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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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£633.7m £928.9m
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Adjusted operating profit

£127.5m

2005

2005 2011

FY LTM

£192.4m Rev 50%  20%
Print @

Op. Profit  40%  15%

Rev 7% 22%
Online @

Op. Profit 2% 7%

LTM June 2011

H Print

E Data services - Print
data

® Online

® Data Services - Online
data

m TD&M (PRNewswire:
on’i line)
E Events

(1) Inc Print and DS print data
(2) Inc Online and DS online data

*Beforecorporateoperations
2005 split: company estimates



Social and mobile are accelerating the
convergence of PR, marketing and IR

Paid
UELIE

A brand pays
to place ad
or content in
a channel

Advertising,
Events,
Direct
Marketing

Earned
media

Publicity
gained when
an influencer

promotes a
brand

Press pickup,
Sharing
online,
Word of
mouth

SOCIAL
MOBILE

Owned
media

A brand owns
a channel

Company
blogs,
Company
website,
Twitter
account/
Facebook

page

UBM

A Earned media is increasing in
importance

A Boundaries are increasingly
blurred

A Facilitating consistent
messaging across all three

A Increased mobile usage is
accelerating earned media
growth

A Ecommerce is becoming
embedded into all three, with
the option to buy from a
channel, ad or link




UBM : consistent strategy

H1 2011 4%
EBITA*

m Events

= TD&M

mDS

® Marketing Services

* Before corporate operations

ATechnology
AElectronics

A Game Development
AJewellery/Beauty

APharma and Food Ingred.

AComputer Security
AMedical Device Design
ATravel and Tourism
ALogi sticsé
Aé a n dhany others

H1 2011 4%

= g

® N.America

® Emerging Markets
= Europe

= UK

= RoW
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2011 Highlights: new online & event products

UB
CLOUD
:' c 0 n n e ct Carrier Cloud Fon#n

o @ ® Chicago &

»% brainyard

Mumbai
iPad Apps AR Online Units Marketing -as-a-Service \
volution ) CMO sEEoOnza
A= g =
:‘W lm M e ety e U Analytics ]
: Tl L e 3 = it
) WS e
E— s
il - -
s B ‘.___.__
o i a8 Em—
4§ ==
e : —
- 5 New Rich ' — ’
42,000 registered Media, Interactive 6 Active Communities $High Million;
\_ users J\ Content Ad UnitS/‘ Community Activation Platform (CAP) & ..
UBM

TechWeb


http://www.lightreading.in/

Multi Platforms: print, digital and mobile

Migration from discount to premium platform subscriptions

“j Building.co uk

£100+ 500  49% 10%
£50 - £99 36%  39% -3%
<£49 5%  12% 7%

A10% increase in premium subscriptions
AMigration from basic one dimensional
subscriptions to bundled premium offering
ARetention rates rising with improved quality

subscriptions 1 between 5 and 10% for the last

12 months for these titles
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Owned Media: UBM awards
Marketing as a Service (MaaS) UB

2011

A Mindés I ntegrated Marketing Awar d: DeusM B2B Mar k v, Team o
A Minéds Integrated Marketing Awar d: B2B WOW Award ‘ 1ternet
A Minds Integrated Marketing Awar d: B2B Customized webaward Mi cr oS
A WebAward for Outstanding Achievement in Web Development: Outstanding Website (Internet Evolution)
A WebAward for Outstanding Achievement in Web Development: Marketing Standard of Excellence (The -5
CMO Site Tﬁ?\DE
A We_b_Award for Outstanding Achievement in Web Development: B2B Standard of Excellence (Enterprise @ ﬁD ‘E
Efficiency) {o\. ® z;zw,mos

p NNNER
A WebAward for Outstanding Achievement in Web Development: Technology Standard of Excellence i

(Enterprise Efficiency)

&

A Minés Best o flaunsreMward (BENB Re @ mins
Integrated

2010/ 2009 Marketing Awards
A Folio Eddie & Ozzie Awards: Eddie Award Winner Best B2B Science Site (Internet Evolution) Wirereer
A Folio Eddie & Ozzie Awards: Eddie Award Winner Best B2B Technology/Computing/Telecom Website

(Internet Evolution) min’s .,
A Min's Best of the Web, Advertiser Program/Partnership (Internet Evolution) ED"‘O'“AL_ ‘;
A Min's Best of the Web, Overall Use of Video (Internet Evolution) & DESIGN --°
A Min's Best of the Web, Most Engaged Media Brand (Internet Evolution) AWARDS
A Editorial & Design, Best Blog (Internet Evolution) .

Min's Integrated Marketing Awards, Best Customized Website (Internet Evolution) min's
A Min's Best of the Web, Digital Team of the Year (Internet Evolution) BESTorF ThE HE‘BH BOS
A Min's Best of the Web, Best B2B Video Show (Internet Evolution)
A Min's Best of the Web, Best B2B Community/Social Network (Internet Evolution)

FACT: UBM&s | ntCaBaniette Etvawd uwarm nmor e Mi n 6 2rcansumerxbsatinigh an an
finalists including: Harvard Business, Martha Stewart Living, Time, Spoitkistrated and Condé Nast




Owned Media: community building

CiaB:

A

U B proven community formula

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

Wi
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.

th ten communities already =

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.
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The CMO Site: overview

The CMO Site Launched December 1, 2010. This
a summary of the

S

past 10 months.

Average Page Views/mo: 125,410
Average Unique Visitors/mo: 85,752

Average Messages Posted/mo:2,365

Total Site Registrants: High
Facebook Likes:High

Twitter Followers: High

LinkedIn Group Members: Hi

2; % 4" Annual Online Retail Holiday A
e E Readiness Report: Industry Benchmark Analysis 1
O and Best Practice Guide ST 0F

SCMOsite

X
» HOME » BLOGS » VIDEO » RESEARCH » MESSAGE BOARDS JOIN LOGIN ABOUT B n W &Y
the CMO site blogs rmeparch contor
research centel
TOP POST
3 Brands Love Facebook Fan Pages but
Take Their Ad Dollars Elsewhere = Fve'Tia b Costs st Optinese

Keith Dawson 10/13/2011 (( ents
Just because a company has 2 huge fan page on Facebook doesn't mean it spends its ad
budget on Facebook. Facebook wants to change that.

g FEATURED POSTS

New European Regulations Are Just Plain Good Marketing

Scott Kinoshita 10/13/2011 o

E The European Union's latest vegulanons s\:ode good marketing practices that the best
businesses already pursue. They're aimed at promoting price transparency and getting
rid of

x t post mkmosmu “They produce higher profits in the short term — and
for many companies, the shor

1BM Study: CMOs Overwhelmed by Change
Mitch Wagner 10/12/2011 (4) cor
CMOs are overwheimed by the complexity of their jobs, and things are going to get
s colcatad ki future, according to 2 comprehensive survey released by 1BM
on Tuesday. 1BM

2: Mitch Wagner... Ryck - True. Figuring out the RO of a new tool and
how much resources to devote

Turns Out, Calling Your Customers 'Cheap,' 'Stupid’ & 'Fat' Is Bad
Marketin,
Joe Stanganelli 10/12/2011 (1) corr
After an Australian retaier put the adage “There's no such thing as bad publicity” to the
m, disgruntied customers may get the last laugh.

ent post: kdawson... Joe, one of the more famous in the genre is right in your
bk yar Durgin Park,

Netflix's Marketing Fiasco
Mitch Wagner 10/11/2011 (15 commer

9 Netflix has spectacularly failed at one of the fundamental roles of marketing: measuring
and responding to customer demand. Hopefully for the company, the worst long-term
outcome .
Most recent post: kedawson.. Let me add my weicome too, SRandle. Your post raises
an interesting question, which

Susan B. Komen for the Cure Crﬂidxm Leads to Fallout for Brands
Ariella Brown 10/11/2011 (16) com

Marketers looking to tie ther brands to social good should stop and think carefully
about which organizations to support. Consider the travails of Susan B. Komen for The
Cure.

Most recen

1: Mitch Wagner... Ariella - And a fine post it was, too!

Guidewell Brews a Dangerous Mix of Health & Marketing
Banking Industry Marketers, Customers at Crass Purposes
Facebook, Twitter Pitch to Advertisers

How Spam-Fighting ‘Captchas’ Can Lead to Marketing Profit
§) RIP Steve Jobs, Marketing Visionary

7) Patagonia Asks Customers to Buy Less

most commented

Websites: Best for Lead Generation, But Optimization Lacking
The Myth of Customer Loyalty
20) What (Not) to Do When Your Brand Is Attacked
4) Online, Brick-and-Mortar Are the Ideal Marriage for David's Bridal
18) RIP Steve Jobs, Marketing Visionary

top user-generated boards

295)  Live blogging the Apple announcement 10/04

292)  Chat with blogger and veteran journalist Ellis Booker, 9/23
Chat with blogger and marketing gadfly Susan Fourtane
250)  Chat with blogger and author W. James Au

28)  Marketing news of the week 10/12

message boards | eChat

Your Personalization Programs

ol | Get started it e ragitic s 0 crst,
implement, and optimize personalizatior
programs.

—— - Developing a precision cross-
# . channel merchandising strategy
Gain pragmatic tips for delivering the right
‘ message at the right time through the right
shopping channel.

papers | videos | sister sites

Five Tis to Create and Optiize Your Personalization Programs
Doveloping a precsion cross-channel merchandising strategy
Today's CMO: Innovating or following

Why Mobsle Marketing Matters

Incorporating mobile commerce into your merchandising strategy

Forbes Special Report - CMOs Seek a Clearer Picture of the
Customer

4th Annual Online Retail Holiday Readiness Report Industry
Benchmark Analysis

1BM Global CMO Study

quick poll
How long has your CEO been personally
participating in social media for corporate

O S/he doesn't

Just started

o O

Less than 6 months

Between 6 months and a year

P~

(@]

Between 1 and 2 years
© More than 2 years

© 1don't know

Submit

CMO videos

Microsoft renews  marketers need
259 a real-time search  keep their heads.
comment deal with Twitter,  2:54
2507




Social Network Recap

12/1/10 71 10/1/11

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.

- e ¥ @ W -

A Total Followers
A Mentions

A Retweets

A Total Clicks

facebook.

A Post Views
A Total Likes

Linked [}

A Group Members

Summary Stats

the

CMO
site

E2 wan

Hidden Posts
[ Info
&8 Friend Activity (1+)
Photos
- :
= Discussions

W Wall Paper
EDIT

About # Edit

The CMO Site is where marketing
executives share best practices,
customer e...

More

1,420

like this

The CMO Site

News/Media *  # Edit Info

b st Ouberges by Weiite Anaht 2 o
Tee TR EE] cime

et it s o et SRS TS 2 ‘
= IMEEl =

wall The CMO Site * Everyone (Most Recent)

Share: [5) Status Photo #]] Link '&¥ Video == Question

Write something...

the The CMO Site
t Brands Love Facebook Fan Pages but Take Their Ad Dollars

site
Elsewhere
The good news for Facebook: Brands are buying ads to drive traffic to their
Facebook fan pages. The bad news: They're not buying the ads on Facebook.
Source: The CMO Site
Published: 2011-10-13 13:00:00 GMT

W Like - Comment * Share - about an hour ago via RSS Graffit
CMO The CMO Site
Site New European Regulations Are Just Plain Good Marketing

Protecting consumers against hidden costs will help merchants win business.
Source: The CMO Site
Published: 2011-10-13 12:00:00 GMT
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The Royal Bank of Scotland

What do we mean by Virtual events?

Career Fair
14-Sept-11

abialn - Single

s CISCO

InteraCtive Par‘tlnerf(\)/em Sponsor Briefing centre
B USi ness o since Aug-10

Environments-

Bu”ding Conference centre
Community PSSR

Immersive

Virtual Trade
Shows

one-dimensional




The attractions of Virtual

UBM event stats: UBM average/event stats:
AHighest attendees to date A3hr 11mins login
B2B 4,000+ Comdex A37% download exhibitor/sponsor
B2C 34,000 Veterans Career Fair materials

A735 attendees per event on average*
*excludes 34,000 Veteranos c S
Importance of reviewing content

A41% of attendees have tweeted or texted to

share event info with their network
Source: PCMA, UBM Studios, VEI Meeting Technology
Survey, May 2011

AHybrid events increasingly important, 39 in
2011

ANearly 50% of respondents reported that
Virtual events helped them increase brand ®\.Important ®Important ®Not Important
eBlEliSnEss Source: PCMA, UBM Studios, VEI Meeting Technology
A36% reported they attracted attendees who Survey, May 2011

did not attend live events
Source: EXHIBITOR magazines 2011 Survey

0% 20% 40% 60% 80% 100%



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

Perpetu;I Recruitment Center

A Veterans & Military
Spouses

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

A 214 Employers (Largely
Fortune 500)

&9 VETSUCCESS.GOV

A Cigna
v ‘ » Career Fair A Chase
» Networking Lounge A Amazon
A Loweds
» Resource Center .
A FedEx Office
A Citi Bank

A Partnership with VA and
Department of Defense

Unicruit: www.unicruit.com

. : : S A Perpetual 2012

cations . My Briefcase | Information Search My Profile Who's Here? . nboX . Private Chats . Survey . Help : Logout » A Unlvers'ty Students

A 80,0000 attendees to date

Next Event: 13 December 2011



http://www.veteranscareerfair.com/

Retail Investor Conferences: 365 Digital Campaign

PR Newswire developed
retailinvestorconferences.com to foster
ongoing connections between individual
investors and public companies.

ALaunched: November 2010
A3,821 cumulative attendees ,
AAverage time in show of 2:35H L |ty
AAugust 2011 event: 409 new registrants o :
ANext event: 1 Dec 2011
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http://retailinvestorconferences.com/

Hybrid: digital and live event mix

InformationWeek
AThe Definitive Dat a f(!"!;‘mzt é“‘i’““”“”lf’l ann| ng_aGm de

for 2011 an-DecB®Y ondo —_—
Welcome to Virtual b
A1’453 attendees !sdby/nfarmshanWesk&lnremp )
AAverage time in show of 5:18H o
InformatioriWeel — ey

Business Mobility Unleashed: 14-Jul-2011
A794 attendees

AAverage time in show of 4:54H e
i 11 InfonnationWeek See the Future of IT N
ACustom creative enhanced brand recognition N A

Auditorium  Lounge  Prizes  Profile  HelpDesk  Who'sHere  Log Out o

& connected online with physical events Sl

Read the Interop Blog
-

- & INTEROP
nl have found that | haveg m;?iq "rpomr
events than | have in a Y 100 W

- Attendee feedback, Interop Business Mobility
Unleashed, July 2011

Info on all events. =
Next Virtual Event: 1-Dec-2011 T —



http://www.interop.com/virtual/
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Technology is Critical to Creating an Excep
With Smartphones and Traditional Mobile
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Enhanced releases as % of PR Newswire release volume

Enhanced releases contain one or more
of the following: photo, social
media, SEO, multimedia, fax/emall

2007 2008 2009 2010 YTD 2011




Powerful online reach

Earned Media:

A7,000+ websites globally
A1,000+ in Europe
A200+ in China

A700+ exclusive web feeds

ASyndication of content to online portals, investor
networks, media and industry-specific websites

PR Newswire
Business Wire
Marketwire
PRWeb

Globe

Google Page
Rank (10is
highest rank-
Sep)

8

7
7
7
6

PRNewswire.comleading channel

Omniture
Unique Visitors

(Sep)
10.1m
4.5m
2.5m
8.9m
0.5m

Google
(Postrank)
content
Aishare

135k
88k
35k
52k
2k




