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well as new sales, lead-generation 
and ROI programs for marketers.

In the meantime, the majority of 
the b-to-b market can be described 
as retaining a more traditional prod-
uct and revenue mix.

The Revenue  
Breakdown
Print advertising revenue, still the 
breadwinner for this year’s survey 
respondents, has held steady in its 
overall share. Depending on wheth-

er a media company makes more 
or less than $5 million in annual 
revenue, print’s share has accounted 
for about half of the top line for at 
lest the last four years.

In our 2009 survey, publishers 
making less than $5 million in an-
nual revenue reported print contrib-
uted 54 percent of revenue. In this 
year’s survey that same publisher 
category reports 55 percent of rev-
enues were from print in 2012. That 
is expected to decrease only slightly 
in 2013, to 53 percent.

Larger publishers making more 
than $5 million reported print rev-
enues at 53 percent in 2009 and 48 
percent in 2012.

The same can be said for 
e-media revenue share. Smaller 
publishers, according to this year’s 
survey, bumped up slightly with 
digital revenues accounting for 15 
percent of revenue, up 2 percent 
from 2012’s survey. Larger publish-
ers reported digital revenues at 20 
percent, up three percent from last 
year.

In 2013, smaller and larger 
publishers expect a slight increase 
in digital revenues of about two 
percent each.

The event category has been 
a perennial surprise, with b-to-b 
executives reporting a small per-
centage of revenue in our annual 
survey. Publishers making less than 
$5 million say that events accounted 
for 7 percent of revenues in 2012, 
while larger publishers say trade-
shows made 17 percent of revenues. 
Both results are similar to last year’s 
survey. And publishers expect 
events to hold the line in revenue 
for 2013 as well.

Marketing services, one of the 
hotter sectors in b-to-b media and 
one that has been almost solely 
responsible for driving a significant 
share of M&A activity over the 
last couple years, is an updated 
category this year. Prior surveys 
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CHART 6: Compared with 2011, about how much did your organization’s
operating expenses increase in each of these areas in 2012?

CHART 7: How much staff did your organization add in each of the following 
areas in 2012?
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