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Executive Summary 

For the business press market, the biggest shock in 2006 came at the end of the year 
when, in December, it was announced that one of the world’s largest media companies 
was to sell its European business media arm to one of the world’s largest venture-capital 
companies. The Dutch-owned VNU announced that it would sell its Business Media 
Europe (BME) operations in the UK, the Netherlands, Spain, Italy, Germany and 
Belgium, although it would retain VNU Business Media USA and its joint venture with 
Jaarbeurs, VNU Exhibitions Europe BV. This announcement was followed in early 
January 2007 with another stating that the company was changing its name to The 
Nielsen Company. Nielsen is a global information and media company specialising in 
marketing and media information. This development signifies a major shift from one of 
the most established business magazine publishers away from print towards the 
provision of business information. 

However, this does not signify the end of printed business and professional magazines: 
indeed, 2006 saw a small increase in the number of titles published. What it does signify 
is the need for publishers to expand their product portfolios to compensate for the ever-
declining advertising revenues that magazines, along with other traditional media, 
continue to experience.   

Print media also has to constantly battle against rising distribution costs.  
The introduction of Pricing in Proportion by Royal Mail in 2006 forced many publishers to 
redesign and relaunch titles which, in their previous A3 formats, would simply have cost 
too much in postage charges to keep them viable.  The industry is unhappy that it should 
be held to ransom in this way and it is likely that, unless a viable alternative carrier 
emerges, postage costs will be a significant factor in the erosion of the print sector as 
more resources are ploughed into electronic and digital developments. 

The importance of digital editions was recognised by the main UK audit authority, the 
Audit Bureau of Circulations (ABC), which, in 2006, changed its rulings to allow 
publishers of business-to-business (B2B) magazines to include the circulation figures of 
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their digital editions in their overall top-line circulation figures. The effects of this will 
become apparent during 2007, when the first certificates showing these circulations 
become available. 

The business press market continues to be dominated by the established major 
publishers and the recent strong economy has allowed greater investment in new 
developments and strategic acquisitions. There are strong indications that the next 3 
years will see an accelerated move into the provision of specific business intelligence 
products for the markets served by the leading business press publishers. In addition, it 
is likely that there will be many more acquisitions of smaller companies which have 
developed niche business information products that will enhance the major players’ own 
service offerings. 
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