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An Analysis of the Structure and Conduct
of Asian Pacific Nations’ Advertising
Industry in Recent Decade

Guang-Shiash Hu

Department of Journalism, Shih Hsin University

Chu-Mei Chen

Department of Journalism, National Defense University

Based on the theories of industry economics and globalization, this paper uses the documentary
analysis method to analyze the structure and conduct of advertising industry in the Asian Pacific area.

Under the influence of transnational advertising industry, the advertising industry in the Asian
Pacific nations can be classfied into four types: Japan, South Korea, mainland China and other nations.
The advertising markets in both Japan and South Korea are dominated by their local advertising
agencies. Due to the late opening of its market, mainland China’s advertising market is still in the
fierce competition between local and foreing advertising agencies. In regard with other Asian nations,
the local advertising market had been dominated by transnational advertising agencies as soon as the
market was liberalized.

This paper summaries the trends of structure and conduct of Asian Pacific nations’ advertising
industry as follows: the gradual importance of Asian advertising market, the continuing the mergers of
agencies, the continuing dominance of transnationanl advertising agencies in the market, the
importance of Asian nations’ advertising creativity, the convergence of media service companies, the
rise of marketing service, to create the creative department in the media service company, the
localization of billing sources, senior TNAAs’ local employees to set up their own companies, the

increasing of digital media, and the coming of big AE.

Keywords : Asian Pacific advertising industry, Transnational advertising,
Transnational advertising agencies, globalization, Industry
Economics
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McChesney, 1999, p. 193)

TR ORFAL T ARRAERRFEI RGP RELE AR o

3 A ﬂP’ﬁ_#\i'z N o E&]mﬁﬁ—p * R R R A4k GDP (R 2 2 %% ) o
= £ & o McCann-Erickson = # % fgp] » 23k g 2 & %8 1995 & ¢ 3350 7 #
% £ 3 2020 & 02 v E A (ﬁalp Herman and McChesney, 1999 ) -
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19 & & %ﬁ}a;fiﬂ 20 & & A=) o

AR ORERL P AR OBHEE L L > B2 NEFEREE LB
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SRl PRI B LR 0 BB AR S ' (Kim, 1995) o &
1960 #2 1970 & % » " F E WATH £ £ 4 B bjd hx = ﬂ@%ﬁ T LIPS |
SR AT iR SR PEHIRIE R R HOA L 27 R A e
HPRE o EmE 2 ARRER L A E v e oo

J8_1980 # A pde > d WER S P AEZRERDR L DT B A » 23R
L h o RMAE 2 H i BRIV RE P o sp {8422 4 ORER
FaP o dpd HRERAAR L 27 (FHAEIRRLESF) REBERALH
AT b G - B2 o G AR S 23R 25 B4 R £d Rt
MEREG- A7 B ZHRFETFEARE AR L E B 71 F (Jung, 2003;
Kim, 2003)
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FERANSD S NEBEFERBRAE LT ETHING TN 2 F P E (Weinstein
1977) - pWF= 3 32F R & Eiié.? .—é’? ERER & 2Py &% & 377
HeRv: (Kim, 1994; Hu, 1998a) - # & PR vt cnip 88 > 7 13E * § 3 WD R
FAFAFTRIFE S PERERHE - INEFERL T EIRR TN 2R
BRI RALEAT Hd i £ U AR 2B A LS 0 IRIE- B iE R
{;?_j‘i)%f‘_i m)ﬁ‘-;}\* FopFE o> 4 g * et (Hu, 1998b) - W% A 2 o 7 § 2
= £l = FOERCANE i) SE A B, 2

iirﬁi\ FE T FRFARR RS EF L0 AF ARG Fa s @ g5
" Think Globally and Act Locally ; 3 % » #& % & [ Both Think and Act LocaIIyJ
ﬁﬂ%éorzarEWﬁ%f‘>Ppud’brfumi4nhﬂi%iﬁsﬁaJ*'£
]{L;}ﬂﬁﬂi,ﬂl‘kﬁmlx%L\}% _j\,};;ymr,b:&ﬁo_t\}:&rmﬁ xrg’i"ﬁ\
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A0 SRALG F o DA R T N IRL Rpenicl ) 4 R IFRT E
A AP AL H G F o FRFOTREY AR A F A R
% e i L pFeng {8 % (Croteau and Hoynes, 2001 )

iiéﬂ@ﬁﬂ’W%%%zazﬁﬁwfﬁ%ﬂg%o&@ﬁﬁa@@@
4001970 # A e HAEAF ERE AR L T LEP Al P A 81980
Elde s TREEFAARERL OO P S AAL 0 - B - B
HFI2lE e P H ?ﬁ—m%’fﬁ—ﬁ 4 <o HPEDEEED AIATE ©

T HRE PR o R % = < B 2 & | Interpublic Group of Cos.§ & % 4 =
R 4 & ® e True North Communications 5 & > & < B 2 = 7 & B % 2001 & 3 *
F X Ep s T E £ 21 =~ (Advertising Age, 2001, April 23, p. s25)
t& «0 Interpublic Group of Cos.#-i¢ 8 HiE ™ R R o 7 5 tgH 4 (%7
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= ehd X R BHET eh3 2 7 ) o @ Interpublic Group of Cos. & 2001 & 4~ T 12 %
£3i7 10 fg ~ < $ B Deutsch = & - True North Communications & 4 & B2 1
g R - B AR L EFNEET k< B 2 2P FCB Worldwide %
2000 # % - & 4 T RRT P ER® A2 - F 4§ (& True North
Communications & 4 # B4 4 1< 9% ) ik~ % = —Chrysler Group (Advertising
Age, 2001, April 23,p.s32)-2005 # ¥ "% % - ~ B 2 & B WPP » & pt 2000
ERLERFE AL CGrey R A BB (F 5% %hTEIR - 2006 - 358 & - | 57) -

TP O REAL P HHE A D EF 4 AR fbm}%‘:?%@ RE v

Bob- R HEpA i b LA Ry BT E- B2 27

A p R S e (Economles of scale) - 12 Interpublic Group of Cos.} 2 & &
% mj CHAET R or X WA A 2P % % McCann-Erickson Worldwide ~ Lowe
Group ~ Draft Worldwide ~ Ammirati Puris Lintas % - # 1999 & - Lowe Group 3
T¥E < o @ e 0 % Ammirati Puris Lintas 4c 02 & B (Advertising Age, 2001,
April 23,p.s32) - ¥ - | > WPP £ B T 20§ % 7 »> 2007 # 55 * &
B @Rw o RET oA (A %IER > 2007 0 372480 | 26)

Il %— NP K f FETR P HEELSS T LR 2
IR ) B )]*u{f* & e BAET o 12 Advertising Age thE B A £ B B
DAL i+_ 1999 & pF> 7 Leng 37 B> @ £ 2000 £ pF> 2 ] 27 B (Advertising
Age, 2001, ApriI 23, p. s35) o Zibeh s EMER L NP W ndp T PR @ RS
SEER L 27 g kg > 4o HDM-DYR ¢ DDB Needham % (# %% -
2002) -

- Bgor 2006 & 23k L A R 2 SR L - H Y 2 ®A Kt Omincom
Group~ Interpublic Group~aQuantive % 3 7o & R 3 2 72 7 # & % = ¢9WPP Group
g L% = ¢ Aegis Group s i B3 Havas Advertising £ Publicis Groupe % 2 o
p ~R]5 Dentsu ~ Hakuhodo DY Holdings £ Asatsu-DK % 3 #_e

FEAFR Y9 > Saatchi & Saatchi PLC ¥ Publicis Groupe - Lighthouse Global Network ¥
? Cordlant Communciations Group > Nelson Communications #45f'| * Publicis Groupe Network »
'} Deutsch=* Nationwide Advertising Service ¥4'| *  Interpublic

243



L E KT AR A E PR A

- 12006 EX AL AR L BB LE R & (B mER)

# R+ BW24 FREIRAT 2006 - = fz »
1 Omincom Group New York 113.8
2 WPP Group London 108.2
3 Interpublic Group of Cos. New York 61.9
4 Publicis Groupe Paris 58.7
5 Dentsu Tokyo 29.5
6 Havas Advertising Surenes, France 18.4
7 Aegis Group London 18.2
8 Hakuhodo DY Holdings Tokyo 13.2
9 aQuantive Seattle 4.4

10 Asatsu-DK Tokyo 4.3

ERIRIR : Advertising Age ( 2007 ) . 2006 Agency Report,” April 30.

AoNAER L ARL BB RESNLIE T AT b2 P 2 k25K 1980
EFRLH FEAL NPT E BT T BRI AR d A LA P VR
fasl e *ifpcn Dentsu B4 290 Bp A Ltk a4 B RIS
FOF A ABEIOFETAFHFIARPRL P CEIARLER
LA BB 5 % ® e 12006 £ £ T~ £ %% - 9 0Omnicom Group & b 0 3% &
BT s AR 4 % B35 BBDO Worldwide ~ DDB Worldwide £ TBWA Worldwide
Fop s HET Y E AR EFHIRBAER o2 L% - oWPP A L B H
77 4 5 Grey Worldwide ~ JWT £ Ogilvy & Mather Worldwide -

¥ AN
3

EY
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BT

o ERELAREEMABIRS 20 - T
# 7z RE BB H# F o f L
Omincom Group BBDO Worldwide, InterOne Marketing Group, TLP, DDB
1 Worldwide, KPR, Milici Valenti Ng Pack, TBWA
Worldwide, Zimmerman Partners, Alcone Marketing
Group, GMR Group Ketchumn Directory Servieces, etc.
WPP Group Ogilvy & Mather Worldwide, J. Walter Thompson, Grey,
Worldwide, Brierley & Partners, Brouillard
2 Communications, Common Health, Einson Freeman,
Einson Freeman, Mendoza, Dillon & Asociados,
MindShare, RTC Direct, etc.
3 Interpublic Group Lowe Group, McCann-Erickson Worldwide, Draft FCB,
etc.
4 Publicis Groupe Publicis USA, Leo Burnett Worldwide, Saatchi & Saatchi
Dentsu Dentsu, Dentsu marketing services and content, Colby &
5 .
Partners, Renegade Marketing Group
6 Havas Advertising Euro RSCG Worldwide
7 Aegis Group Ammo Marketing, Carat Fusion, Freestyle Interactive,
iProspect, Isobar, Molecular, Carat
Hakuhodo DY Holdings Daiko  Advertising, Hakuhodo, Mendelsohn Zien
8 Advertising, Yomiko Advertising Makuhodo Dy Media
Partners
9 AQuantive Avenue A/Razorfish
10 Asatsu-DK ADK America

BERIRIR - Advertising Age (2007 ) . 2006 Agency Report, April 30.

BT 2006 AL R T L AE - FARL DT Y LR o P L=
LR 2 o P %A E_p A& Dentsu ~ BBDO Worldwide £ McCAnNn-Erickson

Worldwide o a3 + < ¥ - =

» BBDO Worldwide ~ DDB Worldwide &2 TBWA

Worldwide % 3 > Omnicom Group - >t WPP Group <73 JWT 2 Y &R
% e Publicis Groupe B3 Publicis & Leo Burnet Worldwide % 2 7_> McCann
Erickson | €_% >+ Intepublic Group of Cos. -
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2 12006 R ALt AR AL P RLER L (HingE~)
¢ R o Badirhy | ABLRE #_ 2006 & ;% iz »

1 Dentsu Tokyo S 22.13
2 BBDO Worldwide New York BBDO % + 15.39
g | Mecann Enckson New York $ + 12.86
4 JWT New York i B 12.86
5 DDB Worldwide New York DA 12.63
6 Publicis Paris E P 11.77
7 TBWA Worldwide New York 11.35
8 | Leo Burnet Worldwide Chicago ZBE 9.09
9 Y &R New York Fregm 8.20
10 Hakuhodo Tokyo # 3 7.80

BERIHIR - Advertising Age (2007 ) . 2006 Agency Report, April 30.

(=) BA1L
aﬁ@n%ﬂwﬂﬁwbh@ﬁ%ﬁwn L B R LU L
BHAHAFTEPREE > AR L PSP ORI L ER L PR

2R AE - B REDR e@]‘%}.—} CPRIE S (74 PRAS ~ B RIS 2 R E
P B o

Re2PoReicntd Mo RS WRLHAP A5 EbUF e 5 82
APRAE O RBF AR A G 0 P RFE S G %%15’1%1%% PR RERL A
L FH BRI T o

2;{;4 7 4 @3 (Integrated marketing communication, IMC) # 1980 & & { ﬁF
A F R 1990 £ A FAEER P AR AER B RIS EE
~ #hit 2 > (Schultz, Tannenbaum and Lauterborn, 1993; Shimp, 1997; Duncan and
Moriarty, 1997; %3 > 2001) > A%k > & 74 G & 5 LEDH Fd ek

£

b a7 Al s o

R%R 4 07 AHER 2L 3L FHBIETPRIE Bl “*‘ *1‘]{& 5 FIR PR AR
HE R :L&ﬁ?‘&%h,lﬁl RenB 2 P48 7 'u‘rm’%ﬁ’fl*’%@.a RER 4277 &

B 2 AT 2P AP R IEF R F OB EL E R N BB O P R
R e

ME R E - AR A EBWPPGroup i b HET G = < R 2 & B Ogilvy &
Mather Worldwide ~ J. Walter Thompson Co.£ Grey Worldwide » 14 2 — Rd#] e
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RedCell B 4 &7 o pteb > &3 #2712 (Kantar Group) ~ 2 B = 2 (4 Hill
& Knowlton ~ Ogilvy Public Relations Worldwide 2 Burson-Marsteller) -~ 4548 R
%= @ (MindShare ) ~ 2 - & W fe f FRu X B9 A R0 7 X
(Advertising Age, 2007, April 30)
1?J’W%%%*ﬂﬁﬁiﬁﬁjﬁiﬁﬁﬁhﬁwﬁmﬁﬁé'4’ﬁ
ERToRARLE P ’;}_F_F ..‘é‘;iﬁ_J v A E) e L TH G IRIAE B o
WPP B ch @ £ (Ogilvy & Mather) 3 o) » e o e 2 @ Rl 2%
4Py ”#*”ﬁiAM‘ﬁi@A%%ﬁﬁ‘ﬁi%W*‘%ﬁﬁi
~ Lo/ B E A BRI (F 5 %hIEST > 2006 0 37248 > F 30) -
(=) &7t
BB R B Fp T B R S B A R
R A S AL

&

-

[

S

é‘f;ﬁ A
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( Croteau and Hoynes, 2001, pp. 99-100 )
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_ﬁi;mgga)g,mq\uﬁf;’ PERLREA AP o KA LR o 8L

Bagdikian ! 5<% — 4% The Media Monopoly Pl % TR (1997) R B EE

- B AdRF o F11996 & 0 W10 RE A A P AE S EBERD F oo

ﬁ*ﬁm ERF TN éim'ucm *H LCR8 chip e 4o 11§

RehfFE o » (%0 o Bagdikian -tk o £~ G pSuente BB o 1 &

RAE > REAFIT A 4 Lméi P DR BIRa R il Bt o -
,J~

REDEY E SIS T I I s TS L

Gl AR L AEHAGATA S VAL BRP D §
FGET fo vt R ol AR 2 R E T 2 Ay e P
HFEPBR AP ALE L > 4 BER LKL B A1 (TF o 2P
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lg_'g—&r"‘axﬁ'#‘ EERLAEIED I NBREFLEPBRBPRL P LAE

8 Y - @%ij BARLE D“H N HJ"TP F v@f{r 778 £, CR4(Concentration Ratio 4) » WE“H'J It
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%%kwﬂ“",sfﬂ;li d TRER A A PR T B R WEEA L AED S
4 F\} \}.ﬁ:"—"ll‘ml'ﬁr\?’°vlj'&? 1989 # > W AT A EBREE R R L

AHEp enT & 2. — (Goldstein, 1989, p. 60) - #1995 # » & R @ = < B £ EL
—® B WPP & B ~ £ B Omnnicom § B £ & = Interpublic & & -
HAZEO00 mE A~ R L8 REIFE 80 RE~ Bf#«?—? (s = "€~
# e Dentsu ~ # B e Cordiant & % ® < Young & Rubicam » & — i e2Lf0 7 5
=z = e- X £ 1 (Endicott, 1996, p. 32)

A X > Advertising Age #HRER L o7 ER S e rd h > - BF Y
I‘E‘Ig.fgj‘ @:]m%\ ARG RS - A )";m #Flﬁlou 2006 it %t o H P ow =
ARL BB Yo A uAgE 100 BE A0 B = v 2465 619 R 587 @R
F 20 %7 t295®@FEF~ oA R EEH LI BEA (FERLEA-)

(M) Bzt

2006 &= Advertising Age i 11 ek T R & NI r;ﬁ'%‘fdﬁJ v @ AriE ) en
B2A RS T b R B k(55 %IRRT > 2007 372
fEoF 38) cAA s AP ORPT O RL 2P HEY G TR Ak PR
Ao @p@ S pnd i B3 TR F LA i) R EFHAL R - ik

Qz

\;’:‘3 y;@

o

PR A A R A kiR & 35 )%4,3;31—_1.—,1%{&”@#@,% A B R 2
=gy R

ERFAERES A RERE AT AT BB EY RS R A A
i@;@z]ﬁﬁﬂ,gg;%w;&g:}%%m;'&)% Ap”ééb‘v%%é SRCEY o e i pE ek
TR R HMHE R o S TR B L ST Ry AR LR TR ED
HEH e gm0 53 o5 ¢ kango & Bk E 2006 & Publicis

Groupe 12 13 % ~ehx i 14:?!?_ Digitas = & ( # %5 {838 » 2007 » 372 &> |
39) o @€ 2006 & 1 7 4z mw < B 4 B BT TR T B 0 P B ATE
26 7. (Advertising Age, 2007, April 30)
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BEFVRRL TR A 2P REIF < 7 =9 BE (£ E > 20022
2002b ~ 2003)

FE o S ARER L AP TR LR R AR
?ﬁﬁ*”‘ﬁ‘“%r#— %’ff'\"ﬁ—k’ FOARHCR < T P SR @ 1F
F P d- BFRY iﬁi’uﬁ-miiq&ﬂwﬁﬁﬁﬁWx?’@miﬁﬂﬁLY
Ao Bfs 0 d ’“E&I“ RENTORP > FTRET EE VRS 2L RS
Y RT B B R R R I RS R A 2 P T R Y b A
Fe o R R TR RN T i & B YT s o

2o ez 5 g 1980 £ AP HAr > MER L AEFE SR AEI L &
m%%&@ﬁﬁwﬁgﬁ*%iﬁmo

(=) RIHESITHRE

K% R 2 2 ’Jhﬁ-ﬁl'tmfé‘r' FH BRI - AR EE A S A PR
Rig ot - i 2 WF @ MER & 2 P HH irdeg TR A { Fad* > - 2
FARAARE{HAIRIE R B AL T - 3G o d WLE L TR
B A TR ST 4 > SR A AR/ EF R RIIRIE A gt - Fod AT (84K
F1 % | (Post-Fordism) #7333 e fe 3k e? & BpR 7+ in4F T 5@+ | (Flexibility)
R B (Harvey, 1991) - H =t > i+_ EBFERY 3 ¥ REDR A 7 AL
JRAIZDF > PELERAX2n T2 23 5 | RAY (The rule ofexcluswity) 4,
g %#géﬁfuéﬂ«f PRARRE 2 3 12 AeQis B 2 BB T e L B BRIRTR S P
FALTEL B 0 %0 P Rk VR RHRE D P ih- BIVF 5 42005 & 6 1
R E T KR kR &S R b g (B SR > 2007 & - 358 §E -
7 57)

BI'ZA 2 F B fis T fRERPFE T BRI o B R
10 FRE AR L BHEBREI G (ke ) > THMRERE A2 27 > Hap
BwLdEaf > 2¢ p k3 ¥4 ¥ (Hakuhodo) ~ % i (Dentsu) ¥ ADK % 3
Fo BT Aegis 2 WPP % 2 %o £ B3 Omnicom £ Interpublics 7 ™ 7 IPG
¥ 2 %~ 2 ®7 Publicis &7 Havas ¥ 2 j_e

UHIOT )RR FRE P T R R R -
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Omnicom 2% ~BBDO § & ~ 2%~ s~ ApFFLEY i®en
IPG TR F EEEF - BRGL SRR EF S PFE | B Interpublics & @
FCBi (&8 =& ) Eg - Ak
WPP NG REFAH (222007 &£ 57 @~ AF FR G5
F) A I xR L EFLS R P eiFEM ~Group
M (Z 48R -~ > \@;) B3 \Fﬁg‘:—‘ﬁnc
OB R EREB G ~@3 ARl N g )
74~ mOne (4§ mﬁ) *’Wl R A
Aegis FEC AN £ S R 1‘9‘ i iZ ~ Synovate (7 3 R G
D
Publicis FREpVEHE BB F S S arc ERTw
Havas FHBRAHFEF R ;# B Surenes
1k SR s o N pAf R
7 il cATHE CRESTEER (PRECRESR A padn
ADK g A - 7 P A&
T3t R, B IR B OB EBEFHEY v %o

BRHRE : (B (2007) @ (AEEELSHEEERS®wE) |, 3728 , H 30-31,

éﬁﬁi*ﬁﬁ&ﬁ
L EEP S E IR EEp LT (Jointventures) 2K 483 T
f?#%%miﬁwW?avoﬂﬁl’%W%Ragm&%*%r
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TR Kiﬁ’évi ﬂf‘pi?‘%‘ ﬂﬂkﬁ FFRpE L ¥ AT FR
3 ip 5 (Resource dependency theory) > k¥ 3t & ¥ «9f-2; (Croteau and
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RERE PN EFTTHS B G Kb dFte - I REHT R ER ¥

{”‘ - i;—mé_ B oo

KRZGhadhans  EFPLIETEFZAR GOLHE - FTihaHI 3 8
IAE o R F AR L E® WPP Group % b > g 2 p AL R on
Asatsu-DK B 2 & B 5 20% %% f# ~ 4438 = 5 3749 Chime Communication 51 30%
4 ~ Batey Group 5 50%7%% & ~ & & %7539 <0 Roundarch = @ ¢ 20% %% & &
(Advertising Age, 2001, April 23,p.s34) -2 i % - ~ H - & 4; 2 2 ¢ Dentsu 7+
HFFImEF R ’4zra‘?‘s75 BIi=at e GeanLord Group B 2 2 7 5 50% % 3 ~
Dentsu, Young & Rubicam ; 7' B 4 % % 50 35% 7% & ~ 20%<: Bcom3 Group & &
48 % (Advertising Age, 2001, April 23, p. s22)
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FAKARFPEE A RBE g_@gA%

AoRBELATHAI L ERIBER AT AT A ReiEd R P
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A2 27 %22 RARFENR 2 5F g ehh 3 1 - 54 b i
oA LPRER L AT A0 AR A HE e - L ERER L
PAcR 2 A gRFEEr A2 AL AR L LG RA T ER %
BIOBERESPHER - BABFHAFAIINF L EAREAL TR
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ARAKRAL 3G 0 MEER L B 0 J. Walter Tompson #1996 # «hii
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BESELAEZAENEREE, REEERE

(—) REBHERK R
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Cheng £ Frith (1996) sw= 3 3> R A £ o7&~ @ WA i & &
WEJRIAR G AEE > B 5 5B % e09 384 o Huo (1998a, 1998b) A7 § B
PR DN L R El _\tﬁ%s};ﬁ{}aﬁﬁ»@‘i RS U AR
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ehd @ o FG Sl o Rede b v frdp didhs B Anderson shE ¢ $Y R A
2ol T BRI REGE E R Foat LR o

%1980 & KA H#p g2 1990 & NAH R RER L P AL N E LI B
PAECHEER RERL P BEERML T ERTIRY O FRE RS
MO GERERERPN SR LT e & Kim(1994) 22 Hu(1998b) eg L k= 7 >
AW g R B LT Bl g dReeniR et o b fh o s R (2000) BH AT F
(R R 2 gt S — o B8 i R rﬂF\ RE7 3 B 4 #A
EN - ‘é*}#ﬁ? - ,J«]La RR £+ i%mf’“z)ﬁﬁﬁ:* T imenk 7 o
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BREG AR LAY

Bt ? e B2 L ERPEPFRRERLIFPERH S 2 h
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R “’F*%%%%fﬁ%%ﬁ CEER R BB 2 3
v E]"‘J‘%,_F’%J*Kﬂ—\ﬁlm)% AR R - é, R AT B 4R R Tl
B Wi 40 HELE AR bt 2R A KR R BT L P e A
FeE o DRI R HEd R R gy %iﬁﬁhlﬁfgj‘im%?épﬁé
Lk S N

AIRTLME ROR L EBEF T Re 2006 £ L for LA R e
TAARABE RS P A ATORMT LR RE T RB AT L4
e AR AT X,},%(P—’:;"KMWFLE]F\?}%F Ao mE LR IERED B UHE
%I*%*%ﬁﬁl CH-RE PR LY - hp A Dentsu (i) L6 H 89.9%

e ~ kiRrE_p & (Advertising Age, 2007, April 30) -

#3 12006 £t wI LARLEMn L MR L ERME (B FgER)

¥ i R HECH BRI Ay 2006 # £ 4z
Dentsu Tokyo 295.07
Hakuhodo DY Holdings Tokyo 133.7
10 Asatsu-DK Tokyo 43.00
16 Cheil Communications Seoul 25.63
33 Tokyu Agency Tokyo 14.55

BRIHIR - Advertising Age  ( 2007 ) . 2006 Agency Report, April 30.
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d3T P AFF SR A SR A P H A L 0 - e
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EpARRLEET 59,054 B op i (5 A5IESR > 2007 0 372 8 > F 44)
PASORPAR LI HIRED pAPRLE ST o

At d e mIp A3 = kA 2 o (Dentsu~ Hakuhodo DY Holdings -

Asatsu-DK) &7l et L < R L BB R Gt R L ML &I EP
# PG A o Dentsu 5 B0 B 2006 E R L FIKIRG e 0 PR spﬁ%mg; }
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FRALPH o HERN- LS PE P HARLRFZEEY 301 ific
éﬁﬁiiﬂ»%¢%7ﬁﬁ9:w“@ﬁ@ﬁﬂ?@»ﬂ%%ﬁ%ni&mm
Ere BT 100%F R AP KA R A R BEY BRrAp LR
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ERAR A 27 & 1990 -&A‘;‘;ﬁﬂm‘? W EFR R % T RRE T B
L,319973F202%‘\E§r2 4 1998 & Wf] 153 oo @ H ¢ F 28 RAFT
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FOF3FIRLEC R AL RARESAF A ORL AT AR AR
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