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Highlights and strategic refocus 



Highlights 
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 A growing business with good momentum 
– Revenues and adjusted EBITDA +10% 

– Dividend +7% 

 Rapidly shifting revenue mix in favour of digital, paid-for content and events 
– Digital revenues now 35% of total revenues (26% in 2011) 

– Events 36% (30% in 2011) 

– Print 28% (43% in 2011) 

 Investment in digital, technology, audience and customer data 

 Management team focused on delivery and execution 

 Integration of Econsultancy accelerating 
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43% 38% 
28% 

26% 30% 
35% 

30% 31% 36% 

Revenue mix improving 
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Advertising 

Paid-
for 

content 

Events 

By type: By source: 

Digital 

Events 

Print 

49% 43% 
35% 

20% 
25% 

28% 

30% 31% 36% 

2011 2012 2013 2011 2012 2013 

Note: the balancing figure relates to “Other” revenue 
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Strategic refocus 
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 Refocus around four customer-facing markets:  
– Marketing, Professional, Financial and Consumer 

 Strengthens initiatives to build digital, paid-for content and events revenues 
around both established and acquired brands 
– Visible, recurring and high value 

 Accelerates focus on revenue and cost synergies 
– Group-wide collaboration and integration 

 Fully exploits value in recent acquisitions 

 Significant further opportunity to scale the business to drive margin growth 
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Financial Review 



Net debt to EBITDA 

1.5times 

Adjusted EBITDA 

10% £12.9m 
(2012: £11.7m) 

Financial highlights 
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Adjusted PBT  

£8.6m 
(2012: £8.0m) 

Dividend per share  

 7% 2.4p 
(2012: 2.25p) 

Deferred revenues  

£14.3m 
(2012: £11.3m) 

27% 

Adjusted EBITDA margin 

18% 
(2012: 18%) 
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Income statement - adjusted numbers 
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2013 
£m 

2012 
£m 

Reported 
% 

Underlying 
% 

Revenue  72.0  65.6 10% -3% 

Adjusted EBITDA  12.9  11.7 10% -2% 

EBITDA Margin  18%  18% 

Depreciation and amortisation  (2.9)  (2.8) 

Share-based payments  (0.2)  (0.3) 

Finance costs  (1.2)  (0.6) 

Adjusted profit before taxation  8.6  8.0 

Adjusted tax charge  (2.2) (2.2) 

Adjusted net profit  6.4  5.8 

Adjusted EPS (pence)  4.5         4.2 

Dividend per share (pence)  2.4  2.25 
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Income statement - reported numbers 
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2013 
£m 

2012 
£m 

Adjusted net profit  6.4 5.8 

Amortisation of acquired intangibles  (2.3)  (0.8) 

Net exceptional operating expenses (before impairment)  (3.2)  (4.5) 

Exceptional finance costs (1.3) -  

Impairment charge (39.2) - 

Tax effect of above adjustments  1.2 0.8 

(Loss)/profit for the period  (38.4) 1.3 
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Divisional summary   
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Revenue 2013 
£m 

2012 
£m 

Reported 
% 

Underlying 
% 

Marketing  23.8  15.0 59% -11% 

Professional  24.1  24.7 -2% 5% 

Financial  13.3  15.6 -15% -15% 

Consumer  10.8  10.3 5% 5% 

Total  72.0  65.6 10% -3% 

Adjusted EBITDA 

Marketing  3.6  2.9 24% -29% 

Professional  5.4  4.3 26% 31% 

Financial  2.2  3.0 -27% -27% 

Consumer  1.7  1.5 13% 13% 

Total  12.9  11.7 10% -2% 

EBITDA margin 18% 18% 
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Revenue mix    
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2013 
£m 

2012 
£m 

Reported 
% 

Underlying 
% 

Events  26.2  20.5 28% 7% 

Paid-for content  13.9  9.4 48% -5% 

Advertising  11.0  10.1 9% 3% 

Total digital  24.9  19.5 28% - 

Paid-for content  6.4  6.8 -6% -4% 

Advertising  14.0  18.3 -23% -17% 

Total print  20.4  25.1 -19% -14% 

Other   0.5  0.5 - - 

Total  72.0  65.6 10% -3% 
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Operating cash flow 
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2013 
£m 

2012 
£m 

Adjusted operating profit  9.8  8.6 

Depreciation and software amortisation  2.9  2.8 

Share based payments  0.2  0.3 

Adjusted EBITDA  12.9  11.7 

Movement in working capital  1.1  0.8 

Capital expenditure  (4.4)  (2.2) 

Operating cash flow  9.6  10.3 

Cash conversion 112% 120% 

Marketing | Professional | Financial | Consumer 



Net funds flow 
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2013 
£m 

2012 
£m 

Operating cash flow  9.6  10.3 

Cash impact of exceptional costs  (4.7)  (4.2) 

Taxation  (1.3)  - 

Interest and finance leases  (1.4)  (1.2) 

Free cash flow  2.2  4.9 

Acquisitions  (11.8)  (11.5) 

Disposals  0.2  0.5 

Dividends  (3.3)  (2.9) 

Share purchases  0.4  (0.2) 

Net cash flow  (12.3)  (9.2) 

Opening (net debt) / cash  (7.2)  2.0 

Closing net debt (19.5) (7.2) 
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Capital funding and earn-out commitments 
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 Revolving syndicated bank loan facility until 2016 

 Strong attention to cash management ensured net debt to EBITDA ratio 
target below two times has been maintained 

 Earn-out payments staggered over the next three financial years 

Earn-out profiles: 

Initial 
consideration 

£m 
Earn out basis 

Financial 
Year 

Payable 

Multiple for 
deferred 

Implied 
deferred 

£m 

Implied 
total £m 

Implied 
total 

multiple 

FEM 2.5 FY 2013 EBIT FY14 3.5x EBIT > £0.4m 3.2 5.7 4.3x 

IPL 1.8 FY 2014 PBT FY15 5.0x 2.5 4.3 8.6x 

VBR 2.5 FY 2015 EBIT FY16 2.5x 1.5 4.0 6.7x 

Econsultancy 12.0 CY 2015 EBITDA FY16 7.5x less £12m 10.5 22.5 7.5x 
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Operational Review 



Marketing 
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1% 16% 

39% 

44% 

Revenue by type 

Other Print Events Digital
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11% 

22% 

39% 

28% 

Revenue by source 

Recruitment Other Advertising Events Paid For Content



Marketing 
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 Progressive shift in revenue mix 
– Digital 44% (2012: 35%)  / Print 16% (2012: 33%) 

 Econsultancy grew revenues by 27% 
– Subscription business growing rapidly – invoiced subscription revenues + 22% 

– Festival of Marketing launches in October 2013 

– Overseas losses addressed 

 Profile growth accelerating 
– Invoiced subscription revenues + 32% 

– Celebrity Intelligence launches in October 2013 

 Revenue synergies across key markets 
– Econsultancy, Marketing Week, MWL  

 Established brands impacted by weakness in print and recruitment but now 
stable 
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Professional 
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12% 

21% 

35% 

31% 
1% 

Revenue by source 
Recruitment Advertising Other Advertising
Events Paid For Content

1% 
20% 

35% 

44% 

Revenue by type 

Other Print Events Digital
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Professional 
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 Robust performance from The Lawyer 
– Significant market and digital, paid-for content opportunity across Perfect 

Information, VB Research and The Lawyer  

 Recent acquisitions performing well 
– FEM revenues + 50% 

– VB Research revenues + 96% 

 Exhibitions portfolio revenues + 30% 
– New launch activity encouraging – The Meetings Show 

– Events opportunity across Engineering sector 

 Perfect Information performed in line with expectations 
– Filings Expert launches in September 2013 

– Asia presence recently established 
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Financial 
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2% 

46% 

24% 

28% 

Revenue by source 
Recruitment Advertising Other Advertising
Events Paid For Content

53% 
24% 

23% 

Revenue by type 

Other Print Events Digital
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Financial 
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 Platforum revenues grew by 38% with good momentum heading into 2014 
– Research proposition is strong 

 Revenue mix remains print and advertising dependent but paid-for 
content opportunities are significant 

 Financial portfolio print revenues impacted materially by RDR in 2013 
– Print advertising revenues fell by 33% 

 Stability across financial services markets 
– Forward bookings are encouraging +31% 
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Consumer 
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28% 

48% 

24% 

Revenue by source 
Recruitment Advertising Other Advertising
Events Paid For Content

44% 

48% 

8% 

Revenue by type 

Other Print Events Digital
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Consumer 
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 Home Improvement Show grew revenues by 15% 
– Space, yield and sponsorship trends all positive 

 Homebuilding events portfolio revenues and margin both stable 
– Regional growth opportunity 

 Print revenues flat with market share and margins improving 

 Digital revenues hit £1m 
– 19% increase VS 2012 with significant potential 

 Revenue synergies across events and print titles 

 Outlook across UK homebuilding market is encouraging 
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New product launches 

Marketing | Professional | Financial | Consumer 24 

http://www.themeetingsshow.com/default.aspx


Outlook 

 Strategy to build a high growth, high value, high margin business 
– Sharper focus on delivery and execution 
– Focus on margins and cash flow 

 Strong digital and events pipeline 
– Opportunities to scale digital expertise 

 Forward looking KPIs encouraging 
– Deferred revenues +27% 

 Positive start to the year 
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Appendices 



Appendix I - Balance sheet – 30 June 
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2013 
£m 

2012 
£m 

Goodwill and intangible assets  122.7  136.7 
Other non-current assets  3.5  3.1 
Total non-current assets  126.2  139.8 
Inventories  2.0  1.1 
Trade and other receivables  16.1  13.5 
Trade and other payables  (11.6)  (10.0) 
Deferred income  (14.3)  (11.3) 
Provisions  (0.2)  (0.3) 
Working capital  (8.0)  (7.0) 
Provisions  (12.8)  (1.2) 
Current and deferred taxation liability  (4.4)  (1.8) 
Finance lease  (0.3)  (0.5) 
Facility arrangement fee  0.4  0.5 
Net debt  (19.5)  (7.2) 
Net assets  81.6  122.6 
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Appendix II - Divisional revenue analysis 
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Marketing Professional Financial Consumer Total 

2013 
£m 

2012 
£m 

2013 
£m 

2012 
£m 

2013 
£m 

2012 
£m 

2013 
£m 

2012 
£m 

2013 
£m 

2012 
£m 

Events 9.4 4.9 8.4 7.2 3.2 3.4 5.2 5.0 26.2 20.5 

Digital: Paid-for 
content 6.0 1.7 6.9 6.6 0.9 1.0 0.1 0.1 13.9 9.4 

Digital: Advertising 4.5 3.5 3.6 3.7 2.1 2.2 0.8 0.7 11.0 10.1 

Total digital 10.5 5.2 10.5 10.3 3.0 3.2 0.9 0.8 24.9 19.5 

Print: Paid-for 
content 0.7 1.2 0.4 0.3 2.8 2.7 2.5 2.6 6.4 6.8 

Print: Advertising 3.2 3.7 4.3 6.4 4.3 6.3 2.2 1.9 14.0 18.3 

Total print 3.9 4.9 4.7 6.7 7.1 9.0 4.7 4.5 20.4 25.1 

Other   - - 0.5 0.5 - - - - 0.5 0.5 

Total 23.8 15.0 24.1 24.7 13.3 15.6 10.8 10.3 72.0 65.6 
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Appendix III - Deferred revenues at 30 June 
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2013 
£m 

2012 
£m 

Reported 
% 

Underlying 
% 

Print  1.2  1.2 - -11% 

Digital  6.4  5.4 19% -9% 

Events  6.6  4.6 43% 20% 

Other  0.1     0.1 - - 

Total  14.3  11.3 27% -7% 
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Appendix IV - Taxation 
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(Loss)/profit 
before tax 

£m 

Current Tax 
(credit)/expense 

£m 

Deferred Tax 
(credit)/expense  

£m 

Total Tax 
(credit)/expense 

£m 

Statutory results  (37.4) 1.7  (0.7) 1.0 

Effective tax rate (2.7)% 

Adjusted for:  

Exceptional operating costs  42.4 0.9   

Exceptional finance costs  1.3 -   

Amortisation of acquired intangibles  2.3 0.3   

Adjusted results  8.6 2.9  (0.7) 2.2 

Adjusted effective tax rate 25.6% 
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Appendix V - Underlying Revenue 
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2013 
£m 

2012 
£m 

Variance   
£m 

Growth 
% 

Reported Revenue: 

Marketing 23.8 15.0 8.8 59% 

Professional 24.1 24.7 -0.6 -2% 

Financial 13.3 15.6 -2.3 -15% 

Consumer 10.8 10.3 0.5 5% 

Total Reported Revenue 72.0 65.6 6.4 10% 

Marketing 12.9 2.7 10.2 377% 

Professional  0.7 2.5 -1.8 -72% 

Total Underlying Adjustments 13.6 5.2 8.4 162% 

Underlying: 

Marketing 10.9 12.3 -1.4 -11% 

Professional 23.4 22.2 1.2 5% 

Financial 13.3 15.6 -2.3 -15% 

Consumer 10.8 10.3 0.5 5% 

Total Underlying Revenue 58.4 60.4 -2.0 -3% 



Appendix V - Underlying Revenue (continued) 
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2013 
£m 

2012 
£m 

Variance   
£m 

Growth 
% 

Marketing: 

Econsultancy 9.3 1.2 8.1 675% 

Profile Group 3.6 1.1 2.5 227% 

Discontinued / 1-2-1 Summits - 0.4 -0.4 -100% 

Total Marketing Adjustment 12.9 2.7 10.2 377% 

Professional: 

VBR 0.6 0.3 0.3 100% 

Discontinued 0.1 2.0 -1.9 -95% 

MWP - 0.2 -0.2 -100% 

Total Professional Adjustment 0.7 2.5 -1.8 -72% 
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