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CHART 3: What was your organization’s overall profitability in 2012?

CHART 4: How profitable were each of these areas of your organization in 2012?

CHART 5: What were the fastest growing parts of your organization’s business in 2012?

refine our technology, as opposed 
to making any radical change or 
major one-off capital investment.”

A FeW exceptions to tHe Rule
There have been some exceptions 
to this rule. Several larger b-to-b 
media companies—Hanley Wood, 
Cygnus and UBM to name a 
few—have been overhauling their 
business models to focus on digital, 
events and data, and spending big 
money to make it happen. In early 
2012 Hanley Wood got a much-
needed injection of $35 million in 
operating capital in a debt reduc-
tion deal and Cygnus has invested 
$4 million in tech-related enhance-
ments over the last couple years.

UBM has been conducting wide-
spread strategic reviews of many 
of its business sectors. It’s already 
sold off the bulk of its data services 
business and has been divesting 
or shutting down many of its print 
holdings to focus on digital and 
events. The Tech Group was the lat-
est to undergo this scrutiny, which 
will result in the ceasing of all print 
operations by July. Its Channel 
Group is currently undergoing a 
similar review.

Hanley Wood, under the leader-
ship of CEO Peter Goldstone, has 
shuffled the deck at the executive 
level, hiring a team of leaders that 
will drive a digital transformation 
for the company. “We’ve moved 
to a much more ambitious digital 
portfolio model,” Goldstone told 
Folio: late last year. “We have 30 
media brands and our core hub 
brands are multichannel—print, 
digital and event. Big audiences 
that have high value for us will get 
the multichannel solution, but not 
all brands are created equal.”

And at Cygnus, the company 
has rebuilt its database and is using 
it to support an entirely new busi-
ness model supported by analytics 
that drive content production as 
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