was selected as one of
the “Top 50 employers for graduates” survey by
Staffers magazine.
Ogilvy New York won an award for Workforce
Diversity at the 2008 Mosaic Awards.
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