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Adjusted profit before tax*

£237m

Revenue

£1,990m

Adjusted operating profit*

£286m

‘10t
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Dividend per share

17.0p

Statutory profit before tax

£125m

Adjusted earnings per share

47.0p

‘11 ‘11

BUSINESS HIGHLIGHTS

% OF DIGITAL REVENUE

TOTAL NUMBER OF EMPLOYEES

PROFIT SPLIT BY B2B AND B2C

COUNTRIES

rr‘ﬁ@ FIND OUT MORE ABOUT OUR ‘REAL-TIME’ INFORMATION
iSTH Visit dmgt.com to see what is happening across our business and the marketplaces in which we
. :g operate. Scan the QR code fo the left to see how we are empowering people through information.

Consolidated Income Statement on
page 80 andreconciliationin Note 13 to
the Accounts.

T Restated for the change of presentation
of amortisation of internally generated
and acquired software as a charge
against adjusted profits.

* Before exceptional items, impairment
and amortisation of infangible assets
arising on business contributions; see

DMGI.COM

DMGT's corporate welbsite
features an interactive data
dashboard which displays a
selection of real-fime information
from around the Group.

Businesses

dmgt.com/businesses
NN

dmg::iinformation
dmg::ievents
Euromoney

A&N Media

Corporate responsibility

dmgt.com/corporate-responsibility
Community

Environment

Carbon footprint

Employees

Audience

Financial markets

Investor relations

dmgt.com/investor-relations
Reports and presentations
Financial announcements
Financial calendar

Analyst consensus
Shareholder services
Five-year financial summary
Fixed income investors
Contacts for investors

Media centre

dmgt.com/media-centre
News releases
Download centre

Corporate brochure

Take a look at our corporate
brochure for a snapshot of our
core strategic messaging and
key success stories from around
our business.



http://www.dmgt.com
http://www.dmgt.com
http://www.dmgt.com/businesses
http://www.dmgt.com/businesses
http://www.dmgt.com/businesses/rms
http://www.dmgt.com/businesses/dmg-information
http://www.dmgt.com/businesses/dmg-events
http://www.dmgt.com/businesses/euromoney
http://www.dmgt.com/businesses/an-media
http://www.dmgt.com/corporate-responsibility
http://www.dmgt.com/corporate-responsibility
http://www.dmgt.com/corporate-responsibility/community
http://www.dmgt.com/corporate-responsibility/environment
http://www.dmgt.com/corporate-responsibility/carbon-footprint
http://www.dmgt.com/corporate-responsibility/employees
http://www.dmgt.com/corporate-responsibility/audience
http://www.dmgt.com/corporate-responsibility/financial-markets
http://www.dmgt.com/investor-relations
http://www.dmgt.com/investor-relations
http://www.dmgt.com/reports-and-presentations
http://http://www.dmgt.com/investor-relations/financial-announcements
http://www.dmgt.com/investor-relations/financial-calendar
http://www.dmgt.com/investor-relations/analyst-consensus
http://www.dmgt.com/shareholder-services
http://www.dmgt.com/investor-relations/five-year-financial-summary
http://www.dmgt.com/fixed-income-investors
http://www.dmgt.com/investor-relations/contacts-for-investors
http://www.dmgt.com/media-centre
http://www.dmgt.com/media-centre
http://www.dmgt.com/news-releases
http://www.dmgt.com/download-centre

A P8 e » B =

INTRODUCTION

AT A GLANCE

CHAIRMAN’S STATEMENT
BUSINESS REVIEW
CORPORATE RESPONSIBILITY
DIRECTORS’ REPORT
CORPORATE GOVERNANCE
REMUNERATION REPORT
FINANCIAL STATEMENTS
SHAREHOLDER INFORMATION

DMGT IS AN INTERNATIONAL MEDIA AND INFORMATION GROUP
BRINGING TOGETHER COMPANIES IN THE BUSINESS-TO-BUSINESS
AND CONSUMER SECTORS.

WE EMPOWER PEOPLE THROUGH INFORMATION. WE PROVIDE
TOPICAL, RELEVANT CONTENT ON MULTIPLE PLATFORMS FOR
A WIDE RANGE OF AUDIENCES. WE DEVELOP PROFESSIONAL
AND SOCIAL NETWORKS AND COMMUNITIES.

EACH OF OUR COMPANIES IS DIFFERENT. MANY ARE MARKET
LEADERS. WE REGARD DIVERSITY AS A SOURCE OF STRENGTH
AND PROMOTE AUTONOMY AND ENTREPRENEURIALISM WITHIN
OUR BUSINESSES.

IN 2011 WE EXTENDED OUR GEOGRAPHIC FOOTPRINT, MOVED
FURTHER INTO THE DIGITAL SPACE AND STRENGTHENED OUR
BALANCE SHEET. DMGT IS EMERGING AS A LEANER, STRONGER,
MORE FOCUSED GROUP.

The essential read

OVERVIEW OF THE BUSINESS

pe2-3

The breadth of DMGT's
businesses makes for a

highly resilient organisation.
We focus on safeguarding
performance and generating
long-tferm growth.

REPORT SUMMARY

pot-5

- How ourbusiness works OUR BUSINESS DIVISIONS
_ Our strategic pillars
_ Qur vision and values pg6_7
_ Market overview
_ RMS
_ dmg:iinformation
_ dmg:events
GROWTH Lo/ _ Euromoney Institutional
Investor
_ A&N Media
OVERVIEW OF THE YEAR

pe8-9

The Group launched new
products, invested in talent
and improved the quality
of its portfolio.
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DMGT is an international Group quoted

on the London Stock Exchange. It brings

together a portfolio of businesses operating

in traditional media, information and

digital markets. DMGT companies

provide essential news and knowledge

resources to professional and consumer

audiences around the globe.

The Group's heritage is in news
and the printed word — through
the Daily Mail, The Mail on
Sunday, local and regional
newspapers. But there’s much
more to our story.

It's more than 20 years since we
took the decision to diversify
the business and reduce our
reliance on UK advertising
markets. It was a pivotal
moment.

DMGT in 2011 has over 12,000
employees. It controls a
growing portfolio of profitable
digital businesses. B2B
operations account for nearly
50% of total revenue. Profitability
has increased five-fold, with
more than 50% of profits now
earned in North America.

We are expanding our
capabilities, extending our
geographic footprint and
strengthening our balance
sheet.

A CONTENT-LED GROUP
We've built and acquired many
different kinds of companies to
develop the Group, but there

is always one common thread.
Each depends for its prosperity
on connecting people with
valuable, content-rich
information.

With our roots in news, we
understand what makes
great confent. We invest in
companies that generate
high-quality, hard-fo replicate
content and distribute it to
people and businesses when
they need i, in the way that
they want it.

Customers want real-fime,
relevant information wherever
they happen to be. We're
developing apps, building
platforms and improving the
mobile user experience.

Our customers are also
co-creators. They contribute
reviews and feedback. They
form online communities. In the
professional sphere, they want
to debate industry issues and
analyse real-fime data.

We're engaging with
communities in various ways.
We are building audiences

on multiple platforms by
acting as a trusted partner. We
stage global conferences and
exhibitions. We manage social
and professional online
networks. And we deliver
compelling content.

DISTRIBUTED DECISION-
MAKING

We don't micro-manage. We
devolve operating decisions
as much as possible. Strong
financial management

skills and systems at Group
level allow us to monitor
performance and underlying
risk. This, allied to a tfransparent
reporting culture, provides
effective control and gives
us the confidence to let our
businesses follow their own
paths to growth.

Our hands-off management
style appeals to talented
entrepreneurs. We focus on
giving them the right kind

of backing, motivating them
and rewarding initiative.

OUR STRUCTURE

DMGT is publicly listed on

the London Stock Exchange.
The founding family retains a
significant interest and, in the
person of our Chairman,
executive control.

Our overriding aim is to
maximise performance for all
shareholders. Our family control
status makes that easier to
achieve. Public listing adds
rigour — it imposes market
disciplines and promotes best
practice. Committed, family
ownership adds flexibility and
greater scope to generate
long-term value.

ACTING RESPONSIBLY

As a Group we've always been
committed to sustainable,
long-term performance.

Managing our businesses and
brands responsibly, valuing our
own people and respecting
the communities we serve are
essential for our own continued
success. From this common
starting point each of our
business units develops
corporate responsibility policies
to suit its distinctive conditions.

BUILDING ON SUCCESS
We take a portfolio approach
to management. We invest
for the long ferm in businesses
that meet our financial and
strategic criteria. Equally,
where existing holdings no
longer meet our strategic
and financial requirements,
we will divest.

Ours is a growth agenda. We
are consistently looking fo build
on and extend our market-
leading positions. We are
generatfing shareholder value
and strengthening our balance
sheet by progressively
enhancing the quality

of our assets.

DMGT continues to evolve.

It is developing into a global
growth company with
sustainable earnings, a
consistently growing dividend
and an increasing exposure
to high-growth markets.

OUR HERITAGE

L

1896

DAILY MAIL FOUNDED

Brothers Alfred and Harold
Harmsworth edit, produce and
oversee the launch of the
Daily Mail.

1902

RECORD CIRCULATION

Daily Mail becomes the first
newspaper with a circulation
of over a million.

J“I 1’ =

DMGT FOUNDED
DMGT is established to
manage the family’s
newspaper interests.

1929

ESMOND HARMSWORTH
APPOINTED DMGT CHAIRMAN

1932

LONDON STOCK EXCHANGE
FLOTATION

DMGT is listed on the London
Stock Exchange.

T\
1969

EUROMONEY FOUNDED
Euromoney Magazine is
launched as a business-to-
business magazine focused
primarily on the international
finance sector.

2 DAILY MAIL AND GENERAL TRUST PLC ANNUAL REPORT 2011
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|

1978

THE THIRD VISCOUNT
ROTHERMERE APPOINTED
DMGT CHAIRMAN

DMGT

DMGT, a multi-media
company, has been
empowering people
through information for over
a century. Its diverse
portfolio of market-leading
companies operates
through five key business
units. The Group delivers
high-quality content,
information, analytics and
events 24 hours a day, 365
days a year.

1988

DMG EVENTS ESTABLISHED
dmg::eventsis formed (under a
different name) to manage
and develop a portfolio of
events assets.

DMG INFORMATION FOUNDED
dmg:information is formed
(under a different name) to
manage and develop a
portfolio of business-to-
business information
companies.

MANAGEMENT TEAM

Lord Rothermere
Chairman

Martin Morgan
Chief Executive

Stephen Daintith
Finance Director

1998

THE FOURTH VISCOUNT
ROTHERMERE APPOINTED
DMGT CHAIRMAN

1998

RMS JOINS DMGT

DMGT acquires Risk
Management Solutions, a
fast-growing business in the
emerging catastrophe risk
modelling sector.

EUROMONEY ACQUIRES
METAL BULLETIN

Euromoney acquires Metal
Bulletin, the industry-leading
intelligence service for metals
and steel professionals.

[RIM[S

The world's leading
producer of models,
services, expertise and
data solutions for the
quantification and
management of
catastrophe risk.

dmg:: information

A global, market-leading
provider of business-fo-
business (B2B) information
in sectors including
property, finance,
energy, environmental
and education.

dmg:: events

A leading supplier of
face-to-face business
information, staging
global events for the
energy, tfechnology,
construction and interiors
industries.

Euromoney Institutional
Investor PLC

A business-to-business
media group focusing
mainly on international
finance, metals and
commodities. It publishes
frade publications,

data and research, both
online and in print. If runs
conferences, seminars
and fraining courses.

ANMEDIA

An international publisher
with an unrivalled print
and digital portfolio,
comprising Associated
Newspapers, Northcliffe
Media, digital only
businesses and A&N
Intfernational Media.

Pg 24

MANAGEMENT TEAM

Martin Morgan
Chairman

Hemant Shah
President & Chief Executive

Pg 26

MANAGEMENT TEAM

David Dutton
Chairman

Suresh Kavan
Chief Executive

Pg 28

MANAGEMENT TEAM

Suresh Kavan
Chairman & Chief Executive

Galen Poss
Chief Operating Officer

Pg 29

MANAGEMENT TEAM

Padraic Fallon
Chairman

Richard Ensor
Managing Director

Pg 31

MANAGEMENT TEAM

Lord Rothermere
Chairman,
Associated Newspapers

Paul Dacre
Editor in Chief,
Associated Newspapers

Kevin Beatty
Chief Executive, A&N Media

Steve Auckland
Managing Director,
Northcliffe Media

DAILY MAIL AND GENERAL TRUSTPLC ANNUAL REPORT 2011 3
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DMGT 1s a long-term owner of a diverse

range of high-quality media and

information assets in both the business-

to-business (B2B) and consumer sectors.

We build sustainable and growing

revenue streams by providing useful

content, information, analytics and

events 24 hours a day, 365 days a year.

OUR STRATEGIC AMBITION —TO BECOME A GLOBAL
GROWTH COMPANY

WE HAVE THREE STRATEGIC PRIORITIES

. GROWING OUR BUSINESS-TO-BUSINESS
COMPANIES
SUPPORTING OUR NEWSPAPERS AND INVESTING
* IN DIGITAL CONSUMER MEDIA

DIVERSIFYING INTERNATIONALLY INTO HIGH
* GROWTH MARKETS

HOW WE ENABLE OUR STRATEGY

WE FOCUS ON GROWTH. WE FAVOUR INNOVATIVE
SOLUTIONS. WE MAKE CERTAIN THAT EVERY BUSINESS
IN OUR PORTFOLIO IS OPERATING EFFICIENTLY. WE
SUPPORT AND PROMOTE TALENT.

DMGT's core objective is
confinually to improve the
quality of its portfolio of assets,
thus enhancing its overall share
rating. We are progressively
transforming DMGT into a
global growth company.

We have identified three
strategic priorities in pursuit of
this objective. Firstly, we are
growing our B2B businesses.
Secondly, in consumer sectors
we support our newspapers
and invest in digital media.
Thirdly, we are diversifying
infernationally into high-growth
markets.

Four strategic pillars inform our
approach: growth, innovation,
efficiency and talent.

Our businesses are managed
to achieve sustainable growth.
We invest in growth potential
and focus on high-growth
sectors.

Innovation is a key discipline.
We invest in product
development and new
tfechnology. We promote agility
and resilience by encouraging
a problem-solving, can-do
culture across the Group.

The Group allocates capital
efficiently according to clear
investment criteria. We subject
all of our assets and potential
investments to regular, rigorous
analysis. We maintain strong
financial discipline.

We back talent. Our
decentralised management
style encourages initiative. We
reward success with
performance-related incentives.

OUR VISION & VALUES

We are building a global
growth company to deliver
sustainable earnings and
dividend growth over the long
term. Our distinctive values
help us to pursue growth, while
remaining agile and keeping a
firm grip on performance.

Long-term view

DMGT is a permanent capital
company. We invest in
companies and business
models that will generate
value through sustained
growth over the long term.

Empowering people

We're here to help people get
things done. Within the Group,
we back talent. In our markets,
we equip our customers with
relevant, topical information.

Customer focused

We take our cue from our
customers. Our decentralised
structure ensures that the
people making the big
decisions are close to their
markets.

Integrity and quality of content
High-quality content makes
our companies distinctive. We
aim to deliver relevant, reliable
and topical information that’s
hard to find elsewhere.

Creative, adaptable and
innovative

We've built a successful
infernational Group by
challenging the status quo.
We rely on insight and agility
and see change as an
opportunity.

4
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OUR WORLD

Across the globe our distinctive international businesses
are addressing a broad range of client concerns with
compelling, high-quality content.
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RMS UK EUROPE NORTH AMERICA

MailOnline averages 4.5 million  Landmark Information Genscape's refinery monitoring
@ cmg:information unique daily browsers and Group's most recent service on the eastern
79 million monthly browsers. acquisition OnGeo, seaboard complements its
. dmg::events With over a million more daily Germany's leading provider existing range of real-time
browsers than its nearest rival, of residential property energy production surveillance
Euromoney it is both the UK's most popular  information, had year-on- technologies. Disruptions in
. newspaper website and its year revenue growth for the gasoline production can have a
‘ A&N Media fastest growing. 12 months to Sept 2011 of 72%. major impact on future pricing.
Its clients get early warning.

ASIA MIDDLE EAST AUSTRALIA

Euromoney Institutional Investor  Following an award-winning Hobsons is working in

has direct access to more conference in Jeddah, partnership with leading

than 1.6 million contacts across  dmg::events has launched a Australian universities to recruit
the region, with both existing series of shows in the relatively the best students to their
customers and new prospects. untapped Saudi market. academic programmes.

This substantial tailor-made

audience provides an ongoing

marketing resource for it to

grow revenues.

DAILY MAIL AND GENERAL TRUSTPLC ANNUAL REPORT 2011
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DIVISIONAL ACTIVITIES PRINCIPAL BRANDS AND PRODUCTS

RIv[s |

7575 Gateway Boulevard
Newark
CA 94560, US

Tel 001 510 505 2500

www.dmgt.com/businesses/rms

dmg:: information WgLandmark’

Information Group

3 Stamford Landing

Suite 400, 46 Southfield Ave . LEWTAN"

Stamford, Connecticut
CT 06902, US

Tel 001 203 973 2940

www.dmgt.com/businesses/
dmg-information

dmg:: events & GLOBAL 3

o E 5 == PETROLEUM 0
Stiww  ad'tech

3 Stamford Landing X n

Suite 400, 46 Southfield Ave NEvanta

Stamford, Connecticut

CT 06902, US

Tel 001 203 973 2940 Gastech

www.dmgt.com/businesses/
dmg-events

Euromoney Institutional
Investor PLC

ETHIINTA] pstimonat - MetalBulletin

Nestor House - N f Ned Davis
BCA IS| EMERGING MARKETS @

Playhouse Yord_ Emaka L R e Research

England

Tel 0044 207779 8888
www.dmgt.com/businesses/
euromoney

ANMEDIA DailyaisMail  WailOnine

Finda o .
Propertycom northcliffemedia

Northcliffe House
2 Derry Street
London W8 5TT
England

Tel 0044 20 7938 6000

www.dmgt.com/businesses/
an-media

o[ /! [/ [/ |
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OVERVIEW

RMS is the world's leading provider of products, services and expertise for the
quantification and management of catastrophe risk. For 20 years RMS has
applied models, analytics, data and multi-disciplinary knowledge to the
management of insurance risk associated with perils such as earthquakes,
hurricanes, windstorms and terrorist attacks. Hundreds of leading insurers,
reinsurers, frading companies, and other financial institutions rely on RMS
models and analytics fo make better risk management decisions.

Headquartered in Newark, California, RMS serves the global financial markets
from offices in the US, UK, Bermuda, Switzerland, India, Japan and China.

dmg::iinformation is the Group's business information division, providing
business-to-business information to the property, financial, energy, and
educational recruitment markets.

Headquartered in Connecticut, USA, dmg:information derives the majority of

revenues from businesses located in the US with the UK and Australia representing

the other significant geographic markets.

dmg::events is the Group's business-to-business exhibition and conferences

division, operating 27 exhibitions and two conference businesses with events held

in 11 countries.

dmg::events’ activities extend across 11 countries including the US, UK, Canada
and the United Arab Emirates.

Euromoney Institutional Investor PLC is listed on the London Stock Exchange and
is a member of the FTSE 250 share index. It is a leading international business-to-
business media group focused primarily on the international finance, metals and
commodities sectors. It publishes more than 70 titles in both print and on-line
format including Euromoney, Institutional Investor and Metal Bulletin, and is a
leading provider of electronic research and data under the BCA Research, Ned
Davis Research and ISI Emerging Markets brands. It also runs an extensive
portfolio of conferences, seminars and training courses for financial markets. The
Group's main offices are located in London, New York, Montreal and Hong Kong
and more than a third of its revenues are derived from emerging markets.

Associated Newspapers is the Group's national newspaper division which

is also responsible for running the Group's newspaper companion digital sites;
jobs, property, travel and motors digital businesses; and international
operations in Central Europe. Through Harmsworth Printing it provides
printing services to A&N Media.

Through its digital businesses A&N Media reaches an estimated 42% of all UK
internet users.

Northcliffe Media is one of the largest local media organisations in the UK,
operating from 17 publishing centres operating in the North East, Midlands, South
West and South East English regions and in parts of South Wales. Northcliffe
publishes 90 publications in the UK, including 13 paid-for daily fitles, two free daily
titles, 25 paid-for weeklies, 2 weekly classified titles, 18 monthly magazines and 29
free weekly newspapers (including hybrids). Northcliffe's network of local Thisis
websites attracted 5.0 million unique users with 49 million page impressions in
September 2011. Its Local People sites attracted 625,000 unique users with 2.8
million page impressions in September 2011.

FINANCIAL
HIGHLIGHTS

930

Employees

£159m

Revenue

£47m

Operating profit

1,517

Employees

£238m

Revenue

£47m

Operating profit

369

Employees

£132m

Revenue

£39m

Operating profit

2,266

Employees

£363m

Revenue

£93m

Operating profit

6,873

Employees

4,342 (Associated)
2,531 (Northcliffe)

£1098m

Revenue

£93m

Operating profit

PERCENTAGE
OF GROUP REVENUE

W
3%

12%

7%

18%
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EUROMONEY GROWTH DMG EVENTS APPOINTMENT QI revenue is

Ql Oct’10 — Dec’10

ADIPEC 2010

Abu Dhabi's biennial event
is the largest oil and gas
show outside North America.
Visitor numbers are up 63%.

Online registrations top 45,000.

Over 4,000 delegates
and 1,500 exhibitors from
91 countries attend.

QQ Jaw’'ll —Mar’ll

LEWTAN LAUNCHES NEW
ABSNET SITE

ABSNet is the leading
source for surveillance data,
analytics, software and
content for asset-backed
securities. New features on
the relaunched ABSNet
website reflect changed
market dynamics in the wake
of the 2008 credif crisis.

25TH GASTECH

The must-attend international
conference and exhibifion
for the LNG, LPG and natural
gas industries is held in
Amsterdam.

PRINTING AT THURROCK
A&N Media announces

a £50 million four year
investment to relocate South
London printing at a green-

llnsliu{lional
nvestor

Euromoney Institutional
Investor’s first quarter revenues
are up 20% at £86 million.
Growth rates mafch a strong
second half of 2010 for most
revenue categories. In the
subscriptions business growth
is accelerating.

METRO EXTENDS DISTRIBUTION

Daily distribution figures for the
daily free newspaper rise by 4%
to 1,385,000 in November 2010.

field site in Thurrock. The new
plant’s upgraded flexo printing
presses will print full-colour
128-page Daily Mails and
160-page Mail on Sundays.

RMS MODELS
LONGEVITY BOND
- -

N |

o I
RMS analytics underpin pricing
for the first ever longevity
bond. The security transfers
$50 million of longevity risk to
the capital markets. RMS’s
innovative process model
applies techniques used for
catastrophe risk. It explains the
methodology to Standard and
Poor’s to get the bond rated.

Galen Poss joins dmg::events
in the newly created role of
Chief Operating Officer.

COLLEGE CONFIDENTIAL APP

Hobsons launches a free
College Confidential mobile
app foriPhone and Android.
Registered users can access
discussion forums and college
search on the move. It attracts
over 50,000 downloads over
the next eight months.

NORTHCLIFFE MEDIA
APPOINTMENT

Steve Auckland, formerly MD
of Metro, becomes MD of
Northcliffe Media.

DMGT APPOINTMENT
Stephen Daintith joins DMGT
atf the beginning of January.
He becomes Finance Director
in March.

L497m, up
an underlying 5%
on QI 2010.

National advertising
grows despite bad
December weather.

Good growth from
B2B businesses.

Solid first-half
performance. Group
operating profit”

up 8%.

B2B profit” up 10%,
UK consumer media
profits” up 5%.

Group operating
margin” up to 15%.

* Before exceptional items,
impairment of goodwill and
infangible assets, and
amortisation of intangible assets
arising on business combinations.

T Underlying revenue is revenue
on a like-for-like basis, adjusted
for acquisitions, disposals and
closures made in the current
and prior year and at constant
exchange rates.
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QS Aprll — Fun’l1
MAIL REWARDS CLUB

Mail
CLUBOO

The Daily Mail and The

Mail on Sunday launch their
biggest-ever reader rewards
programme. Readers register
unique numbers for shopping
vouchers at Tesco, Boots,
John Lewis, WH Smith and
Argos, free meals from Pizza
Express, BP petrol and cinema
fickets. The scheme attracts
new readers and signs up
600,000 members.

Q_4 Ful’ll — Sep’l ]

THE MAIL ON SUNDAY IS TOP
SUNDAY PAPER

Following the demise of The
News of the World, The Mail
on Sunday quickly establishes
itself as the market leaderin
the Sundays sector.

RMS CHINA TYPHOON MODEL

o

The RMS China Typhoon Model
analyses typhoon-related
flood risk in mainland China
and Hong Kong. The new fool
complements the RMS China
Earthquake Model. Companies
can now quantify the risk of
both typhoon and earthquake
events in their region.

LANDMARK GREEN IT AWARDS

ﬂ

e\

The market leader in property-
related environmental risk
information and digital
mapping services hosts its

MAILONLINE IS UK'S MOST
POPULAR NEWS SITE

Find a Job| M&S Wine | Our Papers | Feedback | My Stories.

MailOnline

Britain wakes to
snowfall and flood
warnings as the

MailOnline's 1.7 million unique
UK daily visitors in September is
51% up on 2010. It equates to

a 37% share (Hitwise). Globally,
4.1 million unigque users visit
MailOnline daily in the same
month. It is the world’s second
most popular English language
news website.

EUROMONEY ACQUIRES
NED DAVIS RESEARCH

US-based Ned Davis Research
Group produces digital data,

second annual Green IT
Awards event at London
Z00. The awards showcase
organisations and
technologies improving
environmental performance
in the IT industry.

THISIS NETWORK RELAUNCH
Northcliffe Digital relaunches
the 26 regional Thisis websites
with comprehensive local
content, intuitive navigation
and more social features.

; Bristol

7 r
/| i' ¥ R e ]

financial models and
charts. Clients receive
commentaries and
independent intelligence
for their asset allocation
strategies.

SANBORN DISPOSAL
dmg:information sells
geospatial information
business Sanborn to its
management. A strategic
review had identified its
primary business as non-core.

RMSI DISPOSAL

RMS sells RMSI, its Indian
geographic information
services division. It retains
RMS India, with its centre of
excellence and data and
software support operations.

SALE OF GEORGE LITTLE
MANAGEMENT

GLM is a profitable niche
business, but non-core to
the dmg::events portfolio.
Following a strategic review
DMGT sells for a total
consideration of $173m.

Q3 revenue
£495m, up 2% on
Q3 2010.

Continued good
underlying growth
from our B2B
businesses.

Weaker national
advertising revenues,
reflecting the fragile
UK consumer
economy.

Strong underlying
growth from B2B
businesses.

Difficult consumer
conditions.

Continued focus
on operational
efficiency and
portfolio
management.

Further reduction
in net debt.
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Chairman

The Viscount Rothermere

This year more

than ever, my
father’s decision to
diversify DMGT has
proved to have been
a masterful move.

BUSINESS

I am pleased to report a solid
set of results, driven by a strong
performance from our
infernafional B2B companies.
These results were achieved
despite the impact on our UK
consumer businesses from
sharply higher newsprint prices
and a weaker advertising
environment.

We have continued to refine
our portfolio to optimise our
talent and financial resources.
In September we sold George
Litfle Management, as part

of our continuing drive to
improve returns and in July
we made our first significant
acquisition for several years,
backing Euromoney in its
purchase of an initial 85%
interest of Ned Davis Research
Group. DMGT is strong both
operationally and financially.
Our debt has fallen further
through strong operating cash
flow and disposals, leaving us
well placed to weather the
uncertainties of the current
Eurozone climate. We continue
to build value and to grow
revenues and profits.

CONTINUED GROWTH IN B2B
I again hail my father’s
decision to diversify the DMGT
portfolio. This year it has
proved a masterful move. The
percentage of operating profit
derived from B2B is now 74% of
the total (up from 67% last
year) and continues to
strengthen. A couple of
highlights: RMS confinues fo
lead their sector and this year
they launched their new North
America Hurricane and
Europe Windstorm models
that supply seamless coverage
across 15 countries.
dmg::ievents has expanded its
presence in Saudi Arabia.
Euromoney remains the
game-changer in their
industry: in August Singapore
Mercantile Exchange
launched the world’s first
globally tfradable iron ore
futures contract, based on
Euromoney’'s MBIO index.

Meanwhile, our newspaper
division remains resilient. In a
difficult twelve months, the
Daily Mail produced the
strongest circulation
performance of all national
daily newspapers despite
having increased its cover
price. The Mail on Sunday
became the largest-selling
national Sunday newspaper
following the closure of

The News of the World. A
revamped Metro is distributing

arecord number of copies,
producing record advertising
revenue and record profits.

MailOnline is now a global
name and is set, | believe,
to become the world’s most
popular English language
newspaper website. In
October 2011, it recorded 79
million unique visits of which
25.7 million were in America
where, with the opening of
a New York office, we have
expanded our operations.
Meanwhile, MailOnline’s
iPhone app is showing very
exciting growth in both visitors
andrevenue.

At Northcliffe, the future of four
of our smallest dailies has been
safeguarded by launching
them as weeklies. This has
resulted in a 50% increase

in circulation with earnings
totalling almost as much as
was produced by the daily
papers they replaced. My
colleagues across the
consumer businesses share

my determination to see more
such progress and innovation
across all our titles.
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PRESS FREEDOM

The criminality at The News of
the World has cast a shadow
over the whole of the
newspaper industry and, |
believe, poses a greater threat
fo press freedom than has
existed at any time in my life.
Press freedom, of course,

also demands ethical and
responsible journalism —
something, | know, the
Edifor-in-Chief of Associated
Newspapers is committed

to. In the ensuing battle over
press regulatfion (which | firmly
believe should result in a
strengthened version of
self-regulation) it is important
not to forget that, but for a free
press, many scandals in recent
years, including MPs’ expenses
and phone hacking, would not
have been exposed. For my
part, | confinue to highlight
the Company’s commitment
to the importance of that
freedom and the public’s right
to know - something that my
family has been dedicated to
for over a hundred years and
which | passionately believe is
a cornerstone of democracy.

DIGITAL

Digital evolution continues

in our B2B as well as B2C
companies. In A&N Media
there have been more than
2.9 million downloads of their
mobile apps and more than
11% of Jobsite traffic comes via
mobile. Our digital innovations
go from strength to strength at
Hobsons where this year they
launched the College
Confidential mobile app. Over
50,000 downloads in the first
eight months impressively
reinforces Hobsons' status

as the most popular online
college discussion forum. In
our B2B portfolio, Quest, part
of the Landmark Information
Group, is revolutionising the
speed and efficiency of
mortgage valuations with its
new tablet fechnology. And
RMS remains at the vanguard

of digital progression, boasting
some of the most sophisticated
software in the sector. These
are just a few of our exciting
digital initiatives.

INNOVATION AND
TECHNOLOGY

Innovation and the
deployment of new
technology are the key pillars
of DMGT's exciting future.
Supporting this, A&N Media
hosted its inaugural
technology summer school
at Cambridge University.
Delegates finished the

week proposing ways that
we might invest in innovation.
Management tfeams across
the Group are considering all
suggestions. This forms part of
a wider initiative whereby we
are investing in, supporting
and promoting innovative
ideas and innovative people.
Innovation and technology
will provide the focal point for
discussion at the Chairman'’s
Conference 2012 and the
resulting ideas will be spread
across the Group. We have
launched DMGT Chatter,

a business networking and
collaboration tool, which is
fransforming the way our
talented employees can share
ideas with colleagues across
the Group.

OUR PEOPLE, OUR CULTURE
Selecting and retaining the
best talent is something we
can ensure. At RMS we have
revolutionised the recruitment
process, using video content
and engaging explanations
about prospective positions
with alive chat function
answering candidates’
questions on a real-time
basis. Using this outstanding
technology will help us to
aftract outstanding talent.

The Nominations Committee
already considers the benefits
of diversity, including gender,
when suggesting Board
appointments. The
appointment of women is one
issue. Of equal importance is

the representation of women
in positions elsewhere within
our businesses. As a major
international employer, we
are pleased that below Board
level women account for a
significant portion of our
workforce —in some businesses,
for more than half of our staff,
including senior leadership
positions.

But for a free press,
many recent scandals
would not have been
exposed.

The year has seen changes on
the Board. In January, we
welcomed Stephen Daintith,
our new Finance Director to
the Company and in February,
we were forfunate to be joined
on the Board by Dominique
Trempont, whose appointment

has brought considerable
technology and international
experience foit. In March we
said goodbye fo Peter Williams,
our Finance Director since
1991. Charles Dunstone has
indicated that he will not stand
for re-election to the Board at
the AGM in February. He has
provided us with sound advice
over his fen years as an
independent non-executive
Director. | shall miss him.

At DMGT, we believe that

our people are our future. We
have the right people to make
that future a success.

Innovation and new
technology are key to
our future.

The Viscount Rothermere
Chairman
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Martin Morgan
Chief Executive

INTRODUCTION

This Business Review outlines the main operational and
financial factors underpinning the development, performance
and position of the Group as well as those likely to affect
performance over the coming year, illustrating this with key

performance indicators.

My Chief Executive’s Review sets out the nature, objectives and
strategy of the Group. A business review of the performance

of each of our operating divisions follows on pages 24 to 37.

A Financial and Treasury Review is given on pages 38 to 43
and the principal risks and uncertainties the Group faces are
set out on pages 50 to 53 of the Directors’ Report.

DMGT’s Philosophy

DMGT is a mulfi-media

and information company
providing essential news,
entertainment and information
services in both the business to
business (B2B) and consumer
sectors. We operate in many
different markets, in many
countries, each with its own
competitive and regulatory
requirements.

It has been DMGT's philosophy
for many years to take
advantage of its shareholding
structure and to invest with
along-term perspective to
generate value. Our particular
ownership structure, with
control maintained by the

founding family, has proved
itself throughout our long
history to be a successful
business model in the media
and information industry. It is
this ownership structure that
affords us a longer-term
perspective and that is at
the heart of our philosophy.

We are committed to
remaining diversified across
both the B2B and consumer
media sectors in order to give
us a breadth of opportunities
and fo spread risk. Our B2B
arm is made up of Risk
Management Solutions (RMS),
dmg::iinformation, dmg::events
and Euromoney Institutional
Investor. Our consumer media

activities comprise within A&N
Media Mail Newspapers, our
digital-only businesses, our free
newspaper division, principally
Metro, and Northcliffe Media.
We also own 50% of dmg Radio
Australia, ajoinf venture.

Strategy

The overarching strategy for
the Group is fo remain the
owner of high quality,
sustainable, market-leading
media and information assets
across both the B2B and
consumer sectors and fo
improve DMGT's overall share
rating. Our intention is for DMGT
to become a truly global
growth company with
sustainable earnings and

OUR STRATEGIC AMBITION —
TO BECOME A GLOBAL
GROWTH COMPANY

WE HAVE THREE STRATEGIC
PRIORITIES

1. Growing our
business-to-business
companies

2. Supporting our
newspapers and
investing in digital
consumer media

3. Diversifying
internationally into
high growth markets

Our structure,

as a publicly listed
company controlled
by its founding
family, provides

a successful business
model for the media
and information
industry.

12 DAILY MAIL AND GENERAL TRUSTPLC ANNUAL REPORT 2011
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dividend growth, with an
increasing exposure to growth
economies and international
opportunities.

Last year | stated that our
strategy is underpinned by five
guiding tasks, which are still all
relevant today, but this year |
have added a sixth, and that
is technology innovation.

The first is to enhance focus

by concentrating our
management and investment
on a subset of businesses
where we see the closest
alignment between
opportunities and growth, and
which fit with our investment
criteria.

Secondly, we have been
strengthening our balance
sheet in order to maintain
financial flexibility so that we
are able fo take advantage
of opportunities as they arise.

The third key priority has been
to reduce pension liabilities.

The fourth is applying
consistent investment criteria.
This requires being highly
disciplined both in regularly
assessing our current
businesses and in the way we
assess all future investments,
resulting in a clear capital
allocation process. There is

a preparedness fo sell as well
as to buy on a timely basis.

The fifth is building on

DMGT’s distinct values and
management philosophy.

We remain committed to

a decentralised operating
structure with a small

cenfral team in order to
nurture innovation and an
entrepreneurial mind set.

We have been raising the bar
on talent by being committed
to attracting and retaining
the best people in order to
opfimise our management
philosophy and to meet

our global growth ambitions.
Our work on talent remains
critical in order to have the
enfrepreneurially minded
people who can drive the
revenue line and our strategic
ambitions.

The sixth task, to which we are
dedicating increased

attention, is ensuring that we
are making the necessary
changes to embrace new
technologies to meet
changing customer needs and
fo improve efficiency and to
lower costs.

Progress in year

We have made good progress
in pursuit of our strategy over
the last twelve months. We
have narrowed further the
range of companies DMGT
operates to concentrate
financial and talent resources
where growth opportunities
are greatest. We have
repaired our balance sheet by
achieving a high profit fo cash
conversion, through active
portfolio management and by
extending our bank facilities
out to 2016. We have focused
strongly on operational
efficiency throughout the
Group. We have negotiated

a medium-term funding
arrangement with the pension
fund frustees and have made
inroads towards curtailing our
pension liabilities. We are
looking at ways of reducing
the schemes’ volatility. We
have applied our clearly
articulated set of criteria

for making investments. We
have elevated the priority
given to talent and launched
a new leadership programme.
We have improved
communication both internally
and externally. We are
developing a long-ferm plan
for international growth as part
of our ambition to create a
fruly global company and we
invested additional resources
to execute against this plan.
Finally, we are pursuing a
number of DMGT Group-wide
initiatives in the technology
area.

My summary of this year's
progress should be seen as a
festament to our unwavering
commitment to the strategy
we set out last year.

DMGT Operational Model
DMGT's approach to
managing the Group’s
companies has not changed:
we contfinue fo adopt a
decenfralised structure. We
take a considerable amount of

comfort in the fact that we
know all our companies are
run by chief executives with
expert knowledge of the
markets in which they operate.
We have confinued fo nurture
operational autonomy with
strong incentives based on
performance, whilst retaining
central control over surplus
capital and its reinvestment.

Maintaining this approach

is of the upmost importance
tfo me and my colleagues. The
benefits are numerous and
enabled us to respond rapidly
to the economic downturn. Af
DMGT we realise that if you
want fo survive in this sector,
you must be able to react
quickly and efficiently to the
rapidly changing media world.
Autonomous management
keeps decision-making

close to the customer. Real
innovation comes from having
a customer focus. Our
decentralised model provides
a fertile environment for
innovative people and, in turn,
a positive breeding ground for
innovative ideas.

At Group level, the Investment
and Finance Committee
works alongside the DMGT
Leadership Team, making
decisions on investment and
capital allocation, acting
independently from the
divisions, and overseeing
Group strategy development.
The Leadership Team
comprises all the divisional
company leaders, fogether
with the DMGT executive. Its
remit is fo focus on developing
DMGT Group-wide longer-term
strategy, on furthering
cross-Group co-operation
when and where this makes
sense, and to guide policy on
cross-divisional matters, for
example Group leadership
courses, communications,
international expansion

and aspects of technical
capability. It does not replace
the decision making and
accountability structures

in place through our
decentralised operatfing
structure.

We are developing
DMGT into a truly
global growth company,
with sustainable
earnings, consistent
dividend growth and
Increasing exposure

to high growth

economies.

Our decentralised
model provides a fertile
environment for
innovative people and
a positive breeding
ground for innovative
1deas.
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On compensation, we do not
apply a ‘one size fits all’ policy.
This is a big strength, reflecting
the value of the decentralised
model. A series of femplates
has been created. Local
incentive plans are in place
and the Remuneration
Committee takes care to
ensure that compensation is
aligned with the particular
circumstances of each
business.

Information sharing and
technology

We recognise that our future
is largely digital, whether it be
in the consumer orin B2B
markets, and we are uniquely
placed to tfake key learnings
and experience from one to
inform the other. Accordingly,
we have encouraged the
sharing of more information
regarding fechnological
developments across the
Group, particularly regarding
new product development
and entering new markets.
We launched DMGT Chatter,
which already serves as an
excellent pan-Group idea
sharing tool. We have made
more use of the services of Bill
Raduchel, our tfechnology
expert, to advise us at Group
level during the year. Last
year |l reported that since
technology defines our
businesses, driving the
presentation of content, we
had carried out a study of
technology systems and what
our future requirements would
be. During the year we started
taking actions based on this
analysis. A further example of
information sharing is in the
establishment this year of an
energy forum, under the
guidance of David Dutton,
which has gained excellent
fraction by putting executives
from dmg:information,
dmg::events and Euromoney
fogether to exchange ideas.

Active portfolio
management

When | became Chief
Executive in 2008, | recognised
the need to focus on a
narrower range of activities in
order to concentrate human
resources and financial capital

where the most potential for
long-term growth and value
creation existed. | stated that
we would remain active
managers of our portfolio

of businesses and apply our
investment criteria vigorously
in defermining where fo
allocate capital. At the same
time we would maintain our
long-term perspective and
rate of internal investment fo
drive organic growth.

The investment criteria that

| identified were to focus

on having businesses which
operate in attractive growth
markets. Such businesses should
have products or services

that are highly innovative

and highly valued, ones which
customers repeat buy. We
have a strong bias towards
market leaders. Businesses with
these characteristics will not
only grow but be high margin,
cash generative and produce
a high return on capital. We
are also focused on capturing
and retaining entrepreneurial
management and we give
preference to businesses
which can benefit from DMGT's
long-term perspective.

We have fully adopted these
investment criteria both in
new investments and in the
management of currently
owned businesses. In keeping
with this approach, we have
further refocused the portfolio
with a range of disposals and
reorganisations.

As well as maintaining our
focus on organic growth

and on nurturing our existing
businesses, we have also
made a significant acquisition
in July, backing Euromoney

in its acquisition of an 85%
interest in Ned Davis Research
Group, the US-based provider
of independent financial
research fo institutional
investors. We are keen on
bolt-on acquisitions to
strengthen the competitive
position of our businesses: and
dmg information have made a
further attractive acquisition,
that of On-Geo for Landmark
which has now been
combined with its Inframation
business to give Landmark a

market leading position in the
German market.

We have also made a number
of disposals of businesses
which had become non-core.
These were RMSI, the Indian-
based geographic information
services division of Risk
Management Solutions,
Sanborn, dmg::iinformation’s
business serving the geospatial
market in the USA, and
dmg::events’ US retail-focused
events managed by George
Little Management (GLM). We
also disposed of
dmg::iinformation’s stake in
CoStar Group, Inc, acquired in
exchange for Property &
Portfolio Research in July 2009.
Combined with our strong
operating cash flow
generation, this has reduced
our debt significantly. We are
now in a good position to
make further acquisitions,

but will continue our policy

to prioritise a programme of
selective smaller scale deals
which we can develop and
which can benefit from our
longer-term perspective.

We will continue to divest on

a periodic basis where our
frack record over recent years
is good.

Review of the year

DMGT has delivered a solid
set of results. Our intfernational
B2B companies have again
increased their revenues

and adjusted profits,
reflecting the strength of

their market positions. Our

UK consumer businesses have
proved resilient in the face of
weak consumer advertising,
particularly in the third quarter,
and taken together with higher
newsprint prices, resulted in
profits being down sharply for
the year. There has been a
strong focus on operational
efficiency throughout the
Group and we have sought
further cost savings,
particularly through the
decision to relocate our
Surrey Quays printing
operation to a green-field

site in Thurrock, Essex.

Notwithstanding the fact that
operating profit fell by 5% and
operating margin from 15% to

We are embracing new
technologies to meet
changing customer
needs and improve
efficiency.

Our energy forum
has gained excellent
traction. It’s bringing
together executives
to exchange ideas.
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14%, our debt has fallen
significantly. We have beaten
our debt: ebitda target range
of 2 to 2.5 times and have
eliminated bank debt. We now
have cash on deposit. We
have maintained our rate of
investment in new products
and services during the year.

DMGT has always been a

first mover in the media and
information industry. Our results
demonstrate once again the
success of the decision to
diversify and move away from
a dependence on UK
newspapers. But at the same
time our national newspapers
have strengthened further
their market-leading positions.
We are experiencing growth in
our newer consumer digital
business and in our strong
grouping of B2B sector
companies.

Business to Business
Summary

| am pleased to report that our
B2B operations achieved good
growthin the year. They
reported combined revenues
of £892 million, 8% higher than
last year, with an underlying
increase of 10%. Operating
profit was up by 4%. The
underlying increase, including
adjusting for an additional
charge for Euromoney’s
management incenfive
scheme, was 14%. The overall
B2B margin was 25%.

Risk Management Solutions
RMS had a solid year of
revenue and profit growth.
Revenues increased by 4%

on areported basis, with an
underlying increase of 11%.
Operating profit rose by 6% in
spite of the inclusion of RMSI's
£4 million loss up until its
disposal in August; underlying
profit grew by 21%.
Subscriptions confinued to
grow well, with a renewal rate
of approximately 95%.

RMS has multiple growth
drivers. Whilst continuing to
focus primarily on in its core
commercial catastrophe
modelling business, it is aiming
to establish itself as a platform
solution provider, beginning a
significant development

programme on a new software
platform, which is expected to
generate future, multi-year
revenue growth, as explained
on page 24. The company
also made good progress

in addressing opportunities

to model additional risk
categories, mostly in the

area of life and health.

dmg::information
dmg::iinformation had a good
year, with reporfed revenue up
3%. Underlying revenues grew
by 7%, which is a good
performance given the
economic backdrop.
Operating profits were
unchanged, but with an
underlying increase of 9%
year-on-year.

dmg::iinformation’s strategy
remains focused on investing in
those companies within the
existing portfolio which
operate in an attractive sector
and have the combination of
attractive business models,
strong market positions, growth
potential and good
management. Its ambition to
invest in must-have, high-
growth, innovative business
information companies
remains unchanged, as does
its remit fo diversify DMGT by
sector, by business model and
by geography.

dmg::events

dmg::events had a very good
year with both underlying
revenues and underlying
profits increasing by 14%. The
sfrong momentum that started
in the latter half of 2010 has
continued through the past
year due fo exhibitions and
events being late-cycle
media. The reported revenues
and profits benefited from two
of our large biennial shows
taking place in the year. The
sale of GLM was completed

in September.

The remediation phase has
been completed by ‘right-
sizing' the portfolio and
reinvesting in the ongoing
events. The business is now
moving into its third phase of
sustainable, profitable growth.
This will involve continued
portfolio management, the

driving of new launches by
building off the big shows in
Energy and the Middle East.
With respect to the latter,
there have been several new
launches including new shows
in Saudi Arabia and organic
investment. The Ad:Tech
business in digital marketing is
growing strongly as is Evanta in
execufive conferences. dmg
events will also look fo make
selected targeted small
acquisitions.

Euromoney Institutional
Investor

Euromoney's operating profit
was up 9%, before its capital
appreciation plan (CAP)
expenses, maintaining its
impressive recent history of
profits growth, illustrated on
page 30.

These results confirm the value
of Euromoney’s strategy fo
build a more resilient and
better focused business by
increasing the proportion

of revenues derived from
subscription products. With
subscriptions now accountfing
for nearly a half of total
revenues. A predominantly
publishing driven business has
been transformed to one with
significant activities in
electronic information and
database services.

Euromoney has outperformed
expectations, allowing
management fo shift its focus
fo positioning the business

for growth, both from existing
products as markets recover,
and from investment in

technology and new products.

Euromoney’s performance
and its shift into more

subscription and digital activity
and its global reach mean that

the Board regards it as core to
DMGT's own strategic global
growth ambitions.

Euromoney's separate listing

on the London Stock Exchange

has enabled it to infroduce
incentive plans which have
motivated management

to grow the company
significantly over recent years.
We remain a supportive
shareholder, fully backing its
management’s expansion

DMGT has always
been a first mover

in the media and
information industry.
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strategy. We have maintained
our equity interest at around
67% and are taking opportunities
to increase it, as they arise.

Consumer media

At A&N Media, the testing
economic condifions adversely
affected both Northcliffe’s
classified revenues and the
Mail titles’ display advertising
revenues. Combined revenues
were £1,098 million, an
underlying decrease of 2%
and a fall of 4% on areported
basis. Together with discounted
cover price-related marketing
activity for The Mail on Sunday,
and a further increase in the
price of newsprint, this meant
that operating profits
decreased by 20%. The pursuit
of cost efficiencies in shared
back office functions and
service centres continued
during the year. A&N Media’s
underlying margin fell from 11%
to 8%. Headcount reduced by
740 (10%).

A drive for efficiency has
delivered aleaner and more
robust base on which to grow.
Alongside this, investment
confinues in new and emerging
business models, particularly
MailOnline which is key to
future growth, and A&N Media
Enterprises, which sells
products and services directly
to customers.

Consumers are increasingly
adopting new mobile devices
to access digitally delivered
news, entertainment and
information. Advertising is
following this trend, moving
away from printed press. But
the growth in the number of
55+ aged newspaper readers
has softened the readership
decline for the Daily Mail which
confinues to outperform the
market. MailOnline grew
rapidly and increased its global
reach, positioning us well fo
capture share of digital
advertising.

Associated Newspapers
The Mail titles, despite
operating in a sectorin
long-term decline, is and will
be a core business for many
years to come and will
continue to offer real growth

opportunities, by building off
the strength of the brand, for
example, through MailOnline
which has significant growth

opportunities ahead of it.

Content has been at the heart
of our success at Associated
and we confinue to invest in
editorial quality. The graph on
page 35 shows that our actions
are delivering success with
circulation relatively stable
and market share rising. This
was due in part to the success
of the Mail Rewards Club
initiative.

Our national free morning
newspaper, Metro, increased
its distribution and advertising
volumes. It extended into new
advertising categories and
reported record profits. It also
grew its digital offering.

Mail Digital made further
progress this year, recording a
63% improvement in revenue.
Traffic fo its primary website,
MailOnline, increased
significantly, largely through its
targeting of the US market. We
opened an office in New York,
alongside thatin Los Angeles,
aimed atincreasing US
content, audience and
thereby driving US advertising
sales. This has contributed
towards a 62% year-on-year
increase in US daily unique
visitors in October 2011.

On a global basis, MailOnline
became the world’s second
most visited English language
newspaper website. It is
differentiated in the UK from
the Mail newspapers by its
particular treatment of news
and entertainment, which
appeals to a younger
demographic, the majority
of whom do not buy a Mail
newspaper. An iPad version
was launched in April,
alongside our iPhone and
iPod Touch versions. We see
digital publishing as a growth
opportunity, and a means of
extending the Mail brand.
Whilst MailOnline is growing
audience we expect to retain
our policy of free access. Our
approach to distribution
channels and pricing remains
flexible.

Digital-only businesses

Our digital-only verticals in the
jobs, property, motfors and
travel markets increased
underlying revenues by 5%.
The recruitment and property
sectors both grew strongly,
offset by challenging markets
in motors and fravel. In
October 2011, A&N Media
agreed to merge the online
property business of its Digital
Property Group with Zoopla
Limited. This merger will create
a genuine opportunity to
challenge the dominant
market leader in the online
property sector. We believe
that the combination of our
respective digital property
assets will benefit both
consumers and clients. Under
the proposed merger, A&N
Media will retain a 55% interest
in the newly merged entity. The
completion of the merger s
subject to competition
authority clearance.

Northcliffe Media
Northcliffe’s titles continued

to be affected by weak
advertising markets, with fotal
revenues down by 10%. In
March, we appointed Steve
Auckland, formerly Managing
Director of Metro to be
responsible for Northcliffe's
print publishing, with Roland
Bryan running the local digital
operations including the Local
People business. A programme
to extract further efficiencies
and reduce costs was initiated
including a re-organisation
and simplification of the
management structure. A
review of the portfolio was
carried out resulting in a
rationalisation of the number
of free newspapers published
and the creation of one
recruitment call centre for

the whole business. Where
profitable we are switching
some daily titles to weekly
publications and four such
changes were made
successfully. In Hull,
Nottingham and Bristol

new publishers have been
appointed to enable these
centres better to adapt

to their individual market
circumstances.

Investment continues
in new and emerging
business models,
particularly

MailOnline.
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New advertising packages
and sales campaigns have
been infroduced to improve
revenue growth.

The much-mooted talk of
potential consolidation within
the regional newspaper
industry has not yet come
about. Whilst we can see
benefits from consolidation,
the Board has decided not to
put further capital into the
regional newspaper industry
because of the more certain
potential of other opportunities
forinvestment. We remain
committed to the continuing
transformation of Northcliffe
because we believe there will
always be a demand for local
news and information. Our
attempt to safeguard the
future of some of Northcliffe’s
fitles in Kent by selling them to
the Kent Messenger Group was
thwarted by the Office of Fair
Trading which referred the
sales to the Competition
Commission for further
investigation causing the
acquirer to withdraw. We
believe it is now imperative
that changes are made to
allow the industry to
consolidate in a way that can
safeguard its future.

A&N International Media
Whilst print advertising
declined, circulation and
digital revenues both grew, as
did the audience visiting our
digital businesses. Headcount
has been reduced and
significant savings made.

Summary

The Group's B2B companies
increased their overall profit by
4%, which was offset by the
profits of A&N Media being
down 20%. As a consequence,
74% of this year's operating
profit was generated from the
Group's B2B operations and
26% from consumer, compared
to 67% and 33% last year. A
significant part of our
operations and more than half
of the Group's operating profits
again derived from outside the
UK, which also has the effect
of reducing the Group's
exposure to media regulation.

We have again demonstrated
the benefits of our diversified
international portfolio of
market-leading businesses.

Our priorities

The environment in which we
operate remains unsettled,
just as it was this time last year.
In light of our performance,
we confinue fo apply the
same priorities. We remain
disciplined about our
approach to costs and
acquisitions, whilst continuing
to work on building a pipeline
of new innovative products,
and in growing a farget list of
attractive bolt-on acquisitions.
Given the significant prevailing
economic uncertainties, we
will run the Group with the
utmost prudence.

At our first Investor Day in
March 2009, | stated that our
aim for DMGT was to be a
modern company of
tomorrow, not a legacy
company of the past. We
have a much sounder platform
today than we did then

on which to execute this
objective, due to the
management actions taken
right across the Group, and
from the recovery in a number
of key markets. Therefore our
strategy remains unchanged.

Whilst we believe print is far
from dead, our growth lies in
digital media in both consumer
and in B2B, and we are
increasingly focused on doing
what is needed to excel in the
digital world.

We envisage DMGT becoming
a more global and faster
growing company. We plan to

be nimble, bold and decisive
in order to realise this vision.
Our objective is to ensure
profitable sustainable growth
over the long term.

Share price performance
Our share performance
remains important fo us as an
indicator as to whether our
strategy is understood and
appreciated by institutional
investors.

The price of our widely traded
‘A’ Ordinary Non-Voting Shares
has again been volatile,
despite stock lending of the
shares reducing significantly
below 5% of the free float. The
share price started the
financial year at £5.26, rising to
a high of £5.95 at the start of
February. The shares fell as low
as £3.43 in September, due
largely to external factors
outside our control, before
closing the year at £3.63.

As explained in last year's
Business Review, as a
consequence of a decision
by FTSE, in response to the
Financial Services Authority’s
Policy Notice in February 2010,
fo adopt listing classifications
for determining the weighting
of share classes in their indices,
DMGT's weighting in the UK
Index Series will fall from 75%
to 0% when our ‘A’ shares are
redesignated by the FSA as
having a standard listing on
31st May, 2012. DMGT will
remain a premium listed
company, following this
change, by virtue of its
Ordinary shares. Pure index
funds tend to hold only around
5% of our ‘A’ shares.

Performance of DMGT ‘A’ and FTSE All-Share index relative to values

at 30th September, 1988

— DMGT ‘A’
— FTSE All-Share Index

‘88 '89 ‘90 ‘91 ‘92 ‘93 ‘94 '95 '96 '97 '98 '99 ‘00 ‘01 ‘02 ‘03 ‘04 ‘05 ‘06 ‘07 ‘08 ‘09 ‘10 ‘11

Investor Day

18th
April
2012
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DMGT dividend history for the period 1988 - 2011 (pence)
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Capital structure

The Company has not made a
capital call on its shareholders
since 1933. Capital growth is
funded by long-term debt and
by retained earnings. Since the
late 1980s, our strategy has
been to seek to raise the
dividend in real terms and
since 2002, the Board's policy
has been to target areal rate
of growth in the dividend in
the region of 5% to 7% on

the basis of the Directors’
confidence in the Group's
long-term financial health.

Whilst maintaining its policy of
seeking fo increase the
dividend in real terms over the
economic cycle, the Board
has declared a final dividend
up 6%, making an increase of
6% for the year. As shown
above, the compound
dividend growth over the last
23 years is 10% in nominal
ferms, which is an increase of
7% in real terms.

As we now have surplus cash,
we will look to buy back any
available bonds, especially
those due for repayment in
March 2013, at the right price.
On 30th September, we
repurchased £25 million of our
Bonds due 2018. Share buy
backs are not currently
attractive, given our strategy
to grow the business, the
scarcity of available capital
and our desire to regain
investment grade status. They
will be considered, however, at
the time any major acquisition
is contemplated. We envisage
repaying our 2013 Bonds from
our cash resources. Containing
and eventually eliminating

significant liability risk and
volatility from our pension
schemes remains a high
priority.

By the year end, we had
eliminated bank debt and
have £328 million of unused
bank facilities. Having
comfortably stayed within our
debt: ebitda limit of 2.4 times
by achieving a ratio of 1.99
fimes, we will continue to
manage the rafio down
through strong cash flow
generation, in order to create
more capacity to satisfy
attractive acquisition and
investment opportunities.

Whilst we can run the Group
without having to raise new
finance, we will want to do so
in order to sustain the Group's
long-term growth ambitions.
Therefore regaining investment
grade status remains an
important objective.

Resources

The Group's main resources
are its brands, reputation, the
market-leading position of its
major businesses and above
allits people. | realise that the
skills required of leaders in our
industry ten years ago are not
the same today. Superior
business performance starts
with superior people. We
cannot capitalise on the future
unless we invest in the talent
of today, in the leaders of
fomorrow. It is my overriding
priority to ensure that we
continue fo attract and
promote the very best talent
and reward talent suitably

in line with shareholders’
inferests.

Our commitment to raising the
bar on talent is confinuing and
increasingly effective,
applying human capital where
growth prospects are best. Two
DMGT-wide executive training
courses were held and talent
reviews are taking root in every
business.

We made several further key
appointments in order to
populate the Group with new
superior talent, from both
within and outside the Group.
At Group level, Stephen
Dainfith joined us in January,
succeeding Peter Williams as
Finance Director at the end of
March. We hired Galen Poss in
December 2010 fo the newly
created role of Chief
Operating Officer of
dmg::events.

Communications

We continue our commitment
to raise the profile of DMGT
and communicate the quality,
performance and prospects of
the Group, both internally and
externally. We have increased
the regularity and consistency
of our communications. Our
Investor Day in March was
positively received. We are
planning a further Investor Day
fo be held in London on 18th
April, 2012.

A variety of approaches to
staff communications exist
within the Group, as explained
in our CR report. In September,
we launched a business
collaboration tool called
Chatter, which encourages
staff to share ideas and
enables communication

on a Group-wide basis.

Stakeholder relationships
and Corporate Responsibility
Across the Group we take
corporate responsibility (CR)
seriously and it permeates our
outflook on the environment,
the way we treat our
employees, our customers and
suppliers, as well as on local
community issues.
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DMGT companies are
combining innovation and
business knowledge to further
corporate responsibility issues.
Metro’s inaugural four-day
EcoVelocity event at Battersea
Power station in Londonis a
case in point. The event
focused on low-carbon
motoring and showcased the
latest low emission vehicles
from leading manufacturers.

We recognise that our
businesses have an impact

on the environment, be

that through our printing
operations, offices, tfransport
or other activities. We are truly
committed to ensuring that,
where possible, ourimpact on
the environment is minimised.

The greatestimpact we

make arises from our printing
operations. Here, | am pleased
to say that we have been
diligent in measuring and
reducing waste in our usage
of materials, and through

our analysis of our carbon
footprint, monitoring and
improving our efficiency in the
use of energy.

We started to measure our
footprint in 2006 and the graph
shown below illustrates that the
Group's emissions have fallen
steadily since then.

At Harmsworth Quays, our
largest printing plant, and
Northcliffe House, the
Company's headquarters and
the London base of Associated
Newspapers, Northcliffe
Media and dmg::events, we
maintained the key
international environmental
standard ISO 14001.

Community involvement is
infegral to the way we run our
company, asis itsimportance
to the personal motivation of
our employees. We donate
money, fime and in-kind
donations such as advertising
space, and staff participate in
a huge range of activities,
including fundraising,
organising events and acting
as trustees to charitable
initiatives.

Over the last six months there
has been a considerable
amount of public discussion
about the conduct and
regulation of the press and the
launch of the Leveson Inquiry.
At DMGT, our journalists have
for a number of years received
regular fraining and
communications on the PCC
Code of Practice (which
forbids telephone hacking),
the Data Protection Act and,
most recently, on the UK
Bribery Act. Furthermore, it is a
condition of employment (and
is written into employment
contracts) that our journalists
comply with the PCC Code
and the Data Protection Act
and now includes compliance
with the Bribery Act, following
its infroduction on 1st July. Any
breach of the Code or the law
is a serious disciplinary matter
that results in immediate
dismissal. Thus the tone from
the top and culture at
Associated Newspapers has
always made it clear that
compliance in these areas is
non-negotiable.

There have been comments
in the media on the Mail titles
use of ‘inquiry agents’. In

the 2006 ‘What Price Privacy’

CO, efficiency (Emissions per revenue —tCO,/&m revenue)

20
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report, the Information
Commissioner expressed
concerns about the
widespread use of ‘inquiry
agents’ by many organisations.
It would seem that, for

the most part, it related

fo the fracing of individuals.
Following this report, the
Associated Newspapers
Editor-in-Chief, banned

the use of ‘inquiry agents’.

In the context of these
measures, the Editor-in-Chief,
Paul Dacre, was able to inform
a Parliamentary Committee

in July that he had never
countenanced hacking or
blagging and the Daily Mail
has never published a story
that he knew, either at the
fime or subsequently, was
based on a hacked message
or any other source of material
that had been obtained
unlawfully.

In August, the Risk Committee
and Paul Dacre initiated an
internal review of editorial
policy and process. This
review was conducted by

the Head of Editorial Legal
Services. It considered editorial
policies, ethics, fraining,
communications and
payments. This was a routine
assessment which was seen as
a sensible step to reconfirm
and give comfort that
appropriate policies and
procedures exist over our
editorial practices. The review
was discussed by the Risk
Committee of the Board, as
explained in the Risk
Committee section of the
Corporate Governance Report
on pages 59 and 60.

A further important part of
our overall culture and control
environment is the DMGT
Code of Conduct, which we
require all our staff to follow.
This was updated, particularly
in light of the Bribery Act, and
re-communicated to all staff
in July.

For more detailed information
on our CR activities, please
see the CR Report on pages
44 10 47.
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DMGT and our Employees
The number of employees fell
by 2,590 from 14,592 at the
beginning of the year to 12,002
at the year end, a decrease of
18%. Of this reduction, 2,253
was due to disposals,
principally within RMS’s India
operations. Excluding
acquisitions and disposals and
with a confinued focus on cost
reduction, the number of
employees fell by 472 in the
year. Within this number there
was a fall within A&N Media of
740 (10%), mainly due to further
job losses at Northcliffe Media
of 601 people (19%), while the
principal increases were from
the acquisitions of Ned Davis
Research and On-Geo .

The Company attaches

great importance to a clear
understanding of personal
financial issues by its
employees, a view which led
to the development by DMGT
Pensions of an online
workplace financial
information website (www.
timeformoney.co.uk) in the
prior year. It is early days for
this innovative facility but there
are interesting possibilities for
this application in supporting
broader financial
communications to employees
by the Group.

In the first quarter of 2012, we
plan to relaunch our share
incentive plan, DMGT
SharePurchase+, which is
available to all eligible UK staff
to give them the opportunity
to own the Company’s shares,
so that they can benefit if we
are successful in meeting our
financial objectives.

DMGT has been operating
defined benefit pension
schemes, primarily in its
newspaper businesses, for a
long tfime and has a reputation
for the quality of pension
provision. However, the cost of
providing this benefit continues
to rise as people are expected
fo live longer and, more
recently, as turmoil in financial
markets has reduced
expected investment returns.

In addition, regulatory
changes infroduced to
protect pensioners make it
less attractive to use defined
benefit pension provision

as a form of remuneration.

Given the value of the
Company’s defined benefit
pension commitments
compared to the current
market valuation of the Group,
this cost needs to be controlled
to ensure the financial health
of the Company and these
pension schemes. So, having
previously closed its defined
benefit schemes to new
employees, the Board
infroduced a series of
measures during the year

to help secure the financial
health of these plans into

the future. These were
communicated to relevant
staff in December 2010

and infroduced, following
consultation, on 1st April.

All members of the schemes
retain benefits accrued to
that date which are increased
in line with the Retail Price
Index up to 5%. From 1st April
onwards, the link to final salary
has been broken and they
earn a cash credit on the basis
of their current year's salary
which increases in line with
the Consumer Price index.

All new employees of A&N
Media are now being offered
a defined contribution pension
plan, which has brought this
division into line with our other
newer and more
internationally focused
divisions where we have long
believed this type of pension
plan to be more appropriate.

Outlook

We have entered our new
financial year with our
businesses performing well and
in line with our expectations.
We expect underlying growth
inrevenue and profit fo be
delivered by all our B2B
companies, A&N Media’s
progress will be primarily
dependent on the advertising
environment which remains
volatile and difficult, and on
cost reduction. As referred

to earlier the degree of
economic uncertainty,
especially in Europe, makes
forecasting especially difficult
and may well negatively
impact our current
expectations.

RMS has started the year
strongly with a solid sales
pipeline and a range of
significant development
programmes, including its new
software platform. RMS
expects to achieve revenue
growth in the mid-to-high
single digits and maintain
margins of around 30%.

Our growth lies in
digital media in both
in B2B and consumer.
We are increasingly
focused on doing what
1s needed to excel in
the digital world.

dmg:information expects to
drive continued solid organic
growth, due to the strength of
market positions and through
new product initiatives. Growth
would be enhanced by any
sustained improvements in the
economic environment,
particularly for our property
and financial businesses.
Overall, dmg::iinformation
expects to achieve high single
digit revenue growth and to
maintain operating margins
at around 20%.

At dmg::events, the positive
momentum experienced
through 2011 has continued
into the autumn, with bookings
for key events showing positive
frends. The reported results for
2011/12 will be affected by the
disposal of GLM and by only
one of our three major biennial
shows taking place. On an
underlying basis, and fuelled
by our launch plans, revenue
growth is expected to continue
in the high single digifs, with
margins of around 20%.
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For Euromoney, despite the
continuing volatility and
uncertainty in financial
markets, the broad outlook for
the first quarter of the new
financial year is reasonably
positive. Euromoney expects
the trading environment after
that to be more challenging
and, as usual at this time,
forward revenue visibility
beyond the first quarteris
limited other than for
subscriptions. For 2011/12, it
expects to achieve mid-single
digit revenue growth and to
maintain operating margin
(before its CAP charges).

Within A&N Media, national
advertising revenue at
Associated in the first eight
weeks of the new year was
down 2% on last year, with
contfinued limited visibility

on future trends. Circulation
revenues will be boosted by
the full yearimpact of the
Monday to Friday cover price
rise for the Daily Mail in July
2011 and that for the Saturday
edition in October 2011.
Overall, Associated expects
to achieve low single digit
revenue growth due in part to
the Olympics and margins in
the region of 10%, with cost
efficiency helping to protect
profitability. We expect
revenues from our digital
products, especially
MailOnline, to grow rapidly.

Northcliffe is going through

a substantial change
programme and will benefit
from the full-year flow through
of cost saving initiafives
actioned in the previous six
months. Advertising revenues

have continued to track

the year-on-year frends
experienced in 2010/11 with a
decline of 7% on a like-for-like
basis last year in the first eight
weeks of the new financial
year (10% on a reported basis).
The first quarter and outlook for
the year as a whole are not
expected to improve on this
tfrend. Cost reduction inifiatives
will continue and margins are
expected to be stable.
Northcliffe is now focused on
building new revenue
opportunities from its print and
digital products.

Itis not a coincidence that
much of this year's Business
Review echoes that of last
year. It is entirely intentional
and demonstrates our
unwavering commitment fo
the long-term strategic
objectives | laid out on
becoming Chief Executive.
For the Group as a whole, that
strategy remains focused on
our key pillars: investing in
innovation, achieving greater
efficiency, nurturing talent
and driving growth. With these
factors in mind, all of our
businesses will confinue fo
invest in order to secure future
growth and ensure that their
financial and talent resources
are appropriately managed.
My colleagues and | remain
confident that DMGT is well
placed for 2012 and beyond.

Martin Morgan
Chief Executive

These adjusted results are stated
before exceptional items,
impairment of goodwill and
intangible assets, and amortisation of
intangible assets arising on business
combinations. Other than revenue
and operating profit, these adjusted
results are for total operations,
including those treated as
discontinued.

Underlying revenue or profit is
revenue or profit on a like-for-like
basis, adjusted for acquisitions,
disposals, closures and non-annual
events made in the current and prior
year and af constant exchange
rates. For RMS, underlying
percentage movements exclude
RMSI, for dmg:information Sanborn
and for Euromoney Ned Davis
Research. For dmg::events, the
comparison is between events held
in the year and the same events held
the previous time. For A&N Media,
the underlying percentage
movements exclude London Lite,
the discontinued television activities
of Teletext, the digital dating and
data businesses, the Slovakian

print production companies and
the disposal and closure of titles
within Northcliffe.

Adjusted operating profit, the
adjusted fax charge and adjusted
earnings per share for the prior year
have been restated for the change
of presentation of amortisation of
internally generated and acquired
computer software as a charge
against adjusted operating profit.
For the prior year, £17 million has
been reclassified as a charge
against adjusted operating profit.

Percentages are calculated
on actual numbers to one
decimal place.

All references to profit or margin in
this Business Review are to adjusted
profit or margin, except where
reference is made to statutory profit.
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Taken together, these key performance indicators assist

management in assessing the Group’s progress. They are used

to benchmark our success in implementing DMG'T’s global

growth strategy.

Group revenue

N e o~ o
o o o Loy

2011
£1,990m

2010 £1,968m

GROUP REVENUE
DMGT's strategy emphasises

growth for each of its businesses.

Management targets sustained
growth in Group revenue.

Net debt

e o~ @ — [c0) o~ @

™~ o) o~ =}
©

— ~
- o

Group adjusted profit
before tax

= ™~ ] o~ o — ™~ 0 [oN
o = o o = - o o o

2011

£937m

2010 £230m

GROUP ADJUSTED PROFIT

BEFORE TAX

As a portfolio-based Group,
DMGT periodically buys and sells
businesses. This KPI monitors the
Group's adjusted operating
profitability.

Earnings per share

2011 2011
£719m 47.0p
2010 £862m 2010 46.3p
NET DEBT EARNINGS PER SHARE

Management aims to regain
DMGT's investment grade status
by reducing debt. Keeping net
debt:EBITDA between 1.5 and 2
tfimes improves M&A flexibility.

Management seeks above
average growth in adjusted
earnings per share to maximise
overall returns for its owners.

Operating margin %

o

2011
14%

2010 15%

OPERATING MARGIN %

DMGT's investment criteria
emphasise profitable, high
growth sectors. In the long term,
increasing adjusted operating
margin indicates an
improvement in the quality

of its business assets.

Dividend per share

s 38 3 2 =
2011
17.0p
2010 16.0p
DIVIDEND PER SHARE

The Board’s policy is to maintain
dividend growth in real terms
every year.
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Performance of DMGT ‘A’ and FTSE B2B share of operating North American share
All-Share index relative to values profit of operating profit
at 30th September, 1988
15
10
5
@ 828 @ North America
‘89 ‘91193 '95'97 '99 ‘01 ‘03 '05 ‘07 ‘09 ‘11 Consumer Rest of world
— DMGTA — FTSE All-Share Index
2011 2011 2011
0 0 0
2.9% pa. 74% 51%
2010 4.4% p.a. 2010 67% 2010 46%
SHARE PRICE VS FTSE ALL SHARE B2B SHARE OF OPERATING PROFIT NORTH AMERICA SHARE OF
INDEX The growth and profitability of its OPERATING PROFIT

Management monitors the DMGT
share price against the FTSE All
Share Index to assess the Group’s
relative performance against
other UK companies.

International share of
revenues

@ International
UK

2011
33%

2010 34%

INTERNATIONAL SHARE

OF REVENUES

This measures the proportion of
revenue generated outside the
UK. DMGT's long-term strategic
objective is fo develop into a
global growth company. The
KPI measures DMGT's success in
internationalising the business.

business divisions are key
components of DMGT’s strategy.
This KPI tracks the proportion of
operating profit attributable to
B2B activities.

Digital share
of revenues

@ Digital Print

@ Events, Conferences and
training

2011
32%

2010 31%

DIGITAL SHARE OF REVENUES
We expect digital activities
to account for the majority of
DMGT's future growth. This KPI
tracks the rate at which the
Group is monetising its digital
content.

DMGT is committed to
maintaining a significant,
sustainable presence in North
America markets. This KPI allows
management to monitor the
relative profitability of its North
American units.

Subscription share
of B2B revenues

@ subscriptions
Other

2011
21%

2010 19%

SUBSCRIPTION SHARE OF B2B
REVENUES

Subscription-based B2B revenue

is a more stable and less cyclical
revenue source than advertising. It
is also a good proxy for monitoring
growth in B2B digital revenues.

This KPI fracks the Group's ability to
generate high-quality, digital B2B
earnings.

The Group uses adjusted measures
of profit for its KPIs, as defined on
page 21.
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Martin Morgan

Hemant Shah

KEY FIGURES

76159m

Revenue
(2010: £153m)

[47m

Operating profit
(2010: £45m —restated)

Chairman President and Chief Executive ?) O 0
/0
Operating margin
(2010: 30%)
SUMMARY MARKET ENVIRONMENT STRATEGIC FOCUS

RMS had a solid year of
revenue and profit growth,
while increasing its investment
programme that is expected
to generate future, multi-year
revenue growth. Excluding
RMSI, revenues increased 11%
and operating profits by 21%,
somewhat assisted by an
increase in capitalisation of
software development
expense, which is expected to
contfinue into the new financial
year and beyond. RMS’s
margins were maintained
despite the inclusion of RMSI
until the sale of its non-core
elements in August. RMSI
moved from being marginally
profitable to making a loss of
£4 million in the period and
had become non-core, given
the significant growth
opportunities for RMS in its core
insurance markets.

2011 was a very active year
for catastrophes worldwide,

including, among other events,

the Japan earthquake and
subsequent tsunami. Industry-
wide catastrophe losses were
considerable, with impacts on
capital positions, ratings, and
pricing for RMS’s clients and
for the industry as a whole.
Insurers and reinsurers
continued to make progress
adapting to Solvency Il
requirements in Europe,

and RMS clients began the
adoption of its version 11
model releases for North
American Hurricane and
European Windstorm. While
capital markets activity

was somewhat muted as
compared to prior years, there
was increased interest in the
life and pensions space, which
RMS participated in actively,
as a complement to traditional
property/casualty capital
markets business.

RMS’s primary strategic focus
continues to be its new
platform, which is designed
to provide complete solutions
forits clients across the
re/insurance value chain,
including access to
sophisticated models, an
ability to integrate those
models info entferprise-wide
business processes, and
analytics to help clients
make better decisions. Clients
seek upstream capability to
acquire and manage high-
quality exposure data, and
downstream capability to
open and interpret the models,
and then apply these insights
to deliver targeted decision
support for underwriting,
pricing and managing their
business.

RMS underwent a significant
development effort on its new
software platform, begun in
2010, and is working towards a
version 1 release in early 2014
to deliver the full range of new
capabilities and solutions to its
global client base.

In the meantime, RMS
continues to pursue selected
growth areas in its Core
modelling business, as well

as in its Data, Life and Capital
Markets initiatives.
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SEGMENT BUSINESS
PERFORMANCE

CORE BUSINESS

RMS continues to focus
primarily on the commercial
catastrophe modelling
business, which includes
modelling of natural hazards
risks such as earthquake,
hurricane and flood, as well
as terrorism risk and risk from
pandemic diseases. Its primary
market is the global property
and casualty re/insurance
industry, where it currently
serves over 350 customersin
30 countries around the world.
Products and services are
developed and delivered
through the activity of
approximately 930 RMS
employees in North America,
Europe, India, Japan and
China.

RMS models are deeply
embedded in risk decision-
making processes throughout
the re/insurance vertical,
including insurance
companies, insurance and
reinsurance brokers, reinsurers
and the capital markets.

KPIs

During 2011, RMS released
substantial updates to two of
its core peril models, Atlantic
Hurricane and European
Windstorm, which reflected
the incorporation of significant
new hazard and loss data, as
well as advances in research
and technology since the
models were last updated.

DATA SOLUTIONS

RMS continues to expand
‘upstream’ from its models to
provide its clients with data
and data management
solutions. In 2011, RMS
completed additional sales

of its Data Quality Toolkit,

a product which integrates
client business rules with RMS
analytics to ensure that data is
complete, consistent, accurate
and fit for purpose. RMS is
currently assessing the future
Data product roadmap to
align it with the planned rollout
of additional capabilities on its
new software platform.

CAPITAL MARKETS/LIFERISKS

The capital markets
experienced a relatively

less robust year in terms

of issuance, and RMS
participated in fewer
fransactions than in previous
years, as the release
fimeframe for its version 11
Hurricane and Windstorm
models prevented RMS from
engaging the market for
certain periods of the year.
RMS continues to see potential
growth opportunities in the Life
and Pensions space, and in the
capital markets for that sector,
and has dedicated additional
resources to this potential
opportunity.

OUTLOOK

RMS has started the new
financial year strongly with
a solid sales pipeline and
arange of significant
development programmes.

KEY DEVELOPMENTS
Revenues increased
by 4% with consistent
operating margins.
Operating profit
increased by 6%.
RMS’s investment
programme was
increased.

SUBSCRIPTION RENEWAL RATE
FOR RMS

Risk Management Solutions revenue (£m)

0 20 40

60 80 100

Risk Management Solutions operating profit (£m)

120 140 160

20 25 30

35 40 45 50

Commentary

RMS continued its growth
record. Comparative numbers
were affected by the sale of
the non-core elements of RMS
without which underlying
revenues increased by 11%.

Commentary

RMS continued its growth
record. Underlying profits
rose by 21%.
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David Dutton

Suresh Kavan

KEY FIGURES

£238m

Revenue
(2010: £231m)

[47m

Operating profit
(2010: £47m —restated)

Chairman Chief Executive Officer 2 O 0
/0

Operating margin
(2010: 20%)

SUMMARY Landmark Information Group OTHER MARKETS

dmg:information’s Profits were ~ lsO increos'ed both revenues 2011 2010 Movement

unchanged at £47 millionina  and operating profits. _ gm £m %

year where we continued to Landmark provides information  Revenue

fragile, recovery in the markets : : )

our businesses serve. property markets in the UK. Pisconfinued 16 22 28%

) This robust performance was Total 148 148 -
Reporfed revenue mcreoseq particularly pleasing as market  Operating
by 3% to £238 million. Underlying Profit 30 3] 3%

revenues grew by 7%, a
good performance given
the economic backdrop.
Underlying operating profits
grew by 9% year-on-year.

PROPERTY INFORMATION

2011 2010 Movement
£m  £m %
Revenue 89 83 +8%
Operating
Profit 21 20 +6%

Operating profit from the
property information
companies increased by 6%
with revenues up 8%.

In the US our market-leading
provider of environmental
information, Environmental
Data Resources (‘EDR’),
continues fo operate in

a fragile commercial real
estate market. Despite the
challenging conditions both
revenues and profits increased
as the company continued o
deepen its market penetration
and enhance product
offerings to embed them more
info customers workflows.

activity levels in both remain
significantly below the historic
norm, with for example UK
residential housing transaction
volumes in 2011 being
approximately half of the
historic norm. Landmark has
successfully expanded its
product range, increasingly
serving the lenders in addition
to solicitors and consultants.

In June we completed the
acquisition of On-Geo in
Germany and, through
combining the On-Geo

and Inframation businesses,
Landmark now enjoys a market
leading position in the German
market.

dmg::iinformation’s investment
in BUILDERadius, an early-
stage property information
business, has progressed
satisfactorily.

The other markets served

by dmg:iinformation’s non-
property companies are
financial, education and
energy which in aggregate
account for 60% of underlying
revenues.

Sanborn, operating in the
geospatial market, was sold in
September to management
with dmg::iinformation
retaining a non-controlling
interest in the company.

In total, underlying revenue
across the financial, education
and energy markets was up 8%.

26 DAILY MAIL AND GENERAL TRUSTPLC ANNUAL REPORT 2011




A LPE e

Business Review

-

\
eeoe

DMG INFORMATION

AT A GLANCE

CHAIRMAN'S STATEMENT
BUSINESS REVIEW
CORPORATE RESPONSIBILITY

DIRECTORS’ REPORT

CORPORATE GOVERNANCE

REMUNERATION REPORT

FINANCIAL STATEMENTS

SHAREHOLDER INFORMATION

In the financial information
market, Trepp is the market
leader of information to the
Commercial Mortgage-
Backed Securities (‘CMBS’)
market. The market place
has been particularly

volafile during the year; the
fundamentals have improved
and as a consequence
spreads on bonds have
narrowed leading to
speculative investors, seeking
a high yield, exiting the
market. At the same time
new issuance remains muted
and longer-term investors are
holding off on rebuilding their
activity. Fortunately, the need
for Trepp analysis and insight
continues fo grow. Trepp has
also expanded its product
offerings, largely offsetting
the difficult near-term market
environment.

Lewtan, offering products to
both investors and issuers in
the Asset-Backed securities
market, released a major
upgrade of its core ABSNet
product in the year and saw
good growth following the
launch of its ABSNet Loan
product line. The market

KPIs

conditions remained
challenging for its products
and services focused atf the
issuer of securities and in
particular revenues from one
major client declining impacted
overall performance.

Hobsons, our education
information business,
increased underlying revenues
by 17% and margins improved
slightly as we benefit from

the operating leverage.
Hobsons provides products

to education professionals

to assist in the preparation,
recruitment, management
and advancement of students
and continues to increase its
market share. Approximately
75% of Hobsons' revenue

is generated in the US with

the balance in the UK and
Australia. The US high school
division, Naviance, again grew
parficularly strongly in the year.

The energy trading markets,
served by Genscape,
remained turbulent. Genscape
grew modestly with an
expanding product range, in
particular from the new
launches providing information
on the oil market.

OUTLOOK

dmg:information expects to
drive confinued solid organic
growth, due to the strength

of its market positions and
through new launch initiatives.

KEY DEVELOPMENTS
Underlying operating
profit increased by 9%.

Margins remained
stable.

HOBSONS REVENUES
GENERATED IN THE US

dmg:iinformation revenue (£m)

o =
~N

o

25 50 75
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dmg:iinformation operating profit (£m)
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Commentary

dmg::iinformation continued its
impressive growth record.
Reported revenues rose by 3%,
an underlying increase of 7%.

Commentary

dmg:iinformation maintained
its operating profits, but with
an underlying increase of 9%.
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Suresh Kavan
Chairman and
Chief Executive Officer

Galen Poss
Chief Operating Officer

KEY FIGURES

751?)2m

Revenue
(2010: £110m)

75?)9m

Operating profit
(2010: £30m)

29%

Operating margin
(2010: 27%)

SUMMARY

dmg::events had a good year
with both underlying revenues
and underlying profits
increasing by 14%. The strong
momentum that started in the

latter half of 2010 has continued

through the past year due to
exhibitions and events being a
late-cycle media.

The reported revenues and profits
benefited from two of our large
biennial shows taking place in

the year and were up 20% to £132

million and up 28% to £39 million
respectively. Both Gastech and

ADIPEC were held during 2010/11,

while only one large biennial
event, the Global Petroleum
Show, occurred in 2009/10.

The sale of George Little
Management (‘GLM’), our
business serving the retail (Gift,
Surf & Jewellery) markets,

including the bi-annual New York

International Gift Fair, was

completed in September for total

consideration of £108 million.

KPIs

GLM reported operating profits
for the year of £16 million on
revenues of £45 million.

dmg::events is now organised
into four operating units, covering
the sectors Energy, Leadership
Conferences, Digital Marketing
and aregional unit in the
Middle East.

In the Energy sector, the Gastech
event, held in Amsterdam,
generated revenues 31% higher
than the previous show and was
ahuge success. The next event is
scheduled to be held in London
in October 2012 after the London
Olympics and will fall info our
2012/13 financial year.

Although the economic
uncertainties in the Middle East
have presented challenges our
Middle East operating unit was
able to increase both revenues
and profits. The Big 5 show in
Dubai, which is our largest
individual event, was similar in
scale to prior years and ADIPEC,
alarge biennial show held in

Abu Dhabi, increased significantly
in both revenue and Profit terms.

New launches are playing an

increasing role in the dmg::events

division and, during the year, the
Big 5 franchise was successfully
expanded with alaunchin
Saudi Arabia. Further launches
are planned for next yearin
both the Energy and Middle East
operating units.

Evanta, our leadership
conferences brand, also
expanded aggressively with
revenues growing by 42% with
regional events throughout the
US targeted at Chief Information
Officers and at finance and
human resource professionals.

Finally, our digital marketing unit,
where the main events are
operated under the Ad:tech
brand grew revenues by 19%,
fuelled by growth of the
established events in both
London and New York and a
successful launch in Tokyo.

OUTLOOK

For2011/12, dmg::events expects
fo achieve high single digit
underlying revenue growth. The
reported results will be affected
by the disposal of GLM and by
the absence of Gastech and
ADIPEC. Only one of our three
major biennial shows will be
taking place, the Global
Petroleum Show in June 2012.

As a consequence, dmg:events
expects alow single digit decline
inreported revenues (excluding
GLM) with operating margin of
around 20%.

ATTENDEES AT ADIPEC 2010

dmg::events operating profit (£m)

30 40

Commentary

dmg::events reported record
profits, driven by the strong
performance of its biennial
and annual events.

KEY DEVELOPMENTS
Underlying revenue
increased by 14%.
Margins improved by
2% to 29%.
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Padraic Fallon

Richard Ensor

KEY FIGURES

7536?)m

Revenue
(2010: £330m)

759?)m

Operating profit
(2010: £96m)

Chairman Managing Director
20
0
Operating margin
(2010: 29%)
SUMMARY global sales resources. The quality of Euromoney'’s KEY DEVELOPMENTS

Euromoney achieved an
operating profit of £93 million
onrevenues up 10% to £363
million. This operating
performance is stated after
deducting a charge for its
management incenfive
scheme, the CAP, £12 million
higher than last year including
an additional accelerated
CAP expense of £7 million due
to the earlier than expected
achievement of its profit
target. Underlying revenue
growth was 12% and
underlying profits were up 11%.
This revenue growth,
combined with tight control of
headcount, helped
Euromoney maintain its margin
before the CAP in spite of
significant investment in new
products and technology.

STRATEGY

Euromoney continued its
ambitious programme of
investing in new technology
and content delivery
platforms, particularly for the
mobile user, and in new digital
information products, as part
of its migration to a global
online information business.

In addition, it undertook

a substantial investment
programme at two of its

most important electronic
information businesses, BCA
Research and CEIC Data, with
a view to building rapidly the
quality and coverage of their
products and expanding their

In August it completed the
acquisition of Ned Davis
Research (NDR). NDR produces
data, financial models, charts
and independent market
commentary to help clients
execute their asset allocation
strategies. All of its content is
published online and the
acquisition is expected to
increase the proportion of
Euromoney's revenues derived
from subscriptions to more
than 50% for the first time.
Euromoney intends to apply

a similar investment strategy
to NDR as it has done so
successfully with its other
independent research
business, BCA Research, and
build a range of new
infernational products and
drive revenue growth through
an expanded global sales
team. The early signs of frading
at NDR are encouraging.

TRADING REVIEW

Underlying subscription
revenues, which account for
nearly half Euromoney’s
revenue, increased at arate
of 11%, an underlying increase
of 14%. This double digit
subscriptfion growth continues
to be generated by its premium
online research and data
services such as BCA Research
and CEIC Data, contrasting
with the lower growth rates of
the traditional print publishing
businesses.

event portfolio was
demonstrated by a 20% growth
in sponsorship revenues. The
event businesses have been a
key driver of Euromoney’s strong
recovery over the two years
since the global credit crisis.
Revenues broadly comprise an
equal mix of both sponsorship
and paying delegates, and the
growth in the yearreflects the

success of Euromoney’s strategy

of building large, must-attend
annual events in niche markets,
and continually investing to
grow these events while adding
new, smaller events as markets
improve. The recent market
uncertainty has had limited
impact on Euromoney’s event
businesses, while delegate
bookings for training courses
have held up well.

Underlying revenue
increased by 12%.

Acquisition of Ned
Davis Research.

REVENUES DERIVED FROM
EUROMONEY SUBSCRIPTIONS
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FINANCIAL PUBLISHING

Revenues, approximately

50% of which are advertising-
related, increased by 5% to £84
million. Advertising revenues
came under pressure towards
the end of the year, but the
increased investment in digital
publishing has contributed to
an increasing proportion of
advertising revenues from
online rather than print, and

a strong performance from
products less dependent on
advertising such as Euro Week
and Institutional Investor
Research.

BUSINESS PUBLISHING

Euromoney's activities outside
finance cover a number

of sectors including metals,
commodities, energy,
telecoms and law, with only
35% of revenues derived

from advertising. Revenues
increased by 7% to £60 million,
but margin dropped by 2
percentage points due to the
impact of investment in digital
publishing, particularly in
businesses such as Metal
Bulletin and legal publishing.

KPIs

TRAINING

This division predominantly
serves the global financial
sector with a strong focus on
emerging markets. After a slow
start to the calendar year, due
partly to the political unrest

in the Middle East, delegate
bookings improved from June
and the division finished the
year strongly. Training revenues
for the yearincreased by 9%

to £33 million and adjusted
margin was maintained at 24%.

CONFERENCES

AND SEMINARS

Revenues comprise both
sponsorship and paying
delegates and increased by
12% to £86 million. Margin was
unchanged at 31%. Growth
has come across all sectors but
in particular from those outside
finance such as metals, coal
and telecoms which have a
higher emerging market
exposure.

RESEARCH AND DATA

Revenues are predominantly
derived from subscriptions and
increased by 16% to £104 million.
Margin fell by one percentage
point to 41% reflecting the
investment programme at BCA
Research and CEIC Data.

OUTLOOK

2012 promises to be more
challenging and, as usual,
forward revenue visibility
beyond the first quarteris
limited other than for
subscriptions. Euromoney plans
to continue its programme of
investing in the digital
fransformation of its publishing
businesses, and in improving
the quality of the product and
expanding the sales resources
of its research and data
businesses including the
recently acquired Ned Davis
Research.

It is well prepared for the
challenging markets ahead
and in a stronger position than
it was at the start of the last
financial crisis, and will
continue to pursue its
successful strategy of investing
in new products, digital
publishing and selective
acquisitions to drive further
long-term growth.

Euromoney revenue (£m)

‘11

‘09
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Euromoney profit (£m)
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160 200 240
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Commentary
Euromoney grew its revenues
by 10% in 2010/11.

320 360 400

Commentary

Underlying revenue growth
and tight control of headcount
drove a strong profits
performance despite an
additional charge of £12
million for Euromoney’s CAP.

70 80 90 100
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Kevin Beatty
Chief Executive, A&N Media

KEY FIGURES

761,098111

Revenue
(2010: £1,144m)

759?)m

Operating profit
(2010: £116m —restated)

3%

Operating margin
(2010: 10%)

A&N MEDIA

The A&N Media business
portfolio has evolved
significantly over the last three
years and is now very much
focused on leading positions
in the markets in which it
operates.

A drive for efficiency has
delivered a leaner and more
robust base on which to grow.
Alongside this, investment
confinues in new and
emerging business models
(Local People, Wowcher and
Mail Digital), which have the
potential fo be strong profit
contributors. The removal of an
executive level supporfing the
former Associated Northcliffe
Digital central function
fowards the end of 2009/10 has
put digital very much at the
heart of the business, as well as
reducing central costs.

The pursuit of cost efficiencies
in shared back office functions
and service centres to support
the development of the
individual businesses
continued during 2011 with
sizeable savings delivered

through print operations,
finance shared services,
technology and the
strengthening of analytical
support through the
infegration of strategy with
customer insight.

MARKET AND COMPETITIVE
POSITIONING

Consumer media consumption
has rapidly changed in recent
years and will confinue to

do so as digital channels

(fixed and mobile) continue

to take share.

The complex and rapidly
changing competitive
landscape across consumer
media makes the competitor
set for A&N Media increasingly
complex. The boundaries
where our businesses operate
and compete has extended
over the last three years as we
enter new adjacent markets,
begin to utilise new channels/
devices (mobile, TV, online,
print) and operate with a
mixture of different business
models (e.g. subscription,
advertiser funded, consumer

pays).

2011 PERFORMANCE
Revenues for the year were
£1,098 million, an underlying
decrease of £22 million or 2%,
though 4% lower on a reported
basis, reflecting that some
underperforming business
activity was discontinued. The
festing economic conditfions
adversely affected Northcliffe's
classified revenues and the
Mail titles’ display advertising
revenues and a further hike in
the price of newsprint, led to
its underlying operating profits
decreasing by £32 million
(-26%) to £93 million. A&N
Media’s margins fell from 10%
to 8%. Headcount reduced

by 740 (10%) during the year.

All underlying year-on-year
comparisons are on a like-for-
like basis, excluding
discontinued operations.
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Lord Rothermere
Chairman, Associated
Newspapers

Paul Dacre
Editor in Chief, Associated
Newspapers

KEY FIGURES

75862m

Revenue
(2010: £883m)

7676m

Operating profit
(2010: £89m —restated)

LA

Operating margin
(2010: 10%)

Kevin Beatty
Chief Executive, A&N Media

After a strong first quarter,
challenging economic
conditions affected the
second and, in particular,

the third quarter, with an
improvement seen fowards the
end of the year. Total revenues
were down £21 million or 2%,
due mainly to the impact of
closed or sold businesses and
lower display revenues from
the two Mail titles. Improved
revenues were seen from
Metro, MailOnline and the
recruitment and property
digital businesses, resulting in
total underlying revenues of
£858 million, marginally ahead
of last year. Total underlying
advertising revenues of

£442 million were unchanged
from last year.

Due to the reported fall in
revenues and the increased
price of newsprint, operating
profit for the year fell by

£13 million to £76 million.
Continued control of costs,

in particular reduced
promotional activity and staff
cost savings in part helped
mitigate these adverse
variances, but operating
margins were down 1% to 9%.
An exceptional operating
charge of £42 million

(£19 million of which was
non-cash) was made for
restructuring and closure
costs, the largest portfion
relating to print site
restructuring and closures.

UK NEWSPAPER OPERATIONS
Underlying circulation
revenues fell by 2% to £343
million although this was in
part aresult of temporary
price discounting by The Mail

on Sunday in an initiative to
attract new readers following
the closure of The News of the
World in July. Underlying
advertising revenues were 2%
lower at £340 million, a strong
performance by Metro and
MailOnline in particular offset
by lower display revenues on
both Mail titles. Our two largest
categories, retail and travel
saw revenues decline by 5%
and 6% respectively, but there
was a 2% growth in total from
other categories. Underlying
print advertising revenues
declined by 4% this year, but
underlying digital revenue
from the newspaper titles’
companion sites increased

by 56% to £19 million. After a
difficult third quarter, which
saw advertising 10% lower than
the prior year, the final quarter
saw revenues only 1% lower,
with September marginally
ahead of the prior year.
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MAIL NEWSPAPERS

The Daily Mail increased its
share of the national daily
newspaper market by 0.5% to
21%, a new record, during a
year which saw the weekday
cover price increased by 5p
to 55p in July. Daily circulation
averaged 2,070,000 copies,
which was only 2.4% down
year-on-year compared to

a contfraction in the overall
market, excluding the Daily
Mail, of 5.5%.

The Mail on Sunday’s average
circulation for the year rose
by 0.01% to 1,989,000 copies,
compared to a fallin the
national Sunday market of
10.3%, excluding The Mail on
Sunday, and partly reflected
gains in sale following closure
of The News of the World in
July. The Mail on Sunday’s
share of the total market
increased by 1.7% to a new
high of 20.7%, and it firmly
established itself as the market
leader during the last quarter
of the year.

In May the national titles
launched a new promotional
initiative, the Mail Rewards
Club, with the twin objectives
of building sales more
efficiently and the retention

of existing readers. This has
helped to attract new readers
and to date, 600,000 members
have registered.

Despite the further significant
rise in newsprint prices, the
cost base of the two national
fitles was again reduced
through savings in other areas,
most notably promoftional
cost efficiencies and lower
production charges.

MAILONLINE

Mail Digital made further
progress this year, recording a
65% improvement in revenue.
Traffic to its primary website,
MailOnline, increased
significantly, largely through its
targeting of the US market. This
has confributed towards a 62%
year-on-year increase in US
daily unigue visitors in October
2011.

On a global basis, MailOnline
became the world’s second
largest English language
online newspaper. We see
digital publishing as a growth
opportunity, and a means of
extending the Mail brand.

FREE NEWSPAPERS

The Free Newspaper business
had another strong year.
Revenue growth of over

£10 million or 14% and good
cost control resulted in record
profits. In November 2010,
Metro increased its daily
distribution by 4% to 1,385,000
copies. Total costs rose due to
increased print runs, newsprint
prices, larger paginations due
fo advertising volumes and
higher distribution charges.
Traffic fo Metro.co.uk saw
strong growth during the year,
up 47% to an average of 4.4
million UK unique visitors per
month in September, with
global visitors growing by 55%
to arecord 8.6 million in the
same month. Digital revenue
grew by 33% in the year.

KEY DEVELOPMENTS
Market share of
national titles increased
again.

Strong growth in
MailOnline visitors
and revenue.

Profits lower due to
display advertising and
higher newsprint
prices.

Costs in line with last
year excluding
newsprint.

Metro records highest
ever operating profits.

Strong growth in
digital audience and
revenues across the
newspaper companion
sites as well as the
recruitment and
property digital
businesses.
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MAILTODAY, INDIA

Mail Today, the Delhi-based
daily newspaper, in which
Associated holds a 26%
interest, though still loss-
making, has grown revenues
by over 50% year-on-yearin
the last six months (advertising
up 48%, circulation up 21%).
The relationship with our
partners will be the foundation
to extend MailOnline’s
presence in this market.

PRINTING

During the year, plans to
relocate the Group's print
operations from Surrey Quays
to a new site in Thurrock were
announced. The process is
on track and significant cost
savings have already been
made as print operations are
streamlined in advance of the
fransition.

DIGITAL OPERATIONS
Underlying revenue (excluding
closures and disposals)

from the portfolio of digital
companies was up 5%
year-on-year to £84 million.
Recruitment and property
sectors both grew strongly,
offset by challenging markets
in the motors and travel
sectors. The digital only
businesses profit of £6 million
fell marginally on prior year
levels. The benefit of the
closure of loss making
businesses last year helped to
improve margin. This was
despite confinuing to invest in
products and marketing across
all the digital businesses, as
well as supporting the
international expansion of our
recruitment business.

RECRUITMENT

Revenues grew by 15% in the
year. The flagship recruitment
portal, Jobsite, maintained its
commitment to invest in brand
building with multiple TV
campaigns, resulting in record
fraffic (up 19% year-on-yearin
September) and uploaded
CVs. In addition, the number of

customers in September was
10% higher than a year ago.
Vacancy volumes grew
strongly throughout the year,
with the number advertised
in September being 18%
higher than the previous
year. Considerable strategic
investment was maintained in
rolling out the international
expansion plans for some of
the key specialist recruitment
activities. Broadbean, a
leading multi-poster of
vacancies and tracking
information for recruiters,

has confinued to expand its
interests in both the US and
Europe. Oilcareers, a leading
job-board in the energy sector,
has, following on fromits
expansion into the US, recently
launched into the Canadian,
Middle East and Australian
markets.

PROPERTY

The Digital Property Group
(‘DPG’) incorporating
FindaProperty.com,
Primelocation.com and
Globrix.com, continues

to provide a distinct and
differentiated offering,
delivering substantial value

fo our customers through
increased buyer leads, seller
instructions and up-sell
services. Revenues grew by
15% in a very depressed
property market. Substantial
increases in marketing spend
resulted in a drop in operating
margins to 13%, from 17%

last year. This growth in
promotional spend helped
DPG increase the number

of UK estate agent branches
using its services by 20% to
over 12,600. In September, 8.9
million home searches used
DPG’s websites, a 17% increase
on last year. In October 2011
A&N Media announced it had
agreed to merge its digital
property business with that

of Zoopla to provide areal
alternative to Rightmove, the
dominant player in this market.

TRAVEL

The travel business operates

as an aggregatorin the travel
sector, under ftwo brands,
Teletext Holidays, in the late
booking ‘package’ market,
and Villarenters, in the
self-catering rental market. This
business has suffered markedly
due to the pressures on
consumer spending, with the
number of bookings over the
key summer period (June—
August) 8% lower than last
year. In December, Teletext
Holidays ceased broadcasting
on the analogue TV service
and in January it outsourced
its retail operation.

Revenues were 41% lower
than last year. Excluding the
revenues from Analogue

and the Retail operation

that closed in January, the
underlying decline was 10%.
Substantial investment was
made in marketing the Teletext
Holidays brand during the
year, to rebalance the
customer demographic from
an ageing consumer fo one
more representative of UK
holiday buyers. Holiday
searches on the site increased
by 24% reflecting the desire to
seek late available holidays,
despite the economy.

MOTORS

The UK's automotive sector
had a very tough year, the
effects of which have been felt
in our Moftors digital business.
Revenues were down 10%
year-on-year. However, the
company's underlying growth
continued with dealer
numbers up 4% and the
number of vehicle listed
increasing by 5% over the year.
The business also extended its
reach through partnerships
with regional newspaper
groups, adding Archant, NWN
Media and Scottish Provincial
Press to its existing five
partnerships.

YEAR-ON-YEAR INCREASE IN
US DAILY UNIQUE VISITORS

TO MAILONLINE

62%
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CENTRAL & EASTERN EUROPE  printing revenues have also OUTLOOK
A&N International’s operating ~ 9rown strongly. Heoollco.u.nf has  For2011/12, Associated expects
profits grew by £0.4 million to beenreduced and ssignificant 15 gchieve low single digit

£3.7 million on revenues down  €ost savings were made. revenue growth, due in part
10% to £30 million. Underlying The year-on-year decline to the positive impact of the
profits were in line with the in print revenues slowed Olympics.

prior year, with print towards the end of the year.

advertising revenues declining  The performance of digital

by 13%, but circulation and revenues has improved.

digital revenues growing by 1%
and 10% respectively. Contract

KPIs

Associated Newspapers Circulation performance v market frend 1994/95 -2010/11

160

80

)

'94/'95  '95/'96 '96/'97 '97/'98 '98/'99 '99/°00 '00/'01 '01/'02 '02/'03 '03/'04 '04/°'05 '05/'06 '06/'07 '07/'08 '08/'09 '09/'10 '10/'11

Daily Mail +13.4% —— Mail on Sunday +0.6% ——— Other Daily Nationals -38.0% Other Daily Nationals -38.0%
Revenue (%) UK revenue by source (%) ANL operating profit (%)
2011 2010 Change 2011 2010 2011 2010
£m  £m % % £m  £m £m  £m
@ Daily Mail / @ Circulation 41% 343 351 @ UK Newspaper
;:isé}c\ylon ‘o5 637 ) @ Advertising ope'rohons 94 120
— display 32% 270 283 Digital only
® Metro 82 72 +14% P businesses 6 6
. . Advertising )
® MailOnline 16 10 +65% _classified 6% 51 52 In.TernofilonoI 4 3
® Jobsite 39 33 +16% o Digital % 19 12 DlsconTmued
The Digital operations - (8)
Property Ofher 4% 31 23 Discontinued and
Group 30 26 +16% Newspaper other costs (28) (32)
fi 85% 714 721
International 30 29  +3% operations % Total 76 89

Digital only
Other (motors, i
b N% 89 95
travel, others) 53 48 +10% Dt-Jsmesses 2
iscon-
Closures 4 28 - tinued 0% - 9
Contract
Total 862 883  (2%) print 4% 29 25
Total 100% 832 850
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Kevin Beatty
Chairman, Northcliffe Media

Steve Auckland
Managing Director,
Northcliffe Media

KEY FIGURES

£230m

Revenue
(2010: £261m)

£17m

Operating profit
(2010: £27m)

7%

Operating margin
(2010: 10%)

Northcliffe’s titles continued to
be affected by weak
advertising markets. The
recruitment and noftices’
categories were affected by
low private sector demand
and Government budget cuts.
The company continued its
restructuring and process
innovation and delivered
year-on-year underlying cost
savings of £15 million or 7%.
Restructuring costs of £11
million (all cash) are treated as
exceptional items this year.
Total headcount reduced by a
further 19%, or 602 people.

NEWSPAPER SALES

Reported newspaper sales
revenues fell by 8% or £4 million.
On a like-for-like basis
(excluding a change in
accounting treatment for
distribution costs), revenues
were down 2%. Cover price
increases were implemented
across the majority of fitles
where prices had historically
been below the Industry
average.

Our weekly paid-for portfolio
continues to perform ahead of
the industry average. For the
January to June 2011 ABC
period, circulation was down
4.7%, outperforming the
average of the fop four
regional publishers which
were down 6.3%.

For the January to June 2011
ABC period, circulation of

the dailies was down 8.2%
compared with an average
decline of 7.2% experienced by
the top four regional publishers.
Three daily paid for titles, in
Exeter, Torquay and Scunthorpe,
have converted to weeklies with
sales significantly ahead of the
best performing day (whenin
daily format). In October 2011,
the daily title In Lincoln also
converted to a weekly.

During the financial year,
Northcliffe sold seven titles (in
Forest of Dean, Hereford,
Shrewsbury, Leek and Uttoxeter)
and closed a further 10 free
fitles.

ADVERTISING

After a more modest 6%
year-on-year decline in the first
quarter, reported advertising
frends have remained
consistent at -12% in quarter 2,
-10% in quarters 3 and 4,
resulting in a 10% full year
decline year-on-year. Excluding
the title disposals noted above,
advertising revenues are down
9% for the year.

The increase in unemployment
levels is showing no signs of
slowing. Budget cut
announcements have, as
expected, had a heavy impact
on our private and public sector
recruitment spend. Recruitment
revenues fell by 29%. In response
to the challenge in the
recruitment category,
Northcliffe has restructured its
rate and advertising package
structure to help improve its
position in this very competitive
market place.

In the property category,
revenues fell by 5%, a reflection
of the tough property market
where the level of mortgage
approvals fell by 5% on the
previous year.

Motors advertising was down 8%
in 2011 as the level of private
new car registrations was well
down on last year.

Retail advertising, Northcliffe's
largest category in 2011, fell by
3% in the full year. UK Retail sales
statistics continue to show little
or no year-on-year underlying
sales growth.

All the other advertising
categories combined fell 7%.

KEY DEVELOPMENTS
Underlying decline

in UK revenues of
£25m (7%).
Continuing weak
economic climate
and UK Government
austerity measures
affect key advertising
categories.

Restructuring activities
delivered underlying
year-on-year cost
savings of £ 15m.

Portfolio changes
strengthen our market
position — four paid for
daily titles converted to
weekly publication.

Sale of titles in Leek,
Forest of Dean,
Hereford, Uttoxeter and
Shrewsbury.

Investment continues
to improve the quality
of titles and platforms.
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NORTHCLIFFE DIGITAL

The Northcliffe Digital strategy is
to diversify from a proposition
focused on local news fo sites
which have a wider range of
local content and greater
commercial opportunities for
our small and medium-sized
enterprise (SME) customers. To
achieve this the Thisis network
has been relaunched on a new
platform which includes a far
greater range of commercial
opportunities for our advertisers
and potential for user
generated confent creatfion.

The Northcliffe Digital audience
has continued fo grow. Unique
users across the Thisis and
Localpeople networks reached
5.3min September, a growth

of 13% versus last year. Most
importantly both user
contributions and commercial
response increased sharply.
Over 100,000 pieces of content
were created by users in
September 2011, an increase of
46% year-on-year. Page views of
the business directory product,
the core of the suite of products
sold to SMEs by Northcliffe
Digital, increased 80% year-on-
year with a growth of 92% in
number of tracked calls to
advertisers. For the full year
revenues generated from
business directory listings
increased 54% year-on-year.
The portfolio of LocalPeople
sites (aimed at communities of
up o 60,000 people) reached
160 by September.

The strength of our digital
offering and continued
audience growth has enabled
revenue increases in all of our
key categories, apart from
recruitment (down 17%) and
notices (down 12%), where
market pressures were
universally felt - revenues from
other categories were up 6%
in total. Digital revenues not
associated with a print sale
grew fo account for 36% of
business in September, up 105%
year-on-year.

COSTS

Northcliffe has continued

to drive down operational
costs. These have reduced by
£15 million or 7% compared to
the same period last year.

Staff costs fell by £8 million or 9%
as headcount was reduced by
602 or 19% since September
2010. Greater efficiency has
been delivered across all
departments.

Production and distribution
costs have reduced by £9
million or 17%. Some savings
were as a consequence of
lower activity levels. However,
more significant reductions
have been made through
further rationalisation of the
product portfolio, product
format and distribution
changes.

During the year, Northcliffe
dismantled its regional
operating structure, divided the
business between print and
digital activities and changed
the senior management feam
structure. Steve Auckland,
formerly managing director of
Metro, was appointed MD of
Northcliffe's print publishing
business and three new MDs
were appointed to businesses in
Hull, Leicester and Bristol. There
have also been a number of
editorial changes. Roland Bryan
leads the digital businesses.

OUTLOOK

For 2011/12, Northcliffe expects
a contfinuation of its current
underlying revenue trends
which track those experienced
for 2010/11.

NUMBER OF LOCAL PEOPLE SITES

KPIs

Revenue analysis

2011 2010
£m  £m %

@® Advertising

—in print 151 169 64%

® Circulation 60 65 25%

Digital 18 19 8%

O Ofther 7 8 3%
236 261
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Stephen Daintith
Finance Director

KEY FIGURES

+19%

Revenue

-5,

Operating profit

+29%,

Earnings per share

The purpose of this review is to outline key

aspects of the Group’s performance over

the last year and of its financial position.

ACCOUNTS

This Financial and Treasury
Review focuses principally

on the adjusted results* to give
a more comparable indication
of the Group's underlying
business performance. All
year-on-year comparisons are
on a like-for-like basis after
adjusting the prior year results
for the change of presentation
of amortisation of internally
generated and acquired
computer software as a
charge against adjusted
operating profit.

A discussion of restructuring
and impairment charges and
otheritemsincluded in the
statutory results is set out after
the divisional performance
review and in the segmental
note. In the prior year statutory
results, the Group's radio
division is shown within
discontinued operations for
the period to 16th December,
2009. The adjusted results are
summarised on the right:

*See definition on page 21.

2011 2010
Adjusted results £m £m Change
Revenue 1,990 1,968 +1%
Operating profit 286 300 -5%
Income from joint ventures
and associates 5 2
Net finance costs (54) (75)
Discontinued operations - 3
Profit before tax 237 230 +3%
Tax charge (35) (31)
Minority interest (22) (21)
Group profit 180 178 +1%
Adjusted earnings per share 47.0p 46.3p +2%

Adjusted Profit before tax
rose by 3% to £237 million,
benefiting from reduced

net finance costs.

KEY HIGHLIGHTS

* Good B2B
performance with
revenues up 8% and
profits up 4%.

* Challenging year for
consumer businesses
leading to reduced
profits, down 20%.

* Underlying Group
operating profit and
operating margin
unchanged.

* Net debt to EBITDA
ratio of 1.99 times,
with net debt down
£143m to £719m.

¢ Dividend increased
by 6%.
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REVENUE

Group revenue for the year
was £1,990 million compared
with £1,968 million for the prior
year, an increase of 1% on
areported basis and an
underlying increase of 3%.
Revenues from the B2B group
fotalled £892 million, 8% higher
than last year, with an
underlying increase of 10%.
A&N Media's revenues for the
year were £1,098 million, an
underlying decrease of 2%,

Graph 1 Revenue by activity (%)
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though 4% lower on a reported
basis, reflecting that some
underperforming business
activity was discontinued in
the prior year. The testing
economic condifions adversely
affected Northcliffe’s classified
revenues and the Mail titles’
display advertising revenues.

The analysis of revenue by

activity, illustrated in graph 1,
shows that the percentage of
total revenue from consumer

media has fallen slightly this
year and is now 55%, down
from 66% in 2007. Graph 2
shows the geographic split of
revenue. This shows that 65% of
total revenue by source was
generated by UK businesses,
compared with 74% in 2007.

Graph 2 Revenue by geographical area (%)
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OPERATING PROFIT
Operating profit was down

by £14 million or 5% on the
equivalent figure for the prior
year at £286 million, but flat
on an underlying basis. Overall
operating margin fell from
14% to 15% due to a slight
deterioration in our consumer
businesses. Underlying margin
was unchanged at 16%.

Operating profit is stated
before charging £53 million

as

costs, principally within A&N
Media. This charge includes
reorganisation costs of

Graph 3 Operating profit by activity (%)
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£29 million, accelerated
depreciation of property,
plant and equipment of

£15 million, principally relating
fo the proposed move to
Thurrock and impairments

of fixed assets of £9 million.

The charge for amortisation

of infangible assefts fell by

£12 million to £43 million. The
Group also made a charge for
the impairment of infangible
assets of £24 million, largely
relating to A&N Media.

The analysis of operating profit
by activity is shown in graph 3.
This shows that 74% of this

exceptional operating

Unallocated central costs

year's operating profit was
generated from the Group's
B2B operations and 26%

from consumer, compared to
50% and 50% in 2007. These
percentages have been
calculated after allocating
Head Office costs of £33 million
on the basis of revenues.

More than half of the Group's
operating profits were again
derived from outside the UK
with 51% coming from the US.

The Group's B2B companies
increased their overall profit*
by £8 million or 4%, despite an
additional charge of £12
million for Euromoney’'s CAP.
The underlying increase was
14%. The largest increase was
by dmg::events (£9 million).
There were increases also at
RMS (£2 million).The average
sterling: US dollar exchange
rate for the year was £1: $1.61
(against £1:$1.56 last year).

Within consumer media,

the profits of A&N Media
declined by £23 million or
20%. Underlying margins* fell
from 10% fo 8%. At Associated
Newspapers, operating profit
fell by £13 million or 15% to £76
million due to the fallin
revenues and to the increased
price of newsprint. Continued
control of costs, in partficular
reduced promotional activity
and staff cost savings in part
helped mitigate these adverse
variances, but operating
margins were down 1% to 9%.

Northcliffe’s profits fell by

£10 million or 37% to £17 million
as ifs titfles continued to be
affected by weak advertising
markets. The company
continued its restructuring
and process innovation

and delivered year-on-year
underlying cost savings

of £18 million or 8%.

As explained last year, we
have restated our adjusted
results for the change of
presentation of amortisation
of internally generated and
acquired computer software
as a charge against adjusted
operating profit. For the prior
year, £17 million has been
reclassified as a charge against
adjusted operating profit.
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NET FINANCING COSTS

2011 2010 Movement

£m £m %

Net interest payable and similar charges (69) (74) +6%
Pension finance item 12 (2)
Investment Income 3 1

Total (54) (75) +28%

JOINT VENTURES RESULT BEFORE TAX schemes rose from £271 million

AND ASSOCIATES The statutory profit before tax @t the beginning of the year to

The Group's share of the
adjusted results of its joint
ventures and associates rose
by £2 million to £5 million. It
includes income from dmg
Radio Australia, offset by our
share of the losses of Mail
Today, the Delhi-based daily
newspaper.

NET FINANCING COSTS

As the table shows, net interest
payable and similar charges
(including deemed finance
charges and interest
receivable) fell by £5 million

fo £69 million due to

lower average debt and
management of the

debt portfolio.

There was a £14 million
movement in the pension
finance item due to the lower
pension fund deficit arising
from a growth in assets and
higher discount rate used.
Otherinvestment revenue rose
by £2 million due largely to
dividends from an internet
investment fund.

OTHER INCOME
STATEMENT ITEMS

The Group recorded other net
gains on disposal of businesses
and investments of £15 million,
compared to £0.1 million

last year. This comprised
exceptional gains on the sale
of businesses and investments.
These include RMSI, the
Indian-based geographic
information services division
of RMS, Sanborn, GLM, and
dmg::iinformation’s stake in
CoStar Group, Inc. Profit
attributable to operations
treated as discontinued
amounted to £nil (2010

£33 million).

for the year was £125 million,
after charging £112 million of
amortisation charges and
impairment losses and £113
million of net exceptional
charges.

TAXATION

The adjusted tax charge of
£35 million (2010 £31 million
as restated) is stated after
adjusting for the effect of
exceptional items. The
adjusted tax rate for the year
rose to 15.0% from 13.6% in
the 2010 full year, largely

due fo a change in the mix
of chargeable profits. The
continued low rate reflects tax
reductions from tax-efficient
financing and tax deductible
amortisation in the USA that
are expected to be in place
for the next few years.

There were net exceptional tax
credits of £38 million, arising on
operating exceptional costs,
the accelerated depreciation
of property and equipment
and the recognition of tax
losses.

PROFIT AFTER TAX

Adjusted Group Profit after tax
and minority interests was up
1% to £180 million. Statutory
profit was £112 million, down
from £178 million, due to higher
exceptional charges and
lower tax credits in the current
year.

PENSIONS

The Group's defined benefit
pension schemes provide
retirement benefits for UK staff,
largely in A&N Media. These
schemes are closed to new
employees. The deficit in these

£336 million at 2nd October,
2011 (calculatedin
accordance with [AS 19). This
change is primarily due to
lower return achieved on the
schemes' investments.

In June, the Company formally
reached agreement with the
Trustees on funding
arrangements as part of the
process associated with the
friennial actuarial valuation of
the main schemes as at 31st
March, 2010. The deficit
recovery plan will lead to
payments of £37 million in
October 2011, £36 million in
October 2012, £23 million in
October 2013, £21 million in
October 2014 and £17 million in
October for each of the
following nine years. The
Company has also entered
into an additional funding
agreement with the trustees
that will supplement these
amounts by payments
between £5 million and £10
million calculated annually but
payable shortly after the 2016,
2019 and 2022 triennial
valuations of the main
schemes, subject to those
schemes then being in deficit
by an amount greater than the
payment due. These funding
agreements will be revisited
after the next actuarial
valuation as at 31st March,
2013.

Having previously closed its
defined benefit schemes to
new employees, the Board
infroduced a series of
measures during the year to
help secure the financial
health of these plans into the
future. All new employees of
A&N Media are now being
offered a defined contribution
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pension plan, which has
brought this division into line
with our other newer and
more internationally focused
divisions where we have long
believed in this type of
pension plan.

CASH FLOW AND NET DEBT

Net debt has fallen by £143
million during the year from
£862 million to £719 million as
the Group has remained
focused on reduction of debt.

Graph 4 illustrates the
movement in net debt and
shows the Group's sources of
free cash flows and use of
those funds during the year.
The Group generated
operating cash flows of £325
million and disposal proceeds
of £125 million. These funded
acquisitions of £96 million,
faxation of £47 million, interest
of £69 million, pension funding
of £11 million and dividends
totalling £70 million. Operating
cash flows are stated after
capital expenditure of

£56 million.

In general, the Group's profits
are converted rapidly into
cash and cash generation was
strong across the Group, with
114% of profits converted into
cash, before allowing for
exceptional operating costs.

Graph 5 shows the movement
in the Group's ratio of year end
net debt fo EBITDA since 2006.
By the 2011 year end it was 1.99
tfimes, well within the Group’s
infernal limit of 2.4 fimes and
comfortably within the
requirements of the Group's
bank covenants. During the
year, the Group confinued fo
act to increase profitability
and reduce cash outflows, in
particular by reducing
acquisition activity. The
Group's corporate credit
ratings are BBB- from Fitch,
and BB+ from Standard &
Poor’s due largely to the
latter’s view on the weakness
of newspapers and concerns
that the Group did not
reduce dividends during

the credit crunch.

The Group's principal debt
remains in long-term bonds. At
the year end, the Group had
£832 million of Bonds due for
repayment in 2013, 2018, 2021
and 2027. The Group acquired
£25 million 5.75% Bonds 2018
prior to year end and will
consider acquiring further
bonds where financially
sensible. In April, the Group
raised approximately £300
million of new bank facilities
for a five-year period to April
2016 with only minor changes
to basic financial covenants.
These were available af the
year end, together with £90
million of existing facilities
maturing in September 2013.
Consequently, the Group

has sufficient committed
debt facilities to meet its
foreseeable requirements.

It had unutilised committed
facilities of £328 million at the
year end and surplus cash of
£172 million.

QOTHER FINANCING

The Company acquired 2.3
million ‘A" Ordinary Shares in
Treasury for £12 million, using
2.2 million of them, valued at
£11 million, to provide shares
under various incentive plans.
Following these transfers,
DMGT has 382.9 million shares
inissue, ftogether with 9.7
million ‘A’ Ordinary Shares held
in Treasury to meet further
obligations that may arise.

DMGT took its share of
dividends from Euromoney in
the form of a scrip. It is the
Board'’s intention also to take
Euromoney’s forthcoming final
dividend in the scrip form. In
November 2011, DMGT
increased its inferest in
Euromoney to 67.4%. These
actions were taken in order to
enable it to offset the dilutive
effect of the vesting of
Euromoney’s CAP.

TREASURY POLICIES

DMGT aims to have sufficient
liquidity to meet both
operational and capital cash
flows and to impose the
minimum cash constraints on

the management and
operation of the Group.
Financial instruments,
including derivatives, are
used by the Group in order

to manage the principal
financial risks that arise in the
course of business. These risks
are liquidity or funding risk,
foreign exchange risk, interest
ratfe risk and counterparty risk.
The instruments are used within
the parameters set by the
Investment & Finance
Committee of the Board, and
are not traded for a profit. The
Group's priority is to address
the economic impact of
financial risks using the most
efficient or appropriate
approach. This may result in
IFRS accounting volatility. Full
details of treasury policies are
on pages 135 to 138.

OVERVIEW

The Group has adequate
committed debt finance to
meet current tfrading
requirements. The Group aims
to have 70% to 80% of its debt
at fixed interest rates to reduce
the impact of interest rate
fluctuations. Foreign exchange
risk on fransactions is not a
large issue for the Group as the
majority of its businesses
operate in the country in
which they are located. In
principle, the underlying
currency of net debt after
tfaking account of derivatives is
managed in proportion to the
EBITDA in each currency. More
than half of the Group'’s profits
are expected to be earned
from revenue billed in US
dollars outside the UK. The
Group's foreign assets are

only partially hedged by its
foreign currency debt and
economically its earnings are
most exposed to movements

in value of the US dollar.
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Graph 4 Net Debt Movement
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Note 32 to the Accounts. basis for the preparation of existence for the foreseeable
the accounts. This has been future.

done since, after considering
relevant information,
they have areasonable

expectation that the Stephen Daintith
Finance Director
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David Dutton

Chairman, Corporate Responsibility Committee

The 1ssue for us is not whether to pursue corporate
responsibility (CR), but how best to achieve it.

Corporate responsibility and sustainability are intimately

interconnected. Businesses that take CR seriously are often

better run, more efficient and more resilient.

OUR APPROACH

As a Group we've always been
committed to sustainable,
long-term performance. It's an
approach that has served us
well.

Managing our businesses and
brands responsibly, valuing our
own people and respecting
the communities we serve are
the essential pre-requisites for
OUr OWn sUCCess.

The people that run our
businesses have considerable
autonomy, but we expect
each of them to act
responsibly and in the long-
term interests of the Group.

Multiple CR campaigns are
more effective than a single
unified programme

We manage a portfolio of very
diverse businesses. As such, a
one-size-fits-all CR policy
would be counter-productive.

Each of our businesses
operates in particular
conditions. They understand
their own markets. They are
best placed to define and
promote their own CR
objectives.

Smart, highly-skilled people run
these companies. They are
used to acting independently.
At Group level we typically
help them most by backing
theirjudgement.

We aim to equip our people
with the knowledge, the
resources, the training and,
crucially, the permission to
take effective action. We try
not to be prescriptive in our
approach.

Our various businesses have
evolved CR strategies to fit
their distinct cultures and
underlying objectives.

Euromoney Institutional
Investor controls multiple
companies and has people all
over the world. Every year it
selects asingle charity to
support. All of its employees
get to vote on the most
deserving cause. This
democratic process promotes
fund raising and is a valuable
binding agent for the
company.

Volunteering and giving
something back are imporftant
cultural building blocks af
Hobsons. The company has
worked locally and globally for
many years to support schools.

A&N Media has different
priorities. Its newspapers want
to forge connections with their
respective readerships. At
Associated Newspapers the
emphasis is on national issues
that resonate with readers. For
the Northcliffe titles, it makes
strategic sense to engage with
localinifiatives.

HIGHLIGHTS

* Group CO, emissions
are now at 93,100
tonnes a year, a
reduction of 5% since
2010 and of 18%
since 2007.

* Nearly £1.4m
donated to various
charities during
the year.

* Over £2m in free
advertising space
given by Associated
Newspapers titles.
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Our approach to CR reflects
our decentralised
management philosophy
Our Corporate Responsibility
Committee reports directly to
the Board. The Committee
doesn't formulate CR policy.
We actin an advisory rather
than an executive capacity.

Our remit is to monitor
environmental, waste,
sustainability, employee,
customer, supplier and
community practices across
DMGT. Committee members
include interested parties with
relevant Group-wide
responsibilities and senior
nominees from our five main
business units. | have Board
level responsibility.

We exchange experiences
and record performance. We
act as a sounding board and a
forum for ideas. We discuss
ways to improve and build on
what's already been
achieved.

We've invested heavily in
communications infrastructure
over the past two years to

improve our ability to swap
stories and spread best
practice.

We are reinforcing the link
between sustainability and
long-term performance
We are committed to
sustainable practices across
the Group. Our primary
responsibility is to protect the
long-term viability of our own
businesses. Our attifude to
sustainability helps us stay
relevant in a changing world.

CR activities support our
strategic objectivesin the
following ways:

e They help attract and retain
talent. For all our staff,
especially younger recruits,
faking on wider
responsibilities adds to our
appeal. Most people look
for more from their
workplace than mere
bottom-line efficiency. They
want to enjoy their work,
spend time with friends and
for their actions fo have a
positive influence. Our CR
activities promote a

feel-good factor about the
business that engages and
motivates our people.

* They encourage stronger
links with key constituencies
and communities. In a
networked world, content
providers succeed by
staying at the heart of their
communities. This is more
likely when we're not just
responding to demand, but
sharing customer concerns.
CR initiatives, particularly
those that engage supply
chain partners, instil a sense
of common purpose.

Looking ahead, we will carry

on promoting best practice

and continue to build on the
improvements we have
already made across the

Group.

David Dutton
Chairman, Corporate
Responsibility Committee

Detailed here 1s a summary of CR activities in 2011.

A dedicated CR section can be found on www.dmgt.com

where further information is updated regularly.

ENVIRONMENT

For the fourth yearin
succession we have collected
CO, emissions data from
each of our five operating
companies. The datais
collated and independently
verified by the environmental
audit consultancy, ICF
International.

We are committed to
comprehensive, transparent
reporfing of our environmental
performance. DMGT has been
a signatory fo the international
Carbon Disclosure Project
(CDP) since 2008. This year we
infegrated our carbon data

collection process with our
financial reporting. This has
streamlined administrafion
and improved data reliability.

We have elected not to apply
for re-certification with the
Carbon Trust Standard in 2012.
Previously the administrative
costs of complying with the
Standard were offset by
certain tax advantages, but
these have now been
withdrawn. We are researching
alternatives. We continue to
focus on the CDP and on
reducing our carbon footprint.

Despite anincrease in
economic activity our carbon

footprint continued to shrink in
2011. CO, emissions stood at
93,100tCO, (97,300 tCO, 2010),
an 18% decrease against our
2007 baseline (114,100 1CO,).

In 2007 we set ourselves the
target of reducing overall
emissions by at least 10% by
2012. Having achieved our
goal two years ahead of
schedule we are building on
those gains. We are consulting

with our business units before

setting new Group-wide
emissions targefts.

PROPORTION OF NEWSPRINT
SUSTAINABLY SOURCED

100 %
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We are working hard to reduce
environmental impacts across
the Group.

DMGT's headquarters at
Northcliffe House, also the
London base of Associated
Newspapers, Northcliffe Media
and dmg::events, retains the
prized ISO 14001 international
environmental standard.

This year we announced a
three-year plan to transfer our
London printing production
from the ISO 14001-accredited
Harmsworth Quays to a green
field site in Thurrock. The
Thurrock facility will set even
higher standards for
performance, environmental
efficiency and waste
minimisation.

Euromoney Institutional
Investor continued its
programme of reducing
operational hours for the main
plant systems in its buildings. At
RMS server virtualisation
technology is improving
performance, using physical
servers and power
consumption more efficiently,
and reducing manufacturing
waste.

Where commercial imperatives
constrain the ability to reduce
emissions, our businesses are
adopting other carbon-saving
measures.

International travel is
unavoidable for dmg::events
executives. The London office
has signed a five-year deal
with the UK Forestry
Commission-backed Heart of
England Forest Project to plant
and maintain a 20-acre
broadleaf wood in the UK.
During their lifetimes these
additional tfrees will capture at
least 3,100 tonnes of CO,, well
over five times the London
team’s annual air fravel
emissions.

As a content-led business,
perhaps the biggest
environmental contribution we
can make is by promoting the
green agenda.

Metro's inaugural four-day
EcoVelocity event, at Battersea
Power station in London during
September, advanced the
cause of low-carbon motoring.
The event showcased the
latest low emission vehicles
from leading manufacturers.

Landmark Information Group's
Green IT Awards event is now
inits second year. The awards
reward the technologies and
organisations doing most to
improve the IT industry’s
environmental performance.

The Exeter Express and

Echo underlined its green
credentials by winning the
Environmental Initiative of the
Year for the second year
running at the 2011 Newspaper
Awards. Its Green Team Project
is a simple and effective
campaign run with the local
council that engages schools
by awarding points for
completing green tasks.

WASTE

We have identified waste
minimisation as a particular
area of focus. Reducing waste
is not only environmentally
desirable it makes good
business sense.

Newsprint production waste,
the most significant element
of waste arising from our
activities, again reduced this
year. We work closely with our
paper suppliers to raise the
proportfion of recycled stock
we use without compromising
quality.

We have identified three high
impact areas — paper, water
and ink. In each we contfinue
to make progress across the
supply chain.

Our office-based divisions
have limited direct
environmental impact. We
recycle paperin all our global
offices. Where the
infrastructure supports it we
embrace otherrecycling
initiatives. Plastic, glass, metals,
toner cartridges, mobile
phones and IT equipment are
all being recycled.

Following a successful
collaboration between A&N
Media and the Waste to
Wonder charity last year, we
have extended ourrecycling
programme for redundant
office furniture to other
businesses across the Group.

EMPLOYEES

The Group has policies in
place on equal opportunities,
whistleblowing, health and
safety and the environment.

As an equal opportunities
employer we believe it is
important for our staff to feel
a connection between their
values and their work.

We aim to promote an
inspiring, healthy and inclusive
work environment in all our
businesses. In 2011 the Hobsons
Cincinatti Headquarters was
voted best workplace inits
region.

Internally, we communicate
using multiple channels,
including DMGT Connect, our
infranet site, and DMGT Chatter,
our business collaborative
working platform.

DMGT Chatter launched this
year. Its use is helping to
accelerate the exchange of
ideas. The CR group, one of
the first to make use of the
service, now runs regular,
scheduled online chats and
conference calls.

ENGAGING WITH
COMMUNITIES

Employees

We encourage all our people
to engage with stakeholder
communities and get involved
with charitable projects. Each
business approaches this in its
own way.

Euromoney Institutional
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EDR identifies a range of
causes, focusing primarily on
cancer and child-centred
charities. It has set up schemes
that make it easy for
employees to volunteer and
give back to their community.
Every single EDR employee got
involved in the programme

in 2011.

Three of dmg::events-Digital
Marketing's employees were
diagnosed with cancer this
year. This became the stimulus
for a series of fund-raisers for
cancer charities. In New York
staff joined the Bowling for
Breast Cancer event. In San
Francisco they took on the
Livestrong long-distance
cycling challenge in aid of the
Lance Armstrong foundation.
Also in California, iMedia
employees joined a Light The
Night walk for the Leukemia
and Lymphona Society.

The devastating consequences
of the tsunamiin Japan moved
RMS staff to action. A month-
long, employee initiated
campaign raised over $44,000.
When a tragic accident took
the lives of four miners in
Swansea Valley, close to
where South West Wales Media
employees live and work, the
South Wales Evening Post was
among the first to contribute
fo a fund for the families. It
contfinued the campaign to
achieve the £200,000 target.

A&N Media staff are
encouraged to raise funds with
match-funded support for the
charity of their choice. Despite
difficult economic conditions
in 2011 fotal donations rose by
over a third fo £116,000
(£77,000 2010).

Customers and suppliers

We often link up with supply
chain partners to further a
deserving cause. One of the
more significant examples this
year was at the Euromoney
Awards for Excellence dinner
in September. This event, now
in its fwentieth year, is the most
prestigious in the financial
markets calendar. Over 500
bankers from all over the world
attended. At a charity auction
held that evening, some very
generous customers raised
£597,000 for the Little Rock
Schoolin the Kibera slum in
Nairobi, enough to guarantee
the school’s future and build
an orphanage nearby.

But the scale of the donation
is only part of the story. A&N
Media has been joining forces
with suppliers and customers
to make a difference on a
wide range of projects. Mail
Classified for instance
collaborated with Dubai
Tourism to raise £1,700in a
charity raffle for the ‘Just a
Drop’ clean water campaign.
YOU Magazine works with
Clarins on a major annual
award scheme. The Clarins
Most Dynamisante Woman of
the Year award recognises an
exceptional British woman
working for underprivileged or
sick children with a £30,000
award for her charity.

Communities

In along-standing partnership
with the charity Plan, Hobsons
employees raise funds to help
build schools in some of the
world’s poorest countries.
Previous projects have beenin

Namibia, Nicaragua, Malaysia,

Guatemala, Laos, Kenya,
Vietnam, Bolivia, and Ghana.
This year employees visited
Rwanda to witness
construction of another

new primary school.

Jobsite UK is helping children
locally. Employees give fime
to assist in schools close to

its Havant headquarters.

It also runs a football
mentoring scheme
alongside Portsmouth FC.

Youth is also a priority at DMGT
HQ. It supports the Prince’s
Trust, which last year helped
44,000 young people get back
in work or education.

Metro has built a 3.3 million
readership by forging close
links with the cities if serves.
When riots erupted in England
over the summer the paper
wanted to reach out to
affected companies. It offered
them free advertising space
and design services. The
initiafive soon extended to
other titles. Associated
Newspapers as a whole
donated over £2 million worth
of advertising space in the
aftermath of the riots.

A&N Media is proud to have
made a donation to the Team
2012 Fundraising Appeal,
supporting Britain's athletes on
their journey to success. The
company is also encouraging
homegrown talent with
journalism scholarships, an MA
in journalism at the University
of Kent, the Catch-22
internship scheme and with a
Journalism Diversity Fund.

RAISED BY RMS STAFF FOR
VICTIMS OF THE JAPANESE
TSUNAMIIN A MONTH

$44,000
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The Viscount Rothermere t1x
Chairman
(aged 44)

Lord Rothermere was appointed to
the Board in 1995 and appointed
Chairmanin 1998, having joined
the Group in 1994. He is a non-
executive director of Euromoney
Institutional Investor plc.

D M M Dutton x §
Executive Director
(aged 69)

David Dutton was appointed to the
Boardin 1997. He is Chairman of
dmg:iinformation and advises the
Group on property matters and is
Chairman of the Corporate
Responsibility Committee.

M W H Morgan x§
Chief Executive
(aged 61)

Martin Morgan was appointed

fo the Board as Chief Executive in
October 2008, having joined the
Group in 1989. He was previously
chief executive of dmg information.
He is a non-executive director of
Euromoney Institutional Investor plc.

P M Dacre
Executive Director
(aged 63)

Paul Dacre was appointed to

the Board in 1998, having joined the
Group in 1979. He has been Editor
of the Daily Mail since 1992 and
Editor-in-Chief of Associated
Newspapers since 1998.

S W Daintith t1x
Finance Director
(aged 47)

Stephen Daintith was appointed

to the Board as Group Finance
Director in March 2011, having
joined the Company in January. He
has previously held senior financial
positions at Dow Jones, News
International and British American
Tobacco.

P M Fallon
Executive Director
(Irish; aged 65)

Padraic Fallon was appointed to
the Board in 1999. He is Chairman
of Euromoney Institutional Investor
plc. He joined Euromoney in 1974 as
editor and was managing director
from 1985 to 1992.

J G Hemingway f1x
Non-Executive Director
(aged 80)

John Hemingway was appointed to
the Board in 1978. He was for many
