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UBM is a global events-led marketing services company, with 

5,000 staff serving 70 communities in more than 20 countries
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£6bn ....total annual market revenue

A very brief snapshot of the UK b2b market

Business Information B2B Magazines Professional Books Trade shows

£3232m £1476m £498m £781m

How it breaks down....

...and there are still nearly 4400 b2b magazines. Somehow.



Security managers organise themselves,  

thanks to those helpful                    folk



Ahhh...those were the days

UBM had 155 magazines in 2007...and now?



Err, not the kind of ‘peer-to-peer 

engagement’ we quite had in mind...



Video and radio shows rock
Live broadcasts have been effective in attracting attendees and stimulating discussion 

• Live video broadcasts on Enterprise 

Efficiency have generated an average of 500 

registrants per show and an  average of 540 

messages.

• Live video broadcasts on The SMB Authority 

site averaged over 300 qualified registrants 

per show.

• These video broadcasts also generate high 

attendee rates with an average of 52% of 

registrants taking part.



...as do ‘universities’

•High response – 1700 professionals on average 

register for an Internet Evolution 7DEE programme

•High participation – 1300 on average attend live and 

archived lectures

•High engagement – typically 800-1300 comments on •High engagement – typically 800-1300 comments on 

a live chat stream per lecture



Engineers - but possibly only engineers -

love this kind of thing

Bad office

Mad office



Really? Propeller beanie hats? 

Hard to believe, but this worked too



Apart from the kit, editorial operations 

hardly changed in 100 years – until now

1900s ‘news factory’

2000s ‘news factory’  

but with ceiling tiles



What’s in it for our customers – and us?
Partners can build relationships with the community by posting their own content

• Customers can advertise,

sponsor categories, or buy  

integrated marketing 

campaigns

• Customers can connect • Customers can connect 

with the community by 

posting white

papers, case studies,

and research papers

… with options to 

add a social feed,

videos and blogs 

from their leaders 



Engaging stories persuade people to 

sign up and attend events

This.... drove 25 000 hits a 

month to the 

registration page of...

....this



Next: how we learn the personal content needs 

of our audiences – from their own behaviour 

The kinds of 

content they like....

And the kind of 

shows they like....



Audiences’ preferences are starting to 

change editing processes

The Toyota story really went places – like their cars



Early days... but content-affinity marketing 

is starting to improve ROI on events

Result: open rates for content-affinity 

emails were 27% higher than before



In a nutshell, content matters because…

Hot stories get discovered

Get shared                    & get engagement Get shared                    & get engagement 

Then change behaviour

Peut-etre….?


