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Our Journey : a growing on-line business

c40% of Revenue and c25% of Profit in

PRNewswire and other On-line businesses
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Print

Data services - Print 
data

Online

Data Services - Online 
data

TD&M (PRNewswire: 
on ïline) 

Events

(1) Inc Print and DS print data

(2) Inc Online and DS online data

Revenue Adjusted operating profit*

Å*Before corporate operations

Å2005 split: company estimates

£633.7m £928.9m £127.5m £192.4m

2005 

FY

2011

LTM

Print (1)
Rev 50% 20%

Op. Profit 40% 15%

Online (2)
Rev 7% 22%

Op. Profit 2% 7%
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Social and mobile are accelerating the 

convergence of PR, marketing and IR 

ÅEarned media is increasing in 

importance

ÅBoundaries are increasingly 

blurred 

ÅFacilitating consistent 

messaging across all three

ÅIncreased mobile usage  is 

accelerating earned media 

growth 

ÅEcommerce is becoming 

embedded into all three, with 

the option to buy from a 

channel, ad or link

Earned

media

Paid

media

Owned

media

A brand pays 

to place ad 

or content in 

a channel

Advertising, 

Events, 

Direct 

Marketing

Publicity 

gained when 

an influencer 

promotes a 

brand

Press pickup,

Sharing 

online,

Word of 

mouth

A brand owns 

a channel

Company 

blogs,

Company 

website,

Twitter 

account / 

Facebook 

page

SOCIAL

MOBILE
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UBM : consistent strategy

ÅTechnology
ÅElectronics
ÅGame Development
ÅJewellery/Beauty
ÅPharma and Food Ingred.
ÅComputer Security
ÅMedical Device Design
ÅTravel and Tourism
ÅLogisticsé
Åéand many others

63%
22%

19%

4%

Events
TD&M
DS
Marketing Services

57%

20%

20%

7%

4%

N.America
Emerging Markets
Europe
UK
RoW

H1 2011 

EBITA*

H1 2011 

EBITA*

Sharing product best practice, community understanding, infrastructure and databases

* Before corporate operations
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Pg 5

2011 Highlights: new online & event products

Brands

iPadApps

42,000 registered 

users

Online Units

5 New Rich-

Media, Interactive 

Content Ad Units

Marketing -as-a-Service

6 Active Communities - $High Million; 

Community Activation Platform (CAP)

Chicago & 

Mumbai

http://www.lightreading.in/
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Multi Platforms: print, digital and mobile

Migration from discount to premium platform subscriptions

Å10% increase in premium subscriptions

ÅMigration from basic one dimensional 

subscriptions to bundled premium offering

ÅRetention rates rising with improved quality 

subscriptions ïbetween 5 and 10% for the last 

12 months for these titles

Building and Property Week

2011 2010 Change 2010 

to 2011

Subs Value % %

£100+ 59% 49% 10%

£50 - £99
36% 39% -3%

<£49 5% 12% -7%
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2011 

Á Minôs Integrated Marketing Award: DeusM B2B Marketing Team of the Year Award  

Á Minôs Integrated Marketing Award: B2B WOW Award for Internet Evolutionôs 6DEE

Á Minôs Integrated Marketing Award: B2B Customized Site/Microsite Award (Internet Evolution)

Á WebAward for Outstanding Achievement in Web Development: Outstanding Website (Internet Evolution)

Á WebAward for Outstanding Achievement in Web Development: Marketing Standard of Excellence (The 
CMO Site

Á WebAward for Outstanding Achievement in Web Development: B2B Standard of Excellence (Enterprise 
Efficiency)

Á WebAward for Outstanding Achievement in Web Development: Technology Standard of Excellence 
(Enterprise Efficiency)

Á Minôs Best of Web: B2B Re-launch Award (EBN)

2010 / 2009

Á Folio Eddie & Ozzie Awards: Eddie Award Winner Best B2B Science Site (Internet Evolution)

Á Folio Eddie & Ozzie Awards: Eddie Award Winner Best B2B Technology/Computing/Telecom Website 
(Internet Evolution)

Á Min's Best of the Web, Advertiser Program/Partnership (Internet Evolution)

Á Min's Best of the Web, Overall Use of Video  (Internet Evolution)

Á Min's Best of the Web, Most Engaged Media Brand (Internet Evolution)

Á Editorial & Design, Best Blog  (Internet Evolution)
Min's Integrated Marketing Awards, Best Customized Website  (Internet Evolution)

Á Min's Best of the Web, Digital Team of the Year  (Internet Evolution)

Á Min's Best of the Web, Best B2B Video Show  (Internet Evolution)

Á Min's Best of the Web, Best B2B Community/Social Network  (Internet Evolution)

Owned Media: UBM awards
Marketing as a Service (MaaS) 

FACT: UBMôs Internet Evolution CiaBsite has won more Minôs awards than any other (B2B or consumer) beating 

finalists including: Harvard Business, Martha Stewart Living, Time, Sports Illustrated and Condé Nast
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Owned Media: community building

Å The CiaB service employs a unique, structured system 
of proven Web publishing best-practices combined 
with a breakthrough integrated multimedia publishing 
platform ( n-Server ). 

Å With ten communities already launched, UBMôs
community know-how is proven to multiply the 
effectiveness  of our clients marketing programs 
through the creation of highly engaged specialist 
online communities targeting any combination of 
industry, technology, or profession. 

Å InformationWeek specialist communities currently 
generate 14,000 messages, 3.3 million page 
views, 1.5 million unique visitors, 35,000 whitepaper 
downloads, and 6,500 leads every month.

CiaB: UBMôsproven community formula 
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The CMO Site: overview

ü Average Page Views/mo: 125,410

ü Average Unique Visitors/mo: 85,752

ü Average Messages Posted/mo: 2,365

ü Total Site Registrants: High

ü Facebook Likes: High

ü Twitter Followers: High

ü LinkedIn Group Members: High

The CMO Site Launched December 1, 2010. This 

is a summary of the siteôs performance over the 

past 10 months. 
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Social Network Recap
12/1/10 ï10/1/11

ÅTotal Followers

ÅMentions 

ÅRetweets

ÅTotal Clicks  

ÅPost Views 

ÅTotal  Likes 

Å Group Members

Social networking is a huge focus of The CMO Site. In just 10 months The CMO Site 

has gained a massive following on Linkedin, Facebook, and Twitter. With more than [x] 

group members on Linkedin, this is the a model Ciab community.
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What do we mean by Virtual events?
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Evolution

Virtual Trade 

Shows

Interactive 

Business 

Environments-

Building 

Community

Webcasts

Single 

Sponsor 

Events

Career Fair 

14-Sept-11

Briefing centre 

since Aug-10

Conference centre 

15-Sept-11

Partner event

Jan-10
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The attractions of Virtual

Increased Reach & Frequency Rich Engagement

UBM event stats:

ÅHighest attendees to date 

B2B 4,000+ Comdex

B2C 34,000 Veterans Career Fair

Å735 attendees per event on average*
*excludes 34,000 Veteranôs careers fair

Å41% of attendees have tweeted or texted to 

share event info with their network
Source: PCMA, UBM Studios, VEI Meeting Technology 

Survey, May 2011

ÅHybrid events increasingly important, 39 in 

2011

ÅNearly 50% of respondents reported that 

Virtual events helped them increase brand 

awareness

Å36% reported they attracted attendees who 

did not attend live events
Source: EXHIBITOR magazines 2011 Survey

UBM average/event stats:

Å3hr 11mins login

Å37% download exhibitor/sponsor 

materials

Importance of reviewing content

Source: PCMA, UBM Studios, VEI Meeting Technology 

Survey, May 2011
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Milicruit:

Perpetual Recruitment Center 

Å Veterans & Military 
Spouses

Å 36,000 attendees in 5 
hours of  last event on 10 
November 2011 with 90 
mins average dwell time

Å 214 Employers (Largely 
Fortune 500)

Å Cigna

Å Chase

Å Amazon

Å Loweôs

Å FedEx Office

Å Citi Bank

Å Partnership with VA and 
Department of Defense

Unicruit: www.unicruit.com

Å Perpetual 2012

Å University Students

Å 80,0000 attendees to date

Recruiting : 
Military, University, Built Environment, Medical/HMO 

www.veteranscareerfair.com ; 

Next Event: 13 December 2011

http://www.veteranscareerfair.com/
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Retail Investor Conferences: 365 Digital Campaign

PR Newswire developed 

retailinvestorconferences.com to foster 

ongoing connections between individual 

investors and public companies.

ÅLaunched: November 2010

Å3,821 cumulative attendees

ÅAverage time in show of 2:35H

ÅAugust 2011 event: 409 new registrants

ÅNext event: 1 Dec 2011 

http://retailinvestorconferences.com/

http://retailinvestorconferences.com/
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Hybrid: digital and live event mix

ñThe Definitive Data Center Planning Guide 

for 2011 and Beyondò: 2-Dec-2010

Å1,453 attendees

ÅAverage time in show of 5:18H

Business Mobility Unleashed: 14-Jul-2011

Å794 attendees

ÅAverage time in show of 4:54H

ÅCustom creative enhanced brand recognition

& connected online with physical events

ñI have found that I have learned more from these 

events than I have in a classroom.ò

- Attendee feedback, Interop Business Mobility 

Unleashed, July 2011

http://www.interop.com/virtual/

Info on all events. 

Next Virtual Event: 1-Dec-2011

http://www.interop.com/virtual/


16

Earned Media: rich content delivery

2007 2008 2009 2010 YTD 2011

13%

18% 18%

20%

22%

Enhanced releases as % of PR Newswire release volume

Enhanced releases contain one or more 

of the following: photo, social 

media, SEO, multimedia, fax/email
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Powerful online reach

Earned Media:

Å7,000+ websites globally

Å1,000+ in Europe

Å200+ in China

Å700+ exclusive web feeds

ÅSyndication of content to online portals, investor 

networks, media and industry-specific websites

Google Page 

Rank (10 is 

highest rank-

Sep)

Omniture

Unique Visitors 

(Sep)

Google

(Postrank) 

content 

ñsharesò

PR Newswire 8 10.1m 135k

Business Wire 7 4.5m 88k

Marketwire 7 2.5m 35k

PRWeb 7 8.9m 52k

Globe 6 0.5m 2k

PRNewswire.com �±leading channel


