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• CMP Information Gary Hughes
• Financial update Nigel Wilson
• Q&A
• Conclusion & buffet lunch



2

Introduction

David Levin, Chief Executive Officer

6 December 2006

www.unitedbusinessmedia.com
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UBM Overview
Global B2B and News Distribution Business

• Leading global B2B media company – only focused global player

• UBM brings together B2B buyers and sellers 
– focused on building leading positions in fast growing geographies and in specific vertical B2B 

markets

• CMP/Commonwealth - integrated event, print, business information & 
online marketing services
– 200+ events, 200 websites, 200 newspapers, magazines & directories
– CMP Information (CMPi) – global B2B media in c.20 verticals
– CMP Technology – global business focused on technology industry
– CMPMedica – global healthcare media business
– CMP Asia – events-led Asian media business focused on specific verticals
– Commonwealth – Information provider to the global trade and transportation market with 

comprehensive proprietary data, news and analytical content.  Acquired in July 2006 

• PR Newswire – global leader in the electronic delivery of market-sensitive 
information in the US

• Committed to strong financial returns for shareholders
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Source: Veronis Suhler Stevenson – Communications Industry Forecast 2006 – 2010, 20th Edition

US B2B Media Mix
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"A Future For Magazines"

MSDN Subscriber Study recently found:

• 75.5% said they preferred to read software development 
magazines in a print format
• 92% of subscribers retained copies of the magazine
• The study was done online to the reader that uses both the 
online and print versions
• Readers went online for news, but for in depth technical 
content they focused on print

Commenting on Doctor Dobbs Journal:

"I love DDJ now more than ever because it has remained true 
to its cause. DDJ is written by programmers, for programmers, 
and lets nothing else get in the way of that mission. In every 
issue, a bunch of people like me describe interesting problems 
and show me the programs they wrote to solve them. That's 
what I want."



4

7

Online evolution

Web 1.0
• Portals
• DoubleClick
• mp3.com
• Britannica Online
• personal websites
• Agencies 
• evite
• domain name speculation 
• page views 
• screen scraping 
• publishing
• content mgt systems 
• directories (taxonomy)
• stickiness

Web 2.0
• Keywords and Search
• Google AdSense
• Napster
• Wikipedia
• blogging
• http://www.spotrunner.com/
• upcoming.org and EVDB
• search engine optimization
• cost per click
• web services
• participation
• wikis
• tagging ("folksonomy")
• syndication

• Adapted from O’Reilley Media -
http://www.oreillynet.com/pub/a/oreilly/tim/news/2005/09/30/what-is-web-20.html
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Actions for growth

• Build team and culture
– Positive culture & profitable growth
– A passion for our business
– Built around customer verticals

• Focus on rebalancing product mix
– Online, Events, Data & Workflow
– Geographically

• Rebalancing portfolio through acquisitions & disposals
– Building strong positions

• Enhance organic growth in parallel
– Communities
– Emerging markets
– New product development – events, online, business information & print

• Consistent financial framework
– Balance sheet management
– Cost of capital
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Divisional management introductions 

• Henry Elkington – CEO CMPMedica

• Alan Glass – CEO Commonwealth Business Media

• Gary Hughes – CEO CMP Information

BUILDING A GROWING GLOBAL 
HEALTHCARE BUSINESS

CMPMedica
Henry Elkington, Chief Executive Officer

6 December 2006

www.cmpmedica.com
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Global Healthcare Opportunity

• Aging population, chronic and lifestyle conditions 
• Healthcare share of GDP growing
• $500 billion of pharmaceutical sales

• Clinical best practice keeps advancing and changing
• Consumers better informed and more active

• Healthcare systems facing financial constraints
• Regulatory scrutiny of pharma marketing practices

• Highly fragmented media services sector

12

CMPMedica

• Common customers: the pharmaceutical industry
• Common audience segments: physicians and pharmacists

By media type By geography

Directories 
(26%)

Events 
(13%)

Electronic 
(6%)

Print 
(55%)

France 
(40%)

US 
(21%)

Asia 
(9%)

Benelux 
(7%)

UK 
(6%)

Germany 
(6%)

Pacific 
(5%)

Iberia 
(3%)

E.Europe 
(3%)

Note: Forecast revenue mix 2006
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Vision

Balanced portfolio of electronic, event and print products
• Match audience needs and behaviours
• Delivering ROI or educational impact to customers

Integrated international business
• Share product innovation 
• Leveraging skills and expertise
• Internationalising brands where appropriate  

A winning business – growing faster than our markets
• Innovative
• Partner for our global customers

14

Product Groups

Drug 
Information 
Systems

Trade Press

Data on Rx and 
OTC drug, 
presented in:
•Print directories
•Embedded 
•CD ROMs
•Online

Clinical and practice 
management info.:
•Daily, weekly and
monthly journals

•Websites
•Custom

Accredited 
continuing medical 
education:
•Congresses
•One day events
•Print
•Online

•Exhibitions
•Prescription 
pads

•Data 
transmission

•Consumer

CME Other
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A Unique Portfolio of Leading Brands

Drug 
Information 
Systems

Trade Press CME Other

16

Revenue by product group

€ million 2005 Full Year

Rev %

DIS* 71.9 30.3%

Trade Press 119.5 50.4%

CME 23.5 9.9%

Other 22.1 9.4%

Total 237.0 100%

PROFORMA

* Drug Information Systems, consisting of drug directories, electronic databases and online data applications
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Mix of business

87%

13%

98%

1%
1%

8%

85%

7%

46%

41%

13%

DIS "Trade Press" CME Other

Electronic
Events
Print
Directories

30%                                       51%       10%     9%        = 100%

Note: Forecast revenue mix of business 2006
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Mix of business by geography
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Phasing: CMPMedica is H1 weighted

Guidance on weighting:

2005
H1 H2

Revenue 52% 48% 100%
Profit 76% 24% 100%

20

DIS market

-2%

+10%

+9%

+5%

+3%

Total     5%

SUMMARY

Providing clinical reference information to 
prescribing doctors and pharmacists.

Market growth in
• Advertising
• End-user payments
• Listing fees

Audience behaviour
• Historically print look-up
• Increasingly individuals use multiple 

sources
- print directories
- embedded systems
- web
- PDA

REVENUE MIX

Growth*

*H1 2006 vs H1 2005
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Our DIS Business: Vidal

22

Other DIS Business Models

Gelbe Liste: Germany MIMS: New Zealand
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Actions to grow DIS profit

Product Innovation
• End-user paid products

– Vidal Expert (GPs)
– Hoptimal (Hospitals)

• Drug e-newsletters (ad supported) 
– VidalNews

• Pharma and industry services
– Vidal Services, OntoDrug

• Publishing disease information
– Recommandations et Pratique

Leveraging scale
• Print and production
• Centralising some editorial and development 
• Off-shoring and outsourcing some editorial and telesales
• Common product development

24

Trade Press market

+6%

Total   1%

SUMMARY

Providing practical clinical and practice 
management information.

Print journals largely controlled circulation

Display revenue dependent on product 
launches

Growing importance of specialist audiences

Growth in demand for custom solutions
• Supplements
• Events
• Websites

High interest in innovative online 
promotional solutions

REVENUE MIX

Growth*

*H1 2006 vs H1 2005.

+1%

-11%

-7%
-3%

Print
98%

Events
1%
Electronics
1%

Display Ad
61%

Classified
5%

Custom
23%

Subscriptions
5%

Other
6%
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Our Trade Press Assets
Examples:

USA

UK

France

Germany

Asia/Pacific

Circulation Frequency Primary audience

250k Monthly Primary care physicians

39k Monthly Psychiatrists

30k Monthly Oncologists

75k Daily Doctors

45k Weekly General Practitioners

18k Twice weekly Pharmacists

44k Weekly General Practitioners

14k Weekly Pharmacists

50k Fortnightly GPs

24k WeeklyGPs

40k Monthly GPs

26

Leveraging Audience Through 
Product Innovation

Special 
editions

www.quotimed.com

Seminars

Meeting 
series

CME

Search
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Actions To Grow Trade Press profit

Product innovation
• Branded meeting series e.g. Rencontres de Quotidien du Médecin, 

Pulse Seminars
• Templated custom e.g. webcasts
• Branded CME, e.g. FMC au Quotidien (print and online)
• Supplements and special editions, e.g. QDM for specialists
• E-news letters
• Websites e.g. www.quotimed.com, www.PsychiatricTimes.com

Leveraging scale
• Shared development of next generation products

– E.g. SearchMedica.com

28

SearchMedica leverages our scale
and scope

Common
• Audience proposition
• Customer proposition
• Search partner (Convera)
• Outsourced IT partner (GCI)
• Brand

Local
• Editorial boards, selected scope
• Audience development
• Link to local brands
• Sales and commercial relationships

Progress
• Launched UK and US
• In development France and Spain
• Positive user feedback
• Initial sales
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Building A New Global Brand

www.SearchMedica.co.uk www.SearchMedica.com www.SearchMedica.fr

30
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CME market

+82%

+2%

Total     42%

SUMMARY

Providing accredited education
• Largely pharma sponsored

US market still recovering from OIG 
intervention 

European and Asian markets emerging as 
CME systems develop

Traditionally an event business with 
professional associations playing a large 
role

Strong potential for integrated event and 
online models

Some international audiences within 
specialities

REVENUE MIX

Growth*

*H1 2006 vs H1 2005

34

Expanding Strong CME Franchises

Regional 
extensions

Custom 
solutions

Webcasts
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Actions to grow CME profit

Product innovation
• Repeated regional meetings

– Expanding Psych extensions from 5 in ’06 to 8 in ’07

• Online delivery leverages sponsor’s investment in content
– Webcasts of Psych Congress sessions

• Internationalise brands
• Develop events and services as international CME markets grow

– Conversion of Medec into France’s premier CME event
– Launch of Primary Care Clinic in Hong Kong

Leverage scale
• Share online delivery platforms
• Leverage sponsor relationships for international expansion

36

Other businesses

Total     €26.7m

SUMMARY

Mature prescription pads business in France 
and Belgium

Exhibition business in France with biennial 
shows
• Hopital Expo
• Gerond Expo

Secure messaging and IT services business 
in Belgium
• MediBridge

Consumer web businesses
• www.MyDr.com.au
• www.everybody.co.nz
• www.meine-gesundheit.de

REVENUE MIX

Print
47%

Events
40%

Electronics
13%
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Seeking Selective Acquisitions to Build 
the Business 

What we are looking for in acquisition candidates
• Profitable online, electronic and event products 

– Rebalance our business
– Potential to expand across our audiences and territories

• Increase our presence in high growth markets
– BRIC
– Specialties

• Consolidate our existing businesses
• 8% post-tax ROI in first full year

3 small acquisitions to date in 2006
• Mexi Solutions consolidates our Belgian IT business
• MediWorld strengthens our position in India
• The Care Show rebalances our UK business

38

Actions To Build The Vision

Leveraging our brands and audience relationships
• Primary care, pharmacy, specialties

Rebalancing product mix
• Expanding successful event models
• Growing electronic drug data and informatics products
• Launching innovative web services

Leveraging our global scale to the benefit of customers

Selective acquisitions

Positive culture, profitable growth
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•• Alan Glass  Alan Glass  

President & Chief Executive OfficerPresident & Chief Executive Officer

40

The CBM StoryThe CBM Story

•• The Company was formed as the result of a management buyThe Company was formed as the result of a management buy--out out 
from Primedia in 2000from Primedia in 2000

•• CEO of the company and predecessors since 1997CEO of the company and predecessors since 1997

•• Over 30 years in the media businessOver 30 years in the media business
–– Dow JonesDow Jones
–– Chilton/ABCChilton/ABC
–– The Thomson CorporationThe Thomson Corporation
–– PrimediaPrimedia
–– CommonwealthCommonwealth
–– UBMUBM

•• Leading a management team that has done over 80 transactions Leading a management team that has done over 80 transactions 
since 1980since 1980
–– From easy tuckFrom easy tuck--ins to difficult, cultureins to difficult, culture--changing dealschanging deals

•• Successfully transformed Successfully transformed ““old mediaold media”” print business to very print business to very 
dynamic, database/online/subscriptiondynamic, database/online/subscription--driven modeldriven model
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Transforming a BusinessTransforming a Business

•• OldOld--media, print based publications; clearly in declinemedia, print based publications; clearly in decline

•• Underlying strength of the trade and transport marketUnderlying strength of the trade and transport market

–– Developed a focused growth strategyDeveloped a focused growth strategy
–– Online migration + critical acquisitions = contemporary Online migration + critical acquisitions = contemporary ““new medianew media””

franchisefranchise

•• The Journal of Commerce Group acquisition from The The Journal of Commerce Group acquisition from The 
Economist (2001) became a transforming event for CBMEconomist (2001) became a transforming event for CBM

–– Recognized industry/market leaderRecognized industry/market leader
–– Culture change/eliminate wasteCulture change/eliminate waste
–– Focus on information/product developmentFocus on information/product development
–– Grow core magazine businessGrow core magazine business
–– Invest in and develop an event business Invest in and develop an event business 

•• Three additional acquisitions from 2003 to 2005Three additional acquisitions from 2003 to 2005

42

PerformancePerformance

9,000

9,500

10,000

10,500

11,000

11,500

12,000

FY03 FY04 FY05

Proforma EBITDA

•• Continuous underlying top and bottom line growthContinuous underlying top and bottom line growth

•• Organic growth coming from all sectors:  data/online, magazines Organic growth coming from all sectors:  data/online, magazines 
and eventsand events

•• Steady print assetsSteady print assets

49,000
50,000
51,000
52,000
53,000
54,000
55,000
56,000

FY03 FY04 FY05

Proforma Revenue
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How We Got HereHow We Got Here

•• What was the future of CBMWhat was the future of CBM
–– By midBy mid--2005, we had used all of our available equity2005, we had used all of our available equity
–– Total debt to cash flow leverage of less than 3 timesTotal debt to cash flow leverage of less than 3 times
–– We had $10 million of room in our credit We had $10 million of room in our credit facitityfacitity

•• The business had the opportunity to grow more rapidlyThe business had the opportunity to grow more rapidly
–– New capital and the ability to expand internationally neededNew capital and the ability to expand internationally needed

•• We picked UBM as much as they picked us!We picked UBM as much as they picked us!
–– Total alignment on goalsTotal alignment on goals
–– Available capital to expand through acquisitionsAvailable capital to expand through acquisitions
–– International reach and the ability to tap new resourcesInternational reach and the ability to tap new resources
–– A positive culture that fosters entrepreneurialismA positive culture that fosters entrepreneurialism
–– The right, growthThe right, growth--minded strategy that will enable a business like minded strategy that will enable a business like 

CBM to thriveCBM to thrive
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The The International TradeInternational Trade MarketMarket
•• Global transportation has grown to $2.5 trillionGlobal transportation has grown to $2.5 trillion

Share of World Trade by Volume
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Truck & Rail, 
8%

Ocean Air Truck & Rail
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CBM Primary Markets

Focusing on trade and transportation Focusing on trade and transportation –– cargo and people cargo and people -- as well as as well as 
providing information to support global supply chain activityproviding information to support global supply chain activity
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•• A leading information provider to the global trade and transportA leading information provider to the global trade and transportation ation 
marketmarket

•• Global brands serving a growing, vibrant marketGlobal brands serving a growing, vibrant market

–– PIERS Global Intelligence SolutionsPIERS Global Intelligence Solutions
–– BACK Aviation SolutionsBACK Aviation Solutions
–– The Journal of Commerce GroupThe Journal of Commerce Group

•• MustMust--have, proprietary information customers use every day to have, proprietary information customers use every day to 
perform their essential business tasksperform their essential business tasks

•• Products embedded in customer work processesProducts embedded in customer work processes

•• Recognized market leaderRecognized market leader

•• Platform for growth Platform for growth 

The CBM MissionThe CBM Mission
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•• We are principally a data business with over 100 complementary pWe are principally a data business with over 100 complementary products roducts 
and servicesand services

–– 73% of total revenues comes from data and online services73% of total revenues comes from data and online services

•• Our products and services are mainly sold on a subscription and Our products and services are mainly sold on a subscription and user user 
feefee--base basisbase basis

–– Representing almost 60% of total revenueRepresenting almost 60% of total revenue

•• Recurring, predictable revenuesRecurring, predictable revenues

–– Over 70% of sales Over 70% of sales 

–– Renewal rates ranging from 70% to 90%Renewal rates ranging from 70% to 90%

Key CharacteristicsKey Characteristics
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•• An integrated media model that surrounds the marketAn integrated media model that surrounds the market
–– Products and services in every format and at price points that bProducts and services in every format and at price points that best meet est meet 

customer needscustomer needs

•• OnlineOnline

–– Primary resource for maritime data to more than 90% of ocean shiPrimary resource for maritime data to more than 90% of ocean shipping pping 
companiescompanies

–– The most comprehensive source of commercial aviation data The most comprehensive source of commercial aviation data –– worldwideworldwide

•• In PrintIn Print

–– Leader in magazine market with greater than 70% share and Leader in magazine market with greater than 70% share and 
–– Provider of  directory databases that are either #1 or have no cProvider of  directory databases that are either #1 or have no competition in ompetition in 

their nichetheir niche

•• In PersonIn Person
–– Industry leading conferences and trade shows growing 25% per yeaIndustry leading conferences and trade shows growing 25% per yearr

Integrated Media ModelIntegrated Media Model
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Surrounding the MarketSurrounding the Market
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•BACK
•Air Cargo World
••BACKBACK
••Air Cargo WorldAir Cargo World

•PIERS
•JOC
•Regional Magazines

••PIERSPIERS
••JOCJOC
••Regional MagazinesRegional Magazines

•Rail Databases
•Traffic World
••Rail DatabasesRail Databases
••Traffic WorldTraffic World
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•JOC
•BACK
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••JOCJOC
••BACKBACK
••Trade DatabasesTrade Databases
••Traffic WorldTraffic World
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•JOC
•BACK

••PIERSPIERS
••JOCJOC
••BACKBACK

Events that cover each of these core disciplines
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Products essential to customersProducts essential to customers’’ daily workflow, at a price point daily workflow, at a price point 
and deliverable tailorand deliverable tailor--made to their specific needsmade to their specific needs

Engaging the CustomerEngaging the Customer
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CBM Customers

Directories

PIERSBACK

50

Revenue DistributionRevenue Distribution

39%

11%
15%

31%

4%

PIERS BACK Directories Print & Online Events
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ItIt’’s All About the Datas All About the Data

•• Information that is critical to the daily workflow of our Information that is critical to the daily workflow of our 
customerscustomers

•• Embedded in that  workflowEmbedded in that  workflow

•• High Value = High Margin contentHigh Value = High Margin content

•• Multiple usesMultiple uses

•• Multiple delivery formatsMultiple delivery formats
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•• The PIERS database reveals the The PIERS database reveals the 
details of global buying and details of global buying and 
selling, including:selling, including:

–– WhoWho’’s buying what commoditys buying what commodity

–– WhoWho’’s manufacturing and selling s manufacturing and selling 
itit

–– Where commodities are shipped Where commodities are shipped 
toto

–– Who is transporting itWho is transporting it

–– How oftenHow often

–– Estimated valuesEstimated values

–– A transparent supply chainA transparent supply chain

Why Customers Buy PIERS DataWhy Customers Buy PIERS Data

54

Multiple Uses of the Same DataMultiple Uses of the Same Data

•• PIERS analytical tools enable customers to:PIERS analytical tools enable customers to:

–– Find new suppliers and new marketsFind new suppliers and new markets

–– Accurately plan product development, research, product Accurately plan product development, research, product 
introductions, and marketing introductions, and marketing 

–– Monitor competitionMonitor competition

–– Track global economic trendsTrack global economic trends

–– Defend intellectual propertyDefend intellectual property

–– Create products in support of government antiCreate products in support of government anti--terror effortsterror efforts
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•• PIERS collects and reports international trade data from manifesPIERS collects and reports international trade data from manifests ts 
and bills of ladingand bills of lading

–– PIERS captures 65 data points for all bills of lading it processPIERS captures 65 data points for all bills of lading it processeses

•• PIERS specialists continually audit, standardize and quality chePIERS specialists continually audit, standardize and quality check all ck all 
records in PIERSrecords in PIERS’’ databasedatabase

•• PIERS delivers data on 23 million containers per year PIERS delivers data on 23 million containers per year 

•• PIERS covers 48 ports in the US, Mexico, Latin America and AsiaPIERS covers 48 ports in the US, Mexico, Latin America and Asia

•• PIERS offers historical data from 1950 to presentPIERS offers historical data from 1950 to present

•• PIERS delivers products in multiple formatsPIERS delivers products in multiple formats

How PIERS Does ItHow PIERS Does It

56

Key CharacteristicsKey Characteristics

•• Market leader with unparalleled Market leader with unparalleled 
name recognitionname recognition

•• Proprietary dataProprietary data

•• High barriers to entryHigh barriers to entry

•• Predictable revenues Predictable revenues 

–– 90% from subscriptions90% from subscriptions

•• Renewal rates ranging from 70% to Renewal rates ranging from 70% to 
nearly 95% nearly 95% 

•• High margin business, >41%High margin business, >41%

•• Serves a high growth, dynamic Serves a high growth, dynamic 
marketmarket

-

5,000

10,000

15,000

20,000

25,000

FY03 FY04 FY05

Proforma Revenue Proforma Contribution
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•• BACK is the primary source of BACK is the primary source of 
missionmission--critical data and critical data and 
analytics for the global aviation analytics for the global aviation 
marketmarket

–– Dynamic, growing industryDynamic, growing industry

•• Delivering proprietary Delivering proprietary 
information since 1975information since 1975

–– Widely distributed customer baseWidely distributed customer base

•• It offers essential, internetIt offers essential, internet--based based 
productsproducts

–– Subscription offerings with Subscription offerings with 
>85% renewal rates>85% renewal rates

Aviation Data/Market LeaderAviation Data/Market Leader
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•• Proprietary aviation databasesProprietary aviation databases

–– FinancialFinancial
–– TrafficTraffic
–– ScheduleSchedule
–– FleetFleet

•• Desktop AnalyticsDesktop Analytics

–– Leverages depth of existing databasesLeverages depth of existing databases
–– Commissioned projects generate new Commissioned projects generate new 

databases, enabling costdatabases, enabling cost--free product free product 
developmentdevelopment

•• Asset ManagementAsset Management
–– Appraisals, technical services and Appraisals, technical services and 

remarketingremarketing

Mission Critical DataMission Critical Data

60

•• BACKBACK’’s proprietary data  enables:s proprietary data  enables:

–– Airports to pursue new carriersAirports to pursue new carriers

–– Manufacturers to monitor Manufacturers to monitor 
competition and manage productioncompetition and manage production

–– Lessors and nonLessors and non--lessor owners to lessor owners to 
manage their fleetsmanage their fleets

–– Government agencies to monitor Government agencies to monitor 
trends and forecast growth andtrends and forecast growth and

–– Financial institutions and Financial institutions and 
consultants to assist their consultants to assist their 
customerscustomers’’ operating and capital operating and capital 
needsneeds

Multiple Uses/Multiple UsersMultiple Uses/Multiple Users
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Key HighlightsKey Highlights

•• Customers depend on BACK data to perform their daily business Customers depend on BACK data to perform their daily business 
functionsfunctions

•• The only complete source of proprietary aviation data The only complete source of proprietary aviation data 

•• SubscriptionSubscription--based revenues recurring in naturebased revenues recurring in nature

•• Strong market leader with formidable barriers to entryStrong market leader with formidable barriers to entry

•• Vast expansion opportunities in international marketsVast expansion opportunities in international markets

•• Leverage existing proprietary information and CBMLeverage existing proprietary information and CBM--wide synergies to wide synergies to 
drive new product development and further revenue generationdrive new product development and further revenue generation
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•• Print & Online DirectoriesPrint & Online Directories

–– ““Must haveMust have”” contentcontent

•• Mainly subscription driven Mainly subscription driven 
revenues revenues 

–– Over 80% of revenues recurring in Over 80% of revenues recurring in 
naturenature

•• Flexible platform for delivering data Flexible platform for delivering data 
in digital and in print formatin digital and in print format

–– Bundled sale with online/print Bundled sale with online/print 
subscription packagesubscription package

•• Shares common customers with Shares common customers with 
PIERS creating PIERS creating migration migration 
opportunities to higher priced data opportunities to higher priced data 
productsproducts
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Value PropositionValue Proposition

•• Essential tools for professionals that allow them to manage the Essential tools for professionals that allow them to manage the efficient transport of efficient transport of 
goods both domestically and internationallygoods both domestically and internationally

•• Numerous growth opportunities through expanded digital product dNumerous growth opportunities through expanded digital product delivery and online elivery and online 
marketing.marketing.

Our DataOur Data
Import & Export 
Regulatory and 

Procedural Information

Port Data

Carrier Data

Government Data

Service Provider and 
Supplier Data

Web

Print

CD

E-mail 
Alerts

65,000+ 
Records 

with 
Millions 
of Data 

Elements

Our DeliveryOur Delivery
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Magazine Group 
Revenues

88%

12%

Print & Online Events
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Serving a CommunityServing a Community
•• Integrated print, online news and conference assetsIntegrated print, online news and conference assets

•• Breaking news and authoritative information and analysisBreaking news and authoritative information and analysis

–– Leverages strength of PIERS and BACK dataLeverages strength of PIERS and BACK data
–– Vehicles for promoting all CBM products andVehicles for promoting all CBM products and
–– Digital magazine deliveryDigital magazine delivery

•• Longstanding, international brandsLongstanding, international brands

–– Journal of Commerce dates to 1827Journal of Commerce dates to 1827

•• Dominant market position with advertising Dominant market position with advertising 
sales outpacing the B2B market sales outpacing the B2B market 

–– Over 70% market shareOver 70% market share
–– Paid circulationPaid circulation
–– Award winning editorial teamAward winning editorial team
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•• The Journal of CommerceThe Journal of Commerce is the flagship title in a portfolio of eight is the flagship title in a portfolio of eight 
print magazines and one newsletter, each segmentprint magazines and one newsletter, each segment--leading brandsleading brands

–– Weekly in printWeekly in print

–– Online every day since 1999Online every day since 1999

–– Digital delivery enhances international expansion opportunitiesDigital delivery enhances international expansion opportunities

•• Provides a foundation brand for CBMProvides a foundation brand for CBM’’s Events businesss Events business

Brand EquityBrand Equity
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•• A broad and dedicated audience of influential A broad and dedicated audience of influential 
buyersbuyers

–– Fortune 500 companiesFortune 500 companies
–– MiddleMiddle--market and small importer/exportersmarket and small importer/exporters
–– Logistics companies andLogistics companies and
–– Ocean and air carriers, truckers, railroads and Ocean and air carriers, truckers, railroads and 

intermodal marketing companiesintermodal marketing companies
–– Financial institutionsFinancial institutions

•• Loyal readers with high renewal ratesLoyal readers with high renewal rates

–– Six magazines are 100% paid circulationSix magazines are 100% paid circulation

•• Customers leverage a variety of CBM's Customers leverage a variety of CBM's 
products and servicesproducts and services

Influential AudienceInfluential Audience

68

•• Brand extensionBrand extension

•• Fastest growing business segmentFastest growing business segment

–– YTD 2006 revenue up 47%YTD 2006 revenue up 47%

•• Trading off Journal of Commerce Trading off Journal of Commerce 
brandbrand

–– Showcases CBMShowcases CBM’’s integrated media s integrated media 
modelmodel

•• High recurring revenue, in excess of High recurring revenue, in excess of 
75%75%

•• Sustainable growth from existing Sustainable growth from existing 
eventsevents

•• Expanding internationallyExpanding internationally

-
500

1,000
1,500
2,000
2,500

2003 2004 2005

Fiscal Year

JoC Conferences

Revenue Contribution Margin
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ConclusionConclusion
•• Leadership in a large, growing marketLeadership in a large, growing market

•• Content delivered in multiple formatsContent delivered in multiple formats

•• Strong brand recognitionStrong brand recognition

•• Substantial barriers to entrySubstantial barriers to entry

•• Loyal & diversified customer baseLoyal & diversified customer base

•• High recurring revenueHigh recurring revenue

•• Platform for acquisitions and organic Platform for acquisitions and organic 
growthgrowth

•• Experienced management teamExperienced management team
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Questions & AnswersQuestions & Answers
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Coffee

Positive Culture, Profitable Growth

CMPi

Investor Presentation

6 December 2006
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Gary Hughes 
Chief Executive

Positive Culture
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Profitable growth

Growing our profits by growing our revenues –
organically, digitally, by launching exciting new
products and by way of value-creating
acquisitions.

CMPi – Vital statistics

• c. 20 vertical markets

• 41 Magazines

• 17 Data products and Directories – 770,000 receive our 
publications and data products

• 64 Exhibitions – 400,000 will attend our events in ‘07

• 69 Events, awards & conferences in ‘07

• c. 100 Websites

• Operations/shows in 15 countries – customers in 110

Revenues £158.2m* EBIT £40.7m* 

* Continuing business 2005 as restated at interims 06
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CMPi – Revenues

Int'l Exhibitions - North 
America

3%
Int'l Exhibitions - 

Europe/Asia
15%

Protection Management
7%

Property  and Builder  Events
2%

Inter iors
10%

Customer 
Management/ATC

3%

Construction & 
Architecture

12%

Commercia l Property
6%

Barbour ABI
12%

Travel
5%

Licensed Trade
5%

HealthCare
6%

Music & Ent Tech
4%

Consumer
5%

Agriculture
5%

- Specialist Markets

- Built Environment

- Live Media

- Intern’l Exhibitions

By media channel
By market

Subs/Copy Sales, 8%

Advertising, 40%
Exhibitions, 43%

Online, 9%

My initial observations

• Reasonably decent UK print business

• Strong exhibition portfolio

• Digitally backward

• Too centralised/hierarchical

• Limited innovation

• Insufficient passion!
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Strategic focus and direction

• Building on core skills – the 3 C’s

• Innovative organic revenue growth

• Continuous new product development

• Digital delivery

• Value-creating acquisitions

Introducing the team…..

CMPiCMPi

IntInt’’nl Exhibitionsnl Exhibitions Built EnvironmentBuilt Environment Live MediaLive MediaSpecialist MarketsSpecialist Markets

Simon FosterSimon Foster Lindsay CookLindsay Cook Jonathan NewbyJonathan Newby Jane RisbyJane Risby--RoseRose
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…and coming soon!

CMPiCMPi

IntInt’’nl Exhibitionsnl Exhibitions Built EnvironmentBuilt Environment Live MediaLive MediaSpecialist MarketsSpecialist Markets

CMPi ConferencesCMPi Conferences Ruth CarterRuth Carter

Simon FosterSimon Foster Lindsay CookLindsay Cook Jonathan NewbyJonathan Newby Jane RisbyJane Risby--RoseRose

Strategy in action – building on core skills

• Print very much alive – PW Sept ‘06 issue 300 pages!

• ’06 revenues up 18%; display pages up 14%; record subs up 
2%

• Editorial on fire – breaking national stories
– Merger of CBRE – largest commercial property deal in years
– Philip Green enters jewellery retailing – ‘Standard’ lead story
– Battersea Power station finally gets development approval

• Strong platform for multi-channel development
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Strategy in action – building on core skills

• 25K weekly circulation, 7 awards, 19 supplements

• Innovative networking events – SHEDs and RESI

• Online - unique users up 83%, PI’s up 13% in ‘06

• New news-led and community destination site in 
development

Strategy in action - NPD

• Launch event 1-3 Dec ’06

• Mother brand growing at 20% p.a.

• Leveraging highly successful brand into growth market

• Strong partnership with Indian Pharmaceutical Assoc.

• Launched with operational support from CMP Asia
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Strategy in action - NPD

• Delivered well ahead of original plan

• 214 exhibitors 

• 30,000 visitors – 20% international

• 6,400m2 – largest new launch since 1990’s

• £1.2m of new revenues

• Great platform for growth

Strategy in action – digital delivery

• Migrating offline classified recruitment online – profitably

• Comprehensive C&A project – developed over 7 months

• Culminated in launch of 3 recruitment sites June 06 - Building 
4jobs, BD4jobs, QSnews4jobs

• Unique integrated web/print offering

www.building4jobs.co.uk www.bd4jobs.co.uk www.qsnews4jobs.co.uk
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Strategy in action – digital delivery

Total traffic from building4 jobs, BD4jobs and qsnews4jobs

Page Impressions

122,219

226,602

0

50,000

100,000

150,000

200,000

250,000

Oct 05 Oct 06

Unique Users

7,341

16,677

0
2,000
4,000
6,000
8,000

10,000
12,000
14,000
16,000
18,000

Oct 05 Oct 06

Job Inventory

796

3,340

0
500

1,000
1,500
2,000
2,500
3,000
3,500
4,000

Dec 05 Oct 06

Strategy in action - acquisitions

Thames Gateway Forum

• Acquired for £3.0m – July ’06

• Hybrid exhibition & conference event

• Covers regeneration, urban renewal and sustainability – the 
hottest subjects in C&A

• 80,000ha – largest regeneration project in Europe, including 
new Olympic site
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Strategy in action - acquisitions

• Joint initiative with Live Media division

• Content driven - Building, Property Week, Regenerate and 
Think launch

• 7,000 paying visitors – 15% growth y-o-y

• 3,500m2 – 30% growth y-o-y

In the pipeline – events
• Food ingredients internationalisation 

– Fi India ’07 (conference)
– Fi South America ‘07
– Fi USA ‘08
– Fi South Africa ’08 (conference)

• ADNEC – foundation partnership
– Working Buildings – Dec ‘07
– Interiors – Apr ‘08

• IFSEC India
– New Delhi, (Oct ’07)
– market growing at 30% 
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In the pipeline – events
• Think

– launch event May ’07
– new concept in growth market we ‘own’

• Informex Europe
– Berlin, May ’07
– all major chemical markets now served

• New Conferences Division
– outstanding content to leverage
– best in market hire

In the pipeline - digital

• Barbour V4.0
– full online service relaunch
– re-inventing a famous brand

• Security portal
– online consolidation of market-leading portfolio
– launching in ’07 in time for IFSEC

• Travel turtle
– consumer travel vaccine plug-in
– data provided by Pulse and C&D data 
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In the pipeline - digital

• MW.com
– moving MW into premium online data
– extending reach into new communities

• 4Jobs roll-out
– extend proven model into key markets
– Property Week, SHP and BSJ in ‘07

• DB.com
– converting Daltons into B2B online brand
– SME ‘businesses for sale’ model

In the pipeline – embracing India

• IT maintenance and development – outsourced

• Finance partially outsourced – more to come

• Scoping data opportunities – ABI

• Scoping property opportunity – Property Week

• Fi and IFSEC – scheduled ’07

• A growing part of CMPi’s thinking
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What does it all mean?

• Creating an innovative culture

• Setting the right level of ambition

• Leveraging fantastic content and brands

• Digital and face-to-face media the engine-rooms of 
growth

It’s the strategy – of course!

• Innovative organic revenue growth

• Building on core skills – the 3 C’s

• Continuous new product development

• Digital delivery

• Value-creating acquisitions
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Building a winning team!

Buying, Selling, and Building

6 December 2006

Nigel Wilson

www.unitedbusinessmedia.com

Processes to Creating Shareholder Value
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Buying, Selling and Building: The Process

We have exited £800m of non-core and “challenged”
assets

– NOP, Five, SIS, SDN (non core)
– Exchange & Mart, Guitar Player (well known brands)

We have strong processes for delivering shareholder 
value

– Extensive build/buy/sell analysis
– Disciplined acquisition process - £550m since ’03 -12% pre tax ROCE

• Internal M&A teams
• Internal audit review of post acquisition integration/performance
• Benchmark against return of capital - £450m returned since ‘05

– Performance culture – “deliver what you say”
– Transparency – 8% post tax ROCE acquisition “rule”
– Decisive management action particularly on costs

Result is higher quality assets & people – more 
predictable growth

100

16.3p

23.9p

0

10

20

30

40

7.0p

9.0p

12.0p

0

2

4

6

8

10

12

14

16

18

DPS growth:  114%

Note: 2002 & 2003 UK GAAP, 2004 & 2005 IFRS
Fully diluted eps in ’05 36.7p 

2002 2003 2004 2005 2002 2003 2004 2005

15.0p

40.9p

32.7p

EPS growth:          150%

Strong Financial Performance Reflects 
Successful Execution of Strategy
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External Growth
Acquisitions & Disposals (2006 & 2005)

Online Events Print Data News distribution

Acquisitions in 2006 £m Disposals in 2006 £m
MediaLive                              36 Property 16
Shorecliff 7 Printing/Packaging 2
National Venue Show 2 IEM/Trader 9
MeXi Solutions 1 Trade-It 4
Thames Gateway 3 The Knowledge/Benns 2
Commonwealth 83 US Entertainment titles 25
US Newswire 11 Backbeat Books 2
Other 12
TOTAL 155 TOTAL 59

Acquisitions in 2005 £m Disposals in 2005 £m
France Medical Press                                                24 NOP 383
The Publican                                                               21 Five 248
Light Reading                                                             15 E&M/Auto Exchange 50
Informex                                                                    12 SDN 31
ABI 12 SIS 23
Black Hat 7
TechOnline                                                                   4
Other 10
TOTAL 105 TOTAL 735

Non Core
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Buying: Creating Shareholder Value

*The results of 2005 acquisitions have been included on a proforma basis to reflect full year impact

Invested 
£m

2006 (ytd) 155.0 n/a

105.7

189.7

2005* 104.9 12.1 

2003

2004

Aggregate 
Pre Tax Return

%

13.0 

10.9  

The following table shows cash spent on acquisitions since 2003 and 
the returns on this capital
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Greater understanding of where we are 
going and how to get there

Strategic build/buy/sell decisions
– Growing importance of web 2.0
– Globalising of our strong exhibition brands
– Identifying global growth verticals
– Growing importance of workflow

Recruiting and retaining talent
– Now happening
– Performance culture
– No slow “no’s”

Audience and customer receiving greater focus
– Sales and marketing being strengthened 
– Closer involvement with customers
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We believe our strength in the Web 2.0 
world will drive growth/deliver 
shareholder value

CMP $130m of events and online acquisitions in 
’05 and ’06 – achieve double digit ROI in ‘06

– MediaLive Events ’06 Acquisitions - $65m 

• 20 IT and telecoms related events - US, Japan, Europe

– Light Reading and TechOnline ’05 acquisitions 
- around $40m

• www.lightreading.com worlds largest online 
telecommunication publication

• www.darkreading.com
• www.heavyreading.com

– Shorecliff (RFID) and Black Hat (security) -
around $25m
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Building: Globalising our outstanding 
exhibitions will drive further growth

H1 ‘06 H1 ‘05 Underlying

£’m £’m Increase

Group Exhibition Revenue 120.3 74.5 11%

Key events Sqr Mtrs
‘000

Locations Division

CPhI 90 International CMPi

FIE 50 International CMPi

Furniture/KBB 180 UK CMPi

Ifsec 35 UK CMPi

Interop (Las Vegas) 24 International Tech

Game Developer Conference Conference International Tech

Embedded Systems Conference US Tech

Jewellery (Hong Kong) 85 Asia Asia

Psychiatry Congress Conference US Medica
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• Building an on-going community of games industry professionals 
worldwide

• Game Developer Magazine
– monthly magazine for 34,000+ professional game developers

• Gamasutra - online games developer community
– over 325,000 registered members
– 2 million monthly page views
– Winner of 2006 Webby award 
– www.gamasutra.com

• Game Developers Conference
– March 2006 in San Jose, more than 12,000 attendees
– 210+ sponsors (AMD, Intel, Microsoft, Motorola, Nintendo, Nokia, Sony, Sun)
– Conference brand extensions - Serious Game Summit, Hollywood & Games Summit

Building Multi Channel Global Verticals –
Games, Food Ingredients, Jewellery, 
CPhI, Built Environment, and many others
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There is further upside as there remains
much to do

• Deliver profitable digital growth

• Profit breakthrough in BRIC

• Globalising all relevant brands

• Balance Sheet remains underleveraged
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