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Dear Shareholder, 
2019 was a year of significant 
transformation for Centaur. The Group 
started the year with a clear strategy to 
simplify its structure through business 
divestments, eliminating central costs 
and repositioning the Group to focus 
on two sectors, the marketing and 
legal professions, where it has leading 
brands and competitive advantage.  
The Board is pleased with the progress 
Centaur has made against this strategy 
and it enters the new financial year well 
positioned for its next stage of development 
under its Margin Acceleration Plan 2022 
(MAP22).   

Strategy
During the first half of the year the Board 
focussed on the divestment of its smaller, 
non-core businesses.  These divestments 
were completed quickly and successfully, 
generating gross proceeds (before costs 
and working capital adjustments) of nearly 
£22m and a profit on disposal of £7.8m.  
The use of these proceeds is set out below.   

Centaur also received a number of offers for 
The Lawyer, but the Board determined that 
retaining this business was a more attractive 
option and offered greater opportunity to 
create value for shareholders. This decision 
has been vindicated by the strong financial 
performance of The Lawyer throughout 
2019.

The divestments were the trigger for a 
significant restructuring and simplification of 
the Group during the second half.  Central 
functions were reorganised, low margin or 
unprofitable products were eliminated, and 
annualised cost savings  of £5m had been 
delivered by the end of the year.

Centaur’s management is now focussed 
on growing its two remaining business 
units – Xeim, which brings together the 
Group's marketing brands, and The 
Lawyer, the leading business information 
brand for the legal profession. Both offer 
scalable digital products and services in 
global marketplaces that are undergoing 
disruption.

In September, the Board launched MAP22, 
its strategy for driving revenue growth and 
improving EBITDA margins to at least 20% 
by 2022. The immediate focus for 2020 is to 
develop the two business units, increasing 
and broadening their client bases, investing 
to expand their product offerings, driving 
further operating efficiencies and continuing 
to develop new subscription-based digital 
capabilities. 

Group performance
In 2019, Centaur achieved Group revenues 
of £48.9m, an adjusted operating loss 
of £1.1m and a statutory operating 
loss of £8.4m, but these results do not 
fully reflect the impact and timing of the 
strategic initiatives taken to restructure the 
portfolio and simplify the Group.  Although 
the disposals were completed by the 
summer, they were followed by a period of 
transitional services provided to the various 
buyers which meant that most of the cost 
reductions arising from the simplification of 
the Group could not be implemented until 
the final quarter. The full benefit of these 
savings will be seen in 2020.

Underlying revenues for the Group (after 
adjusting for businesses sold and closed) 
fell by 2%.  A strong performance from 
The Lawyer, up 9%, was offset by a 4% 
decline in Xeim revenues.  The results from 
The Lawyer were particularly pleasing given 
the distractions of the sale process in the 
first half, and it also improved its adjusted 
operating margin.  The Xeim portfolio 
continues to face challenges, particularly 
in its MarketMakers business, and the 
revenue performance was mixed.  However, 
the benefits from the strategy of focusing 
on profitable revenue can be seen in the 
improvement in its adjusted operating 
margin from 8% to 10%.  Swag Mukerji 
discusses trading performance in more 
detail in his review beginning on page 8.

“�In September, the 
Board launched 
MAP22, its strategy 
for driving revenue 
growth and improving 
EBITDA margins to at 
least 20% by 2022.”

COLIN JONES 
Chair

CHAIRMAN’S STATEMENT
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•	 MarketMakers – The UK’s number one 
B2B telemarketing agency, the industry 
leaders in lead generation. This brand 
includes Really, the award-winning 
marketing services business that 
delivers creative campaigns to drive its 
clients’ return on marketing investment.

By bringing these brands together under 
the Xeim umbrella, we have been able to 
capitalise on their synergies, manage the 
brands more effectively, and cross-sell to 
our clients a broader range of services in an 
integrated and coordinated manner. 

Xeim’s immediate priorities include 
capitalising on the success of Influencer 
Intelligence and expanding digital learning 
revenues across Marketing Week and 
Econsultancy. At the same time, the Board 
is focussed on addressing the margin drag 
from MarketMakers and recently hired an 
experienced managing director to refocus 
this business.

In The Lawyer, Centaur owns the most 
trusted brand for the UK legal profession 

and a leading provider of intelligence to the 
global legal market, delivered via a scalable 
digital platform. The Lawyer has built on 
its heritage and reputation for providing 
incisive analysis of the UK legal market to 
develop a much more international business 
providing market intelligence to the world’s 
largest law firms. The Lawyer now has 
over 300 corporate clients, a 12% increase 
since 2018. 90% of the top 50 UK and top 
50 US law firms in London are corporate 
subscribers. 

The award-winning editorial team publishes 
a series of market reports to help leading 
firms benchmark themselves against their 
peers. This is part of a strategy that, over 
the past five years, has grown paid premium 
content revenues that are more than 40% of 
the total for the business unit. 

During 2019, The Lawyer continued its 
growth through the launch of Litigation 
Tracker, a digital product that offers near 
real-time insight into the UK litigation 
market. 

Events are another important source of 
revenue, with the Marketing Leadership 
Summit a successful addition in 2019 to our 
portfolio. 

After a strong 2019 performance, the 
business is poised for continued growth in 
an attractive market. The Lawyer's strategic 
priorities include building subscription 
revenues, deepening customer relationships 

and capturing adjacent market segments.

Next steps
In 2020, our focus is operational 
execution. We aim to become the “go 
to” company in international marketing 
services and the legal sectors to:

•	 Advise businesses on how to 
improve their performance and 
ROI; 

•	 Inform customers using data, 
content and insight with the 
provision of business intelligence 
products; and

•	 Connect specific communities 
through media and events. 

Our key priority for 2020 is to grow 
our EBITDA margin through profitable 
revenue growth, creating a high-
performance sales operation, driving 
subscription products and maintaining 
control over Group overheads following 
the cost reduction programme.

Subscribe today for exclusive access.
Visit thelawyer.com/litigation-tracker

Welcome to the new Litigation Tracker.

Since 2015, The Lawyer has tracked every court case and all judgments from 15 UK high courts.  

Now this comprehensive, aggregated data is available to you to search, chart 
and download via our new online portal, delivering timely and targeted insight. 

THE INSIGHT’S 
IN THE DATA
SEE THE BIGGER 
PICTURE
Turning case reports 
into actionable market 
intelligence.

THLA0001 LitTrack_Print Ad_190111_AW.indd   1 20/02/2019   10:01
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“�2019 marked the start 
of a new chapter in 
Centaur’s evolution. 
As described in the 
strategy section, 
the completion 
of our divestment 
programme has made 
Centaur a much 
simpler business.”

SWAG MUKERJI 
Chief Executive

Overview of 2019
I am pleased to deliver my first report 
to you as Centaur’s CEO, having 
succeeded Andria Vidler in September. 
Having worked closely with Andria 
since joining Centaur as CFO in 2016,  
I have a thorough understanding of 
how the Group has undergone a 
profound transformation in recent years 
and have set the MAP22 strategy 
going forward. I would like to thank 
Andria for her considerable guidance 
and support over the last few years.
2019 marked the start of a new chapter 
in Centaur’s evolution. As described in the 
strategy section, the completion of our 
divestment programme has made Centaur 
a much simpler business.

These divestments were completed shortly 
before Centaur moved into attractive 
modern offices close to London’s Waterloo 
station. Our new home was designed to 
foster collaboration, with 270 employees 
on a single floor, and I think I speak for all 
employees in saying that the move has 
injected fresh energy and momentum into 
our businesses.

The move is one example of how Centaur’s 
simpler structure has unlocked important 
benefits and efficiencies. Through the 
elimination of costs needed to support 
the businesses sold last year and other 
measures, the Group has reduced 
annualised central overheads by the end of 
2019 by £5m, as promised, and the full year 
effect of this will be seen in 2020.

Results for the year
2019 was a complex year for Centaur 
with many moving parts and the reporting 
requirements make it difficult to clearly 
articulate what has fundamentally happened 
to the Group. We earned profits from the 
disposed businesses until the day they were 
sold, and this is reported under discontinued 
operations. During this period, we maintained 
the full central overhead functions required to 
support these businesses and this is shown 
in continuing operations. Once they were 
sold, we continued to provide services to 
these businesses generating income for the 
Group from Transitional Service Agreements 
(TSA), the last of which expired at the end 
of 2019. We therefore could not eliminate a 
proportion of the overhead costs immediately 
after the disposal, although they were 
removed by the end of 2019 and will deliver 
the £5m annualised benefit in 2020. 

While both Xeim and The Lawyer grew 
their profits in 2019, the impact of the 
higher central overhead resulted in Centaur 
achieving an adjusted operating loss of 
£1.1m and a statutory operating loss of 
£8.4m on revenues of £48.9m. Group 
adjusted EBITDA1 margin has grown 
from 3% to 5%. It should be noted that 
the seasonal trading pattern of the new 
simplified group will result in the majority of 
profits arising in the last quarter of the year.

Centaur ended the year with £9.3m of 
cash (2018: £0.1m), having received net 
proceeds of £16.4m from the businesses 
sold during the year. 

Details of the trading performance are 
contained within the Operational Review of 
my report beginning on page 9.

The divestments encompassed the sale 
of our financial services division, including 
titles such as Money Marketing, Mortgage 
Strategy, Platforum, Taxbriefs and Headline 
Money to Metropolis Group. Centaur Media 
Travel and Meetings Ltd, the owner of the 
Business Travel Show and The Meetings 
Show, was sold to Northstar Travel Media 
UK Limited. Centaur Human Resources 
Limited, which includes Employee Benefits, 
was acquired by DVV Media International 
and our engineering titles, including the 
Engineer and Subcon, were sold to Mark 
Allen Group.

Dividend
The reshaping of the Group was a catalyst 
for the Board to review its dividend policy, 
having distributed more than 100% of 
cumulative earnings to shareholders over 
the previous three years. In September, 
we announced a new progressive dividend 
policy which targets a pay-out ratio of 40% 
of adjusted earnings, or 1.0p per share, 
whichever is the higher. This came into force 
on 1 January 2020. 

We also announced a distribution of £5.0m, 
comprising an interim dividend of 1.5p per 
share and a special dividend of 2.0p per 
share, paid in October 2019. Under the 
new dividend policy, we will now pay a final 
ordinary dividend of 0.5p per share in May 
2020. Dividends to shareholders, ordinary 
and special, relating to 2019 therefore total 
£5.7m (4.0p per ordinary share). 

We had planned to pay a further special 
dividend alongside our ordinary dividend in 
May. However, we have decided to defer 
this decision until there is more visibility 
around the impact of coronavirus on the 
Group's cash flows.

 PERFORMANCE:
CEO REVIEW

¹ �Excluding the impact of IFRS 16 in order to show a 
comparison to 2018
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 PERFORMANCE:
CEO REVIEW

Operational review
Centaur now comprises two business units, 
Xeim and The Lawyer. Xeim is Centaur’s 
largest business and contributes 83% of 
Group revenues, with The Lawyer making 
up the balance. Each business unit is run 
on a stand-alone basis with dedicated 
management teams. As explained above, 
the 2019 central overhead did not reflect 
the simplified group and going forward, 
in 2020, there is a lean central function, 
primarily focused upon external governance 
and reporting, following the £5m overhead 
saving.

Xeim was formed in early 2019 and brings 
our marketing brands into a single business 
unit, allowing us to manage them more 
effectively, cross-sell our products more 
efficiently, eliminate duplication of effort and 
enhance their margins. 

In 2019, Xeim delivered a turnover of 
£40.7m, a 4% decrease from the previous 
year as a result of management action to 
reduce low margin and loss-making revenue 
streams such as Marketing Week Live, 
together with disappointing performances 
from MarketMakers and some parts of 
Econsultancy. 

Xeim also identified further opportunities to 
eliminate costs and improve our operational 
efficiency. As a result, Xeim increased its 
adjusted EBITDA margin from 12% to 
15%, achieving a business unit adjusted 
EBITDA of £6.3m, which represents a 
pleasing growth of 24% from the prior year. 
This growth was driven by the introduction 
of new products such as the Mini-MBA 
Brand course, growth in brand margins 
and eliminating duplicate costs in the brand 
management structures. 

As discussed earlier, we interact with 
customers by using the power of our brands 
and generate different types of revenues 
from this. This creates both cross-selling 
opportunities and operational synergies 
and Xeim’s customer centric strategy is 
achieving success with its largest customers 
as we create more tailored solutions and 
integrated services across multiple brands. 
Our Top 50 customers in 2019 renewed 
contracts on terms that were 35% higher 
than the prior year reflecting the value 
created from the additional services that 
we delivered. This reflects the new Xeim 
operational structure which successfully 
cross-sold a wider portfolio of Xeim’s 
products and services and therefore 
increased the average value sold to each 
customer.

In Xeim, Premium Content revenues are 
generated, in the main, from our Influencer 
Intelligence and Econsultancy brands. 
Creative Review has been successfully 
put behind a paywall and the recent move 
of Marketing Week to a digital platform, 
incorporating a paywall, is showing good 
early signs.

The global influencer marketing market, 
currently worth an estimated US$5.5bn, 
is projected to grow to US$22.3bn by 
2024 (source: MarketsandMarkets 2019). 
Influencer Intelligence, our market leading 
source of trusted information and analytics 
for brands seeking to harness the power 
of global influencers, continued to perform 
well, with revenue increasing 11% in 2019. 

This underpins our growth strategy in 
a dynamic sector and is one of our key 
subscription revenue growth drivers for 
MAP22. In 2020, we are adding c.100k 
international influencers to our content 
and making significant improvement to our 
products such as extended analytics on 
new social media networks, brand analytics, 
campaign management and measurement 
functionality. 

09

www.centaurmedia.com STRATEGIC REPORT

27195_Centaur Media_AR2019 strategic.indd   9 20/04/2020   14:03:13



27195    1 April 2020 4:58 pm    Proof Number 5

A NEW CENTAUR - A CLEAR STRATEGY

 PERFORMANCE:
CEO REVIEW CONTINUED

At Econsultancy, we launched a new 
platform which has two clear and distinct 
customer offerings for subscribers: 

•	 Insight: Econsultancy’s proprietary 
content now sits behind an 
ecommerce-driven subscriber paywall 
as part of a fully integrated, easy-to-
navigate service which makes the 
content easier to digest and more 
practical to use; and

•	 Learning: The platform includes a 
dedicated "Econ Learn" section which 
brings together all Econsultancy’s digital 
learning content. Users can assess 
their skills using the Digital Skills Index 
and follow a tailored learning journey 
based on their results, dip into learning 
modules or engage in Econsultancy’s 
structured eLearning courses - all within 
a single intuitive product environment.

Econsultancy saw renewals by value 
increasing to 63% in 2019, up from 54% 
in 2018. While still lower than desired, 
it is pleasing to see that the downward 
trend from 2018 has been reversed. 
Econsultancy is also a leading provider 
of training and has been strengthened 
through the addition of Oystercatchers 
into the Econsultancy brand. Our focus 
on blended learning underpins our growth 
strategy and is supported by both improved 
product design and an enhanced sales 
team. A key element of the Oystercatchers 
business model is the relationship and 
chemistry between agencies and clients 
and for 2019 we placed more emphasis on 
this important dynamic. While its revenues 
have shrunk, the decision to pull back the 
team responsible for selling and marketing 
Econsultancy in the US to the UK, has 
worked and is improving Econsultancy 
margins while continuing to provide services 
to our US customers. Although the overall 
revenues from Econsultancy did not grow 
in 2019, billings and margins have, which 
will be reflected in improved performance 
in 2020.

Marketing Week has shown early positive 
signs following the launch of a new digital 
platform which incorporates a paywall to 
enable e-commerce, improved search 
functionality, new navigation and a 
cleaner design. It is possible to upgrade 
to a combined Marketing Week and 
Econsultancy service via a single log-in, 
which gives our customers an efficient 

way of accessing our products. The new 
Marketing Week Knowledge Bank allows 
Xeim to generate additional revenues from 
white papers and research on its website.

The Festival of Marketing, Xeim’s flagship 
event, delivered another compelling line-up 
of speakers in 2019 and received positive 
feedback from delegates and sponsors. 
Attendance was up by 48% in comparison 
with 2018 and there was a double-digit 
improvement in e-commerce sales. The 
VIPs in attendance included almost 200 
senior management and CMO level guests. 
This gave the Festival a palpable buzz and 
generated a positive experience for our 
event sponsors and strategic partners. 
Speakers at the event included Dave Lewis, 
CEO at Tesco, actress and activist Rose 
McGowan, TV presenter Davina McCall 
and Marketing Week columnist Mark Ritson 
who set the scene with a packed session 
on brand excellence. This success puts the 
event in a strong position for 2020.  

eLearning, which includes the Mini-MBA, 
a joint initiative with Mark Ritson, has gone 
from strength to strength with revenue 
growing 75% in 2019 underpinned by a 
47% year-on-year increase in delegates. 
The feedback is overwhelmingly positive 
across every intake with an average net 
promoter score of +76. Building on this 
success, in September 2019 we launched 
a new marketing brand course with two 
further courses planned for 2020. The new 
Mini-MBA Brand Management course is 
only available to Marketing Week Mini-MBA 
alumni and aims to help marketers with the 
skills they need to become brand managers. 

MarketMakers had a challenging 2019 with 
marketing services revenues at Really down 
4% year-on-year and telemarketing services 
down 3%. This was driven by increased 
customer churn within telemarketing 
services in the SME sector, reduced spend 
from certain key accounts and lower than 
anticipated renewals at Really in the first half 
of the year. Due to the relatively low margins 
in this business, the profit impact is limited.

At the end of 2019, Centaur announced the 
appointment of Jude Bridge as managing 
partner of Oystercatchers and Darren McGill 
as managing director of MarketMakers. 
Jude was an award-winning marketing 
director at Marks & Spencer and Save 
the Children and brings deep expertise in 
building some of the UK’s strongest brands. 
Darren has a wealth of experience in senior 
commercial roles, most recently as chief 
revenue officer at Signal AI, the leading 
media information business. Both are 
already having an impact and will take on 
broader roles within Xeim. Jude will develop 
and lead a marketing excellence programme 
to ensure best-in-class marketing practice, 
while Darren will develop and lead a sales 
excellence initiative to improve customer 
retention and sales productivity. 

The key drivers of Xeim going into 2020 are 
the growth of our Influencer Intelligence and 
Econsultancy subscription revenues, the 
continued success of the Mini-MBA and 
building upon the success of the Festival 
of Marketing by attracting new and repeat 
delegates and sponsors. The disappointing 
performances of MarketMakers and 
Econsultancy are being addressed and, 
whilst improved performances are expected 
in 2020, they remain a challenge.
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The Lawyer is a leading provider of 
intelligence to the global legal market, 
generating revenue from digital 
subscriptions, live events and marketing 
solutions. The Lawyer represented 17% 
of Group revenues in 2019 and achieved 
a 9% increase in underlying revenue, a 
16% increase in adjusted EBITDA and an 
adjusted EBITDA margin of 35%. 

The successful move to a multi-channel 
digital platform continues to support The 
Lawyer’s growth. Alongside a 12% increase 
in corporate clients since 2018, the website 
has seen a double-digit year-on-year 
increase in the frequency of subscriber visits 
and increased content consumption, with 
50% of subscribers now visiting on a daily 
or weekly basis. 

We have continued to develop The Lawyer’s 
premium content business which represents 
just over 40% of its total revenue, with a 
growth of 17% in underlying revenue over 
the year.

In January 2019, The Lawyer launched 
the Litigation Tracker, an interactive tool 
that extends the functionality of The 
Lawyer’s current market insight products 
and provides real-time insight into the UK 
litigation market. With over 40 corporate 
clients and extremely positive feedback from 
users, we are pleased with its reception and 
plan to build on this momentum, including 
the addition of further data sets in 2020.

The Lawyer’s events business also grew 
by 17%, propelled by the first new event 
launches since 2016. This included the 
inaugural Marketing Leadership Summit, 
which was well-received with a net promoter 
score of +57 from attendees.  

Encouragingly, our more established events 
also performed well with particularly strong 
year-on-year growth achieved in our GC 
Summit and In-House Financial Services 
conferences, our European Awards and our 
roundtable events for individual clients. 

Revenue from marketing and advertising 
solutions continued to be a challenge and 
fell by 4% during the year, although the rate 
of decline has slowed.

People and culture
Our executive committee is committed 
to ensuring we maintain a culture that 
supports, engages and empowers 
employees to fulfil their potential. It is 
this culture that underpins our business 
ambitions and we continue to develop 
internal training plans and communication 
processes to ensure our employees’ 
success.  

Across the Group, the gender balance is 
good with a male-female ratio of 49:51. 
At Board level, half of our non-executive 
directors are female, but there is more 
work to be done to encourage and 
promote women onto our senior leadership 
team which only has a one-third female 
representation. 

As a company, we understand the 
importance of family and we offer enhanced 
maternity and paternity leave. During 2019, 
we introduced a wider range of flexible 
working arrangements to coincide with our 
new office environment in London. We have 
a high rate of maternity returners (85% in 
2019) and 8% of our workforce have part-
time working arrangements.

In 2019 we established a workforce 
advisory panel to cover diversity, inclusion, 
culture and engagement (DICE) to ensure 
that our culture supports and empowers 
our employees and promotes their 
ongoing development. DICE reports to me 
and frequently meets with the executive 
committee. There is also a nominated non-
executive director to oversee the working of 
DICE.  Our policies and working practices 
embrace an inclusive working environment 
and takes a proactive and progressive 
approach to supporting diversity.  Our 
hiring policy is focused on appointing the 
best person for the job irrespective of race, 
gender, sexual orientation or disability. The 
Company also offers a range of mental 
health, wellbeing and fitness sessions.

In 2019 we continued with our formal 
mentoring programme which was launched 
in 2018. We delivered face-to-face coaching 
sessions to more than 100 staff at all levels 
and now have qualified Mental Health First 
Aiders in the business. We ran workshops 
for line managers to support flexible and 
remote working, and staff continue to 
participate in and be advocates of our Mini-
MBA programme. 

Summary
In 2019, Centaur radically transformed the 
shape of our business. In simplifying our 
portfolio and concentrating our attention 
on two key markets, we have a more 
streamlined customer-facing group that can 
direct its focus at developing its product 
offerings and digital capabilities. Cross-
selling, technology platform enhancement 
and employee expertise will enhance these 
product offerings and quality of revenue. 
The Lawyer, Influencer Intelligence and 
eLearning will be key drivers of revenue 
growth towards MAP22.

Coronavirus has brought uncertainty to 
global markets and whilst our customers 
remain committed, some of their decisions 
are being delayed. We have carried out 
detailed risk analysis across the business 
and have postponed two of The Lawyer's 
key events from Q2 to Q4. The Festival 
of Marketing will go ahead in October, as 
planned, and we shall keep our remaining 
events under review. We have a strong 
balance sheet and an undrawn £25m credit 
facility. We will be keeping a close eye on 
cash through these uncertain times.

The dramatic scale and pace of change in 
Centaur has made this a tough year for our 
employees. Centaur’s transformation has 
only been achievable through their expertise 
and commitment and I am incredibly grateful 
for the energy, resilience and positive 
approach they have demonstrated during 
this period of change. As we now enter the 
next stage of the Group’s development, I 
am confident that we have the strategy and 
structure and people in place to achieve 
our MAP22 goal. I look forward to building 
towards this in 2020.

SWAG MUKERJI 
Chief Executive

17 March 2020
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The Group has set out the following core financial and non-financial metrics to measure the Group’s performance. The KPIs are monitored by the Board by 
reference to the annual budget and the focus on these measures will support the successful implementation of the MAP22 strategy. These indicators are 
discussed in more detail in the CEO review and Financial Review.

KPI Statistic Commentary

Financial

Underlying revenue growth The growth in total revenue adjusted to exclude the 
impact of event timing differences, as well as the revenue 
contribution arising from acquired or disposed businesses.

Adjusted EBITDA margin

1%

2%

3%

4%

5%
Adjusted EBITDA margin

3%

5%

2018 2019

Adjusted EBITDA as a percentage of revenue where 
adjusted EBITDA is defined as adjusted operating 
profit before depreciation and impairment of tangible 
assets, and amortisation and impairment of intangible 
assets, other than those acquired through a business 
combination. For comparative purposes, the 2019 figure 
excludes the impact of IFRS 16 (Leases)  
(see Financial Review pages 14 to 21).

Adjusted diluted EPS

1p

2p

3p

4p

5p

Adjusted diluted EPS

2.6p

0.3p
2018 2019

Diluted earnings per share calculated using the adjusted 
earnings, as set out in note 9 to the financial statements.

Cash conversion

20%

40%

60%

80%

100%
Cash conversion

85%
100%

2018 2019

The percentage by which adjusted operating cash flow 
covers adjusted EBITDA (on continuing and discontinued 
operations) as set out in the Financial Review.

*See definitions in Financial Review on page 21.
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KPI Statistic Commentary

Non-Financial

Attendance at Festival of Marketing

1000

2000

3000

4000

5000
Attendance at Festival of Marketing

2,780
4,119

2018 2019

Number of unique delegates attending the Festival of 
Marketing.

Delegates on Mini-MBA course

1000

2000

3000

4000
Delegates on mini-MBA course

1,960
2,875

2018 2019

Number of delegates on Mini-MBA and related eLearning 
courses in the year

Xeim customers >£50k

30

60

90

120

150
Xeim customers > £50k

109 108
(£18.4m) (£18.1m)

2018 2019

Number and value of Xeim customers that have sales in 
the year of greater than £50,000

Top 250 law firm customers

40

80

120

160

200
Top 250 law firm customers

159 170
(64%) (68%)

2018 2019

Number and percentage of top 200 UK law firms and top 
50 US law firms
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“�By removing non-
core assets, we 
have been able to 
achieve a significant 
reduction in 
overhead costs”

SIMON LONGFIELD 
Chief Financial Officer

Overview
2019 was a significant year for Centaur 
as it completed its restructuring 
through the divestment programme 
described in the CEO’s review. 
Despite the impact of the divestment 
programme on the Group and its 
employees, I am delighted to report 
that both Xeim and The Lawyer grew 
adjusted operating profit, adjusted 
EBITDA and adjusted EBITDA margin 
in 2019. Combined with the annualised 
overhead cost savings of £5m that we 
promised at our interim results, the 
full year impact of which will be seen 
in 2020, this performance has put 
Centaur well on the path to obtaining 
our MAP22 target of at least 20% 
adjusted EBITDA margin by 2022 
(without the benefit of the impact of 
IFRS 16).

2019 was dominated by the divestment 
programme in the first half of the year with 
income generating transitional arrangements 
continuing long into the second half of 
the year. The result of the divestment 
programme is a simpler, more streamlined 
Group with increased focus on its two core 
businesses.  By removing non-core assets, 
we have been able to achieve a significant 
reduction in overhead costs and have 
recognised exceptional restructuring costs 
in the income statement as a consequence 
of the cost reduction plan of £2.5m.

Due to the divestment programme, the 
Group is required to report its current year, 
and also restate its prior year, results in 
line with IFRS 5 (Non-current assets held 
for sale and discontinued operations), 
so that only the results of the continuing 
business are reported as part of revenue 
and adjusted operating profit. The results 
of the disposed businesses up to the date 
of their divestment are therefore shown in 
net income from discontinued operations. 
However, as most of the £5m cost reduction 
took place in the second half of the year, the 
lost contribution of the disposed assets was 
not immediately offset by the cost savings. 
This caused the Group to report an adjusted 
operating loss for the year, albeit reduced 
compared to 2018 due to increases in 
business unit EBITDA.

The Group received total cash consideration 
of £20.4m from the divestment programme. 
After transaction costs of £2.3m and 
working capital adjustments of £1.7m, 
net cash received from the divestment 
programme was £16.4m.

The Group adopted IFRS 16 but took the 
exemption not to re-state comparatives 
for the prior year. As a result, year-on-year 
business unit profitability is not directly 
comparable except at a pre-IFRS 16 
adjusted EBITDA level, reflected in the 
discussion below.

Performance
Group
The Group is reporting a statutory profit 
after taxation of £1.9m (2018: a loss of 
£14.2m) primarily due to the profit on 
disposal of £7.8m from the divestment 
programme.  The Group’s adjusted 
operating loss of £1.1m is an improvement 
from the restated adjusted operating loss 
of £2.2m for 2018. This was driven by 
significant cost reductions within Xeim 
resulting in a 24% increase in Xeim’s 
adjusted EBITDA, together with adjusted 
EBITDA growth of 16% in The Lawyer. The 
adjusted EBITDA  for the two business units 
is therefore 21% higher than 2018 despite a 
revenue decline of 3%.

Reported revenue of £48.9m represents a 
decline of 3% over 2018. On an underlying1 
basis, Group revenue fell 2% from £48.5m 
in 2018 to £47.7m in 2019. Xeim underlying 
revenue fell by 4% - increases in eLearning 
and Influencer Intelligence revenues were 
more than offset by reductions due to 
the withdrawal from public training within 
Econsultancy, and lower revenues at 
Oystercatchers, Really and MarketMakers. 
The Lawyer showed strong underlying 
revenue growth, up 9%, driven by growth in 
its subscriptions and events business.
¹ �Underlying is a non-GAAP measure – see Measurements 

and non-statutory adjustments section 
of Financial review for further explanation

 PERFORMANCE:
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Influencer Intelligence was merged with 
Year Ahead during the year and saw strong 
revenue growth of 11%. Xeim substantially 
grew its eLearning revenues in 2019 which 
saw 75% revenue growth year on year, 
driven by the success of the Mini-MBA and 
the launch of the new marketing brand 
course. The Mini-MBA saw volume growth 
of 47% with a pleasing corresponding 
increase in yield. 

Econsultancy’s training revenue fell in the 
year due to the decision to restructure 
its global sales operation in the US and 
withdraw from public training, replacing 
this with a new set of courses. As planned 
the loss in revenue was more than offset 
by cost savings and margin improvement. 
Econsultancy subscription products had 
a difficult period with lower volumes in the 
year partially offset by strong improvement 
in yields, especially on new business. 
Renewal rates continue to improve, both in 
terms of volume and yield, but the revenue 
benefits will not be felt until 2020, as the 
deferred income unwinds. 

MarketMakers had a challenging year. 
Marketing services revenues at Really 
remained flat from the half year and 
consequently ended 4% down year on 
year. However, our telemarketing operations 
struggled in the second half of the year, with 
revenue declining 3% in 2019 due to lower 
realised revenue on some key contracts and 
lower than expected campaign renewals 
from its smaller clients. 

We consider profitable revenue growth to 
be a key pillar to our future success and 
accordingly we decided to close Marketing 
Week Live and end public training in our 
Econsultancy business to focus on more 
profitable revenue streams and remove 
duplicate brand and management costs of 
£2.4m. The impact of this has been that 
adjusted business unit EBITDA (before the 
impact of IFRS 16) in Xeim has grown by 
24% in the year despite a 4% reduction in 
underlying revenue. 

The Lawyer showed strong underlying 
revenue growth, up 9%, driven by:

•	 growth of 17% in its premium content 
business, due in part to the launch 
of new products such as Litigation 
Tracker, and increases in corporate 
subscriptions; and

•	 excellent performance in its events 
business, up 17%, resulting from 
development of the new Marketing 
Leadership Summit and higher revenues 
across most of the other events.

Revenue from Marketing and Advertising 
Solutions fell by 4%, although this is a lower 
decline than in 2018. Adjusted EBITDA has 
increased by 16% from £2.5m to £2.9m 
with a healthy increase in adjusted EBITDA 
margin from 32% to 35%.

Extract from Influencer Intelligence
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New Accounting Standards
IFRS 16 has been adopted for the current reporting period and the Group has elected to apply the modified retrospective transition 
approach where comparative periods are not restated. The reclassifications and the adjustments arising from the new leasing rules are 
therefore recognised in the opening balance sheet on 1 January 2019.

As at 31 December 2019, the right of use assets have been included in property, plant and equipment at a value of £3.7m and lease 
liabilities of £4.3m have been presented on the consolidated statement of financial position. This is after £1.6m depreciation expense and 
£0.2m impairment charge in the year. The overall impact of IFRS 16 on the income statement was an additional expense of £0.1m with 
expenses now classified as depreciation on the right of use asset and interest expense on the finance liability.

Adjusted EBITDA in 2019, after applying IFRS 16 (post-IFRS 16) of £4.4m, is £1.8m higher than if the new standard had not been applied, 
giving an adjusted EBITDA (pre-IFRS 16) of £2.6m. For the purposes of comparison, the adjusted EBITDA (pre-IFRS 16) and related margin 
have been compared to 2018 in this commentary. For further details of the transition to IFRS 16 please refer to note 20.

Measurement and non-statutory adjustments
The statutory results of the Group are presented in accordance with International Financial Reporting Standards (“IFRS”).  The Group also 
uses alternative reporting and other non-GAAP measures as explained below and as defined in the table on page 21.

Adjusting items
Adjusted results are not intended to replace statutory results but are prepared to provide a better comparison of the Group’s core business 
performance by removing the impact of certain items from the statutory results.  The Directors believe that adjusted results and adjusted 
earnings per share are the most appropriate way to measure the Group’s operational performance because they are comparable to the prior 
year and consequently review the results of the Group on an adjusted basis internally. 

Statutory operating loss from continuing operations reconciles to adjusted operating loss and adjusted EBITDA as follows:

  Note
2019

£m
2018

£m

Statutory loss before tax (8.4) (20.3)
Adjusting items:
  Exceptional operating costs 4 4.7 2.0
 � Impairment of goodwill 10 – 12.8
  Amortisation of intangible assets 11 2.4 2.5
  Share based payments 25 0.1 0.8
  Loss on disposal of subsidiary 14 0.1 –

7.3 18.1

Adjusted operating loss (1.1) (2.2)
Depreciation, software amortisation and impairment 3 5.5 3.6
Adjusted EBITDA (post-IFRS 16) 4.4 1.4
Adjusted EBITDA margin (post-IFRS 16) 9% 3%

Adjusted EBITDA (pre-IFRS 16) 2.6 1.4
Adjusted EBITDA margin (pre-IFRS 16) 5% 3%

Adjusting items from continuing operations generated a loss before tax of £7.3m (2018: £18.1m) as follows:

Adjusting item Description

Exceptional operating costs Exceptional costs of £4.7m (2018: £2.0m) include £2.5m (2018: £0.4m) of staff restructuring 
costs related to the Group’s cost reduction plan following the completion of the divestment 
programme in 2019, £2.2m (2018: £1.3m) of divestment programme related costs and £nil 
(2018: £0.3m) of costs relating to strategic corporate restructuring initiatives. 

Impairment of goodwill In 2019, £nil (2018: £12.8m) relates to the impairment of goodwill. The 2018 charge primarily 
related to the Xeim portfolio. 

Amortisation of intangible assets Amortisation of acquired intangible assets of £2.4m (2018: £2.5m) has decreased in the year 
following the full amortisation of certain intangible assets.

Share based payments Share based payments in 2019 of £0.1m (2018: £0.8m) have decreased significantly due to the 
reduction in the number of share options from 10.6m to 7.6m. Forfeitures and  lapses of 0.5m 
and 5.6m share options respectively resulted in a reversal of charges previously recognised. 
This was offset by an expense recognised for 3.6m new share options granted during the year 
and an additional charge recognised on 1.6m share options that vested during the year.

Loss on disposal of subsidiary The loss on disposal of subsidiaries of £0.1m (2018: £nil) relates to the sale of Venture 
Business Research Limited (“VBR”).
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Underlying revenue and profit
The Group also measures and presents performance in relation to various other non-GAAP measures, such as underlying revenue. These have 
been presented to provide users with additional information and analysis of the Group’s performance, consistent with how the Board monitors 
results. The Group’s activities are predominantly UK-based and therefore currency movements do not have a material impact on results.

In the year, the Group disposed of VBR which was included in The Lawyer business unit. Due to its size it has not been treated as 
discontinued and its revenues are therefore reported as part of the Group’s continuing revenue. However, for underlying reporting purposes, 
its revenue (2019: £0.1m 2018: £0.3m) has been excluded. Marketing Week Live, which was included in Xeim, has been closed and 
therefore its revenue has also been excluded for underlying reporting purposes.

CAP and segment profit
At the half year we disclosed our internal profitability performance measure by segment – contribution after portfolio costs (“CAP”). We 
reported CAP for three different segments – Xeim, The Lawyer and Central. CAP was an interim measure so that we could illustrate the 
contributions of the business units while the Group was transitioning to the new simplified model. 

In order to increase clarity over the underlying profitability of our business units, Xeim and The Lawyer, we are now reporting the “segment profit” of 
our business units, being the adjusted operating profit of each segment. Segment profit builds upon and replaces the concept of CAP by including 
specific allocations of the central support teams and overheads that are directly related to each business unit, in order to demonstrate the stand-
alone profitability. Any costs not specifically attributable to either Xeim or The Lawyer, remain as part of central costs. This is different from the 
concept of segmental reporting used in prior years when central overheads were fully allocated on a revenue basis to the operating segments.

The table below shows the statutory and underlying revenue for each business unit:

Restated

 

Xeim
2019

£m

The Lawyer
2019

£m

Total
2019

£m

Xeim
2018

£m

The Lawyer
2018

£m

Total
2018

£m

Underlying revenue

   Premium Content 11.0 3.4 14.3 11.2 2.9 14.1

   Marketing Services 4.3 – 4.3 4.5 – 4.5

   Training and Advisory 7.6 – 7.6 8.0 – 8.0

   Events 3.1 2.1 5.3 3.2 1.8 5.0

   Marketing and Advertising Solutions 4.3 2.6 6.9 4.6 2.7 7.3

   Telemarketing Services 9.3 – 9.3 9.6 – 9.6

Total underlying revenue 39.6 8.1 47.7 41.1 7.4 48.5
Underlying revenue growth (4)% 9% (2)%

Revenue from closed or disposed 
businesses 1.1 0.1 1.2 1.5 0.3 1.8

Total statutory revenue 40.7 8.2 48.9 42.6 7.7 50.3

The table below reconciles the adjusted operating profit/(loss) for each segment to the adjusted EBITDA:

 

Xeim
2019

£m

The Lawyer
2019

£m

Central
2019

£m

Total
2019

£m

Xeim
2018

£m

The Lawyer
2018

£m

Central
2018

£m

Total
2018

£m

Revenue 40.7 8.2 – 48.9 42.6 7.7 – 50.3

Other income – – 1.6 1.6 – – 0.8 0.8

Operating costs (36.6) (5.9) (9.1) (51.6) (39.3) (5.7) (8.3) (53.3)

Adjusted operating profit/(loss) 4.1 2.3 (7.5) (1.1) 3.3 2.0 (7.5) (2.2)
Adjusted operating margin 10% 28% (2)% 8% 26% 4%

Depreciation, amortisation and 
impairment 3.5 0.9 1.1 5.5 1.8 0.5 1.3 3.6

Adjusted EBITDA (post-IFRS16) 7.6 3.2 (6.4) 4.4
Adjusted EBITDA margin (post-IFRS16) 19% 39% 9%

Adjusted EBITDA (pre-IFRS 16) 6.3 2.9 (6.6) 2.6 5.1 2.5 (6.2) 1.4

Adjusted EBITDA margin (pre-IFRS16) 15% 35% 5% 12% 32% 3%

As described above, the Group adopted IFRS 16 in 2019 but took the exemption not to re-state the comparatives for the prior year.  
As a result, year-on-year business unit profitability between 2019 and 2018 is not directly comparable except at a pre-IFRS 16 adjusted 
EBITDA level which for both years includes property rent charges.  Both pre-IFRS 16 and post-IFRS 16 adjusted EBITDA for each business 
unit for 2019 are provided in the table above. Depreciation, amortisation and impairment for 2019 includes the higher depreciation charge 
arising from the application of IFRS 16.

17

www.centaurmedia.com STRATEGIC REPORT

27195_Centaur Media_AR2019 strategic.indd   17 20/04/2020   14:03:21



27195    1 April 2020 4:58 pm    Proof Number 5

Net finance costs 
Net finance costs were £0.3m (2018: £0.2m). The Group reported an opening cash position at 1 January 2019 of £0.1m and has held more 
significant cash balances following the divestment programme. Consequently, the vast majority of finance costs in 2019 are as a result of the 
commitment fee payable for the revolving credit facility. 

Taxation
A tax credit of £0.7m (2018: £1.1m) has been recognised on continuing operations for the year. The adjusted tax charge was £0.5m (2018: 
a credit of £0.4m) giving an adjusted effective tax rate (compared to adjusted profit before tax) of nil% (2018: 17%). The Company’s profits 
were taxed in the UK at a blended rate of 19.0% (2018: 19.0%). On a reported basis, the effective tax rate is 8% (2018: 5%). See note 7 for 
a reconciliation between the statutory reported tax charge and the adjusted tax charge.

Discontinued operations
Discontinued operations relate to the four divestments made during the first half of the year as described in the CEO's report. The profit from 
discontinued operations in 2019 and a reconciliation of the 2018 results compared to the results reported last year is as follows:

 

Discontinued
2019

£m

Discontinued
2018

£m

Continuing
2018

£m

As reported
2018

£m

Revenue 7.0 20.2 50.3 70.5

Other operating income – – 0.8 0.8

Net operating expenses (4.3) (13.9) (71.4) (85.3)

Profit on disposal 7.8 0.1 – 0.1

Operating profit/(loss) 10.5 6.4 (20.3) (13.9)

Finance costs – – (0.2) (0.2)

Profit/(loss) before tax 10.5 6.4 (20.5) (14.1)

Taxation (0.6) (1.2) 1.1 (0.1)

Profit/(loss) after tax 9.9 5.2 (19.4) (14.2)

Earnings/losses per share 
The Group has delivered adjusted diluted earnings per share for the year of 0.3 pence (2018: 2.6 pence). Diluted earnings per share for  
the year were 1.3 pence (2018: a loss of 9.9 pence). Full details of the earnings per share calculations can be found in note 9 to the  
financial statements.

Dividends 
In October 2019, an interim dividend of 1.5p per share was paid relating to 2019 (2018: 1.5p). A return of cash of 2.0p per share, in the form 
of a special dividend, was also announced as part of the interim results and paid along with the interim dividend.

At the time of the interim results, the Group confirmed a new dividend policy, applicable from 1 January 2020, such that Centaur will target a 
pay-out ratio of 40% of adjusted earnings, subject to a minimum dividend of 1.0p per share per annum.

In light of this new policy, a final ordinary dividend of 0.5p per share is proposed by the Directors in respect of 2019 (2018: 1.5p), giving a 
total ordinary dividend for the year ended 31 December 2019 of 2.0p (2018: 3.0p). This brings the total of ordinary and special dividends 
paid to shareholders relating to 2019 to £5.7m (4.0p per share), which is £4.3m (3.0p per share) more than the dividends that would have 
been paid under the new policy. 

The final dividend in respect of the year is subject to shareholder approval at the Annual General Meeting and, if approved, will be paid on 29  
May 2020 to all ordinary shareholders on the register at the close of business on 11 May 2020. 

After starting the year with only £0.1m of cash, the £16.4m net proceeds from divestments have been spent on the excess dividends 
of £4.3m and exceptional costs relating to the Group’s central cost reductions and divestment programme of £4.7m while retaining an 
acceptable minimum level of liquidity for the Group. The Board was planning a further return of cash as a special dividend alongside the 
ordinary dividend in May. However, the uncertainty resulting from coronavirus pandemic has caused the Board to take a prudent approach 
and there will be a delay in any further special dividends until we have better clarity of the potential impact on Centaur, if any. The Group 
closed 2019 with cash of £9.3m (2018: £0.1m).
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Cashflow 

 
2019

£m
2018

£m

Adjusted operating loss 1.8 5.2

Depreciation, amortisation and impairment 5.5 3.7

Movement in working capital (0.0) (1.3)

Adjusted operating cash flow 7.3 7.6

Capital expenditure (1.6) (2.8)

Cash impact of adjusting items 2.7 (0.8)

Taxation 0.1 (1.2)

Repayment of finance lease obligations (2.3) –

Interest and finance leases (0.2) (0.4)

Loan arrangement fees – (0.2)

Free cash flow 0.6 2.2

Acquisitions (0.1) (1.8)

Disposal of subsidiaries 16.4 0.3

Share repurchases (0.6) (0.4)

Dividends paid to Company’s shareholders (7.1) (4.3)

Increase/(decrease)  in net cash 9.2 (4.0)

Opening net cash 0.1 4.1

Closing net cash 9.3 0.1

Cash conversion 100% 85%

Adjusted operating cash flow is not a measure defined by IFRS. Centaur defines adjusted operating cash flow as cash flow from operations 
excluding the impact of adjusting items, which are defined above. The Directors use this measure to assess the performance of the Group 
as it excludes volatile items not related to the core trading of the Group and includes the Group’s management of capital expenditure. A 
reconciliation between cash flow from operations and adjusted operating cash flow is shown in note 1(b) to the financial statements. The 
cash impact of adjusting items primarily relates to exceptional restructuring costs in both years.

MAP22
As referred to in the CEO’s report and our interim results presentation, the Group introduced its Margin Acceleration Programme (MAP22) in 
September 2019 which targets an adjusted EBITDA margin of at least 20% by 2022 (excluding the impact of IFRS 16). This will be achieved 
by the targeted costs savings of £5m per annum together with profitable revenue growth. Targeted cost savings represent roughly half of the 
increase in EBITDA required to meet the targeted 20% EBITDA margin. This cost saving target had been achieved on an annualised basis 
by the end of December 2019 and the full benefit will be reflected in the 2020 financial performance.

Financing and bank covenants 
In November 2018, the Group agreed an amendment and extension of the existing £25 million revolving credit facility which had been signed 
in 2015. The facility’s terms include quarterly testing of leverage and interest cover ratios and security has been granted over the Group’s 
assets. The initial period of the extension was three years until November 2021 with the option to extend by two further single years subject 
to bank approval.

The principal financial covenants under the facility are: the ratio of net debt to adjusted EBITDA shall not exceed 2.5:1, and the ratio of 
EBITDA to net finance charges shall not be less than 4:1. The Group remained well within its banking covenants during the year and had not 
drawn down any of its £25 million revolving credit facility at the end of 2019.

19

www.centaurmedia.com STRATEGIC REPORT

27195_Centaur Media_AR2019 strategic.indd   19 20/04/2020   14:03:21



27195    1 April 2020 4:58 pm    Proof Number 5

Balance sheet 
A summary of the Group’s balance sheet as at 31 December 2019 and 2018 is set out below:

 
2019

£m

Restated  
2018

£m

Goodwill and other intangible assets 61.2 78.1

Property, plant and equipment 4.3 1.3

Deferred taxation 1.0 0.3

Deferred income (8.7) (15.0)

Other current assets and liabilities (3.7) 2.0

Non-current liabilities (2.3) (0.1)

Net assets before cash 51.8 66.6

Net cash 9.3 0.1

Net assets 61.1 66.7

It should be noted that the prior year balance sheet, unlike the income statement, is not adjusted to reflect the divestment programme that 
occurred in 2019. However, trade receivables and other payables in 2018 have been restated to gross up credits of £0.8m which had been 
previously reported in trade receivables as described in note 1 (a) (ii).

In 2019, goodwill and other intangibles have reduced by £16.9m mainly due to the impact of the divestment programme (£12.8m). Property, 
plant and equipment have increased mainly as a result of the right-of-use property assets of £3.7m recognised under IFRS 16.  Other 
current assets and liabilities have been significantly reduced year-on-year by the divestment programme as shown in note 14 to the financial 
statements.

Going concern
After due consideration, as required under IAS 1 Presentation of Financial Statements, including consideration of the Group’s net current 
liability position, the Group’s forecasts for at least twelve months from the date of this report, and the effectiveness of risk management 
processes, the Directors have concluded that it is appropriate to continue to adopt the going concern basis in the preparation of the 
consolidated financial statements for the year ended 31 December 2019. As detailed under the Risk Management section, the Directors 
have assessed the viability of the Group over a three-year period to December 2022 and the Directors have a reasonable expectation that 
the Company will be able to continue in operation and meet its liabilities as they fall due over the period to December 2022.

Conclusion
The Group has successfully completed its strategic divestment programme and is now leaner and fitter for the future as it focuses on Xeim 
and The Lawyer. Our balance sheet is stronger than before with over £9m of cash in the bank at year end and a £25 banking facility that 
the Group is not intending to draw down in the foreseeable future. Notwithstanding the impact of coronavirus, we stand in a strong place to 
execute MAP22 having met our targeted annualised cost reduction programme of £5m. I would like to thank all the employees of Centaur 
for their commitment and patience as the Group has completed its divestment and restructuring programmes.

SIMON LONGFIELD 
Chief Financial Officer

17 March 2020 
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Alternative performance measures
Measure Definition

Adjusted EBITDA (pre-IFRS 16) Adjusted operating profit before depreciation and impairment of tangible assets and 
amortisation and impairment of intangible assets other than those acquired through a 
business combination, before the impact of IFRS 16 to remove property rent charges.

Adjusted EBITDA (post-IFRS 16) Adjusted operating profit before depreciation and impairment of tangible assets and 
amortisation and impairment of intangible assets other than those acquired through 
a business combination, after the impact of IFRS 16 to remove property rental charges. 
This measure is new, reflecting the adoption of IFRS 16.

Adjusted EBITDA margin Adjusted EBITDA (pre-IFRS 16) as a percentage of revenue.

Adjusted effective tax rate Adjusted tax charge as a percentage of Adjusted profit before tax.

Adjusted EPS EPS calculated using Adjusted profit for the period.

Adjusting items Items as set out in the statement of consolidated income and notes 1(b) and 4 of the 
financial statements including exceptional items, and volatile items predominantly relating 
to investment activities and other separately reported items.

Adjusted operating profit/(loss) Operating profit/(loss) excluding Adjusting items.

Adjusted profit before tax Profit before tax excluding Adjusting items.

CAP Revenue generated by a segment less its costs of sales and all costs attributable to 
marketing, selling, content production and delivery of that revenue. This measure is new as 
described on page 17.

Cash conversion Adjusted operating cash flow/adjusted EBITDA (post-IFRS 16).

Exceptional items Items where the nature of the item, or its magnitude, is material and likely to be non-
recurring in nature as shown in note 4.

Free cash flow Increase/decrease in cash for the year before the impact of debt, acquisitions, disposals, 
dividends and share repurchases.

Segment profit Adjusted operating profit of a segment after allocation of central support teams and 
overheads that are directly related to each segment or business unit. As explained in the 
Financial Review, central costs were fully allocated in prior years.

Underlying revenue Revenue adjusted to exclude the impact of revenue contribution arising from acquired, 
disposed or closed businesses (“excluded revenue”).
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Risk management approach
The Board has overall responsibility for the 
effectiveness of the Group’s system of risk 
management and internal controls, and 
these are regularly monitored by the Audit 
Committee.

Details of the activities of the Audit 
Committee in this financial year can be 
found in the Audit Committee Report on 
pages 41 to 43.

The Executive Committee, Company 
Secretary and the Head of Legal are 
responsible for identifying, managing and 
monitoring material and emerging risks in 
each area of the business and for regularly 
reviewing and updating the risk register, as 
well as reporting to the Audit Committee in 
relation to risks, mitigations and controls. 
As the Group operates principally from one 
office and with relatively short management 
reporting lines, members of the Executive 
Committee are closely involved in day-to-
day matters and are able to identify areas 
of increasing risk quickly and respond 
accordingly. The responsibility for each risk 
identified is assigned to a member of the 
Executive Committee. The Audit Committee 
considers risk management and controls 
regularly and the Board formally considers 

risks to the Group’s strategy and plans as 
well as the risk management process as 
part of its strategic review.

The risk register is the core element of the 
Group’s risk management process. The 
register is maintained by the Company 
Secretary with input from the Executive 
Committee and the Head of Legal. The 
Executive Committee initially identifies the 
material risks and emerging risks facing the 
Group and then collectively assesses the 
severity of each risk (by ranking both the 
likelihood of its occurrence and its potential 
impact on the business) and the related 
mitigating controls. 

As part of its risk management processes, 
the Board considers both strategic and 
operational risks, as well as its risk appetite 
in terms of the tolerance level it is willing 
to accept in relation to each principal risk, 
which is recorded in the Company’s risk 
register. This approach recognises that 
risk cannot always be eliminated at an 
acceptable cost and that there are some 
risks which the Board will, after due and 
careful consideration, choose to accept. 
The Group’s risk register, its method of 
preparation and the operation of the key 
controls in the Group’s system of internal 
control are regularly reviewed and overseen 

by the Audit Committee with reference to 
the Group’s strategic aims and its operating 
environment. The register is also reviewed 
and considered by the Board.

As part of the ongoing enhancement of 
the Group’s risk monitoring activities, we 
reviewed and updated the procedures 
by which we evaluate principal risks and 
uncertainties during the year. 

Principal risks 
The Group’s risk register currently includes 
operational and strategic risks. The principal 
risks faced by the Group in 2019, taken 
from the register, together with the potential 
effects and mitigating factors, are set out 
below. The Directors confirm that they 
have undertaken a robust assessment of 
the principal and emerging risks facing the 
Group. Financial risks are shown in note 28 
to the financial statements.

Risk number 1 has been updated from 
last year’s Annual Report to include the 
wider risk of failure to deliver a high growth 
performance culture.  Risk number 2 has 
been updated from last year’s Annual 
Report to include the wider risk of sensitivity 
to the UK/sector economic conditions, 
instead of just the risk related to print 
products.  
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Rank Risk Description of risk and impact Risk mitigation/control procedure
Movement in 
risk

1
Failure to deliver 
a high growth 
performance culture.

The risk that Centaur 
is unable to attract, 
develop and retain 
an appropriately 
skilled, diverse and 
responsible workforce 
and leadership 
team, and maintain 
a healthy culture 
which encourages 
and supports ethical 
high-performance 
behaviours and 
decision-making.

Difficulties in recruiting 
and retaining staff 
could lead to loss of 
key senior staff.  

Failure to implement 
the simplification 
programme.

Centaur’s success depends on growing 
the business and completing the MAP22 
strategy.  In order to do this, it depends in 
large part on its ability to recruit, motivate 
and retain highly experienced and qualified 
employees in the face of often intense 
competition from other companies, especially 
in London.

In 2019 it was exacerbated by:

a.	the simplification programme;

b.	the formation of the Xeim group; and

c.	the reduction of overheads.

Investment in training, development and pay 
awards needs to be compelling but will be 
challenging in the current economic climate.

Implementing a working environment that 
allows for agile and remote delivery is 
necessary to keep the “millennial” workforce 
engaged.

High staff churn (a challenge for all media 
and events companies) affects budget, 
productivity and continuity for customers.

Developing the 2022 business strategy and 
changes required in skill set and culture are 
challenging and costly. 

We regularly review measures aimed 
at improving our ability to recruit and 
retain employees and to track employee 
engagement.

The move to WeWork in Waterloo, a 
bright, modern and flexible workspace, 
and with good transport connections 
should be a compelling environment for 
staff and improve our ability to recruit and 
retain employees and to track employee 
engagement.

Weekly “check-ins” via ENGAGE ensure 
we have a weekly “mood” of the business 
and an understanding of any key risks or 
challenges as they arise.

An employee engagement team has 
been set up, known as DICE to focus 
on Diversity, Inclusion, Culture and 
Engagement along with other key issues 
and opportunities that can challenge the 
business. This is sponsored by the CEO 
and a Non-Executive Director.

Key senior leaders have had their 
reward packages reviewed and, where 
appropriate, increased notice periods 
and restrictive covenants have been 
introduced.

A review takes place annually to ensure 
flight risks and training needs are 
identified which become the focus for 
pay, reward and development areas.

All London based staff continue to be 
paid at or above the London Living 
Wage.

Our HR processes include exit interviews 
for all leavers to resolve areas of concern.

The Board 
considers 
this risk to be 
broadly the 
same as the 
prior year, 
following the 
simplification 
programme.

2
Sensitivity to UK/
sector economic 
conditions.

Centaur’s UK focus makes Centaur highly 
sensitive to UK/sector economic conditions. 
This risk remained high during 2019 
and continues while the terms of the UK 
leaving the EU are uncertain. The current 
uncertainties caused by coronavirus have 
also increased the short-term risk to the 
Group.

Most of the risk impacts Centaur 
indirectly from our customers.

Part of the strategic plan for Centaur is 
to increase international organic growth 
in the mid to longer term, focusing on 
the US and Asia in particular, in order to 
mitigate this risk.  

Many of the Group’s products are 
market-leading in their respective sectors 
and are an integral part of our customers’ 
operational processes, which mitigates 
the risk of reduced demand for our 
products.  

The Group regularly reviews the political 
and economic conditions and forecasts 
for the UK, including specific risks such 
as coronavirus, and the main sectors 
in which it operates to assess whether 
changes to its product offerings or pricing 
structures are necessary.

The Board 
considers this 
risk to have 
increased since 
the prior year.
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Rank Risk Description of risk and impact Risk mitigation/control procedure
Movement in 
risk

3
Fraudulent or 
accidental breach 
of our security, or 
ineffective operation 
of IT and data 
management systems 
leads to loss, theft or 
misuse of personal 
data or confidential 
information or 
other breach of 
data protection 
requirements.

A serious occurrence of a loss, theft or 
misuse of personal data or sensitive or 
confidential information could result in 
reputational damage, a breach of data 
protection requirements or direct financial 
impact. See risk 4: GDPR, PECR below. 

Centaur collects and processes personal 
data and confidential information from some 
of its customers, users and other third 
parties.  

Centaur is at risk from a serious occurrence 
of a loss, theft or misuse of personal data 
or confidential information on our software/
hardware due to the actions of a Centaur 
employee, partner or third party.

Appropriate IT security is undertaken 
for all key processes to keep the IT 
environment safe. 

Websites are hosted by specialist third-
party providers who provide warranties 
relating to security standards. 

All of our websites have been migrated 
onto a new and more secure platform 
which is cloud hosted and databases 
have been cleansed and upgraded.

External access to data is protected and 
staff are instructed to password protect 
or encrypt where appropriate. 

The Group Head of Data ensures 
that rigorous controls are in place to 
ensure that warehouse data can only 
be downloaded by the data team. 
Integration of the warehouse with current 
databases and data captured and stored 
elsewhere is ongoing. 

Centaur has a business continuity plan 
which includes its IT systems and there 
is daily, overnight back-up of data, stored 
off-site. 

Please see risk 4 below for specifics 
relating to GDPR compliance/data.

The Board 
considers 
this risk to be 
broadly the 
same as the 
prior year.

4
Regulatory; GDPR, 
PECR and other 
similar legislation 
involve strict 
requirements 
regarding how 
Centaur handles 
personal data, 
including that of 
customers and the 
risk of a fine from 
the ICO, third party 
claims (e.g. from 
customers) as well as 
reputational damage 
if we do not comply.

The General Data Protection Regulation 
(‘GDPR’), which is the data protection law 
that came into force in May 2018, involves 
much stricter requirements for Centaur 
regarding its handling of personal data.

This includes:

•	 customers and employees having greater 
rights on how we use their data;

•	 Centaur having to provide specific 
information to our customers on how we 
use their personal data;

•	 strict rules around how we conduct our 
direct marketing activities; 

•	 personal data being kept more securely; 
time and access;

•	 contracts with suppliers that handle our 
data to include GDPR compliant clauses; 

•	 new rules about notifying the ICO in the 
event of a breach of GDPR;

•	 a short time period for responding 
to “subject access requests” from 
customers and employees;

•	 a requirement to demonstrate how 
we comply with GDPR, which means 
more onerous internal record-keeping 
obligations;

Centaur has taken a wide range of 
measures aimed at complying with the 
key aspects of GDPR.     

The measures taken include:

•	 updating the marketing permissions 
on our websites and event 
registration pages to ensure 
language is specific/unambiguous;

•	 updating the unsubscribe process;

•	 improving our data complaints 
procedures;

•	 improving our procedures for 
removing individuals from databases 
where details are inaccurate/not 
needed;

•	 updating our standard terms and 
conditions across all products;

•	 updating our privacy and cookies 
policy and website terms and 
conditions; and 

•	 amending our contracts with 
suppliers who provide us with 
personal data (ie lists) or who handle 
data on our behalf.  

The Board 
considers 
this risk to be 
broadly the 
same as the 
prior year.
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Rank Risk Description of risk and impact Risk mitigation/control procedure
Movement in 
risk

•	 a requirement to carry out data impact 
assessments for new types of personal 
data processing undertaken; and

•	 a requirement to keep under review the 
need for a Data Protection Officer.

The Privacy and Electronic Communications 
Regulations (PECR) implements the EU 
“E-Privacy” Directive and sits alongside the 
GDPR. PECR includes specific obligations for 
businesses like Centaur regarding how they 
conduct electronic marketing calls, emails, 
texts, and on their use of cookies and similar 
technologies, among other things.

In the event of a serious breach of the GDPR 
and or PECR, Centaur could be subject 
to a significant fine from the regulator (the 
ICO) and claims from third parties including 
customers as well as reputational damage.

The maximum fine of 20 million Euro for 
breach of GDPR is much higher than fines 
under the old UK data protection legislation.

The maximum fine for breaches of PECR is 
£500,000, and directors’ liability for serious 
breaches of marketing rules has recently 
been introduced.

The obligations for Centaur under the GDPR 
and PECR ae complex and continuing, 
meaning this area requires continued focus.

Following the adoption of the GDPR by EU 
member states, certain other countries and 
jurisdictions worldwide are also reviewing 
and updating their own laws relating to 
data and privacy.  The extent to which 
Centaur is required to comply with the laws 
in each of these jurisdictions depends on 
the circumstances, and there is a risk that 
Centaur may not be compliant with all such 
laws and could therefore be subject to 
regulatory action and fines from the relevant 
regulators and data subjects. 

More recent measures taken to improve 
the Company’s compliance with the laws 
on electronic marketing include:

•	 a data deletion exercise in order to 
ensure data maintained is in line 
with our data retention policy;

•	 outsourcing CPTS screening to a 
third-party supplier for specific list 
screening;

•	 quarterly training for sales and 
marketing staff; and

•	 a newly formed Data Protection 
Compliance Committee which is 
responsible for monitoring Centaur’s 
ongoing compliance with data 
protection laws.

Recent guidance published by the 
ICO relating to the use of cookies, and 
further changes to the laws relating to 
data privacy, ad tech and electronic 
marketing expected in late 2019/20, will 
further increase the regulatory burden 
for businesses like Centaur, and the 
requirements in this regard will need to be 
kept under review.  

The business has taken advice on what 
it needs to mitigate its risk in respect of 
the CCPA and has a plan in place for 
actioning this.

Staff training will be provided in-house 
on key legislation, and any changes to it, 
where appropriate including PECR.

Centaur’s in-house lawyer keeps abreast 
of material developments in data 
protection law and regulation and advice 
from external law firms is sought where 
appropriate.  Given the increasingly 
global nature of our business and our 
customers Centaur’s approach to 
complying with data protection laws in 
other jurisdictions should be kept under 
review.
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Viability statement
In accordance with provision 31 of the 
UK Corporate Governance Code 2018, 
the Directors have assessed the viability 
of the Group over a three-year period to 
December 2022, taking account of the 
Group’s current position, the Group’s 
strategy, the Board’s risk appetite and, 
as documented above, the principal risks 
facing the Group and how these are 
managed. Based on the results of this 
analysis, the Directors have a reasonable 
expectation that the Company will be 
able to continue in operation and meet its 
liabilities as they fall due over the period to 
December 2022.

The Board has determined that the 
three-year period to December 2022 is an 
appropriate period over which to provide 
its viability statement because the Board’s 
financial planning horizon covers a three-
year period. In making their assessment, the 
Directors have taken account of the Group’s 
existing financing arrangements to 2022 
(which allows extensions to 2023 on similar 
terms), cash flows, dividend cover and other 
key financial ratios over the period. 

These metrics are subject to stress testing 
which involves sensitising a number of 
the main assumptions underlying the 
forecasts both individually and in unison. 
The main assumption sensitised included 
a scenario where the Group’s forecast 
EBITDA dropped by 50%, as well as short 
term cash conversion issues. Scenarios 
relating to the current immediate risk relating 
to coronavirus were also considered. In a 
scenario where the Group's EBITDA fell by 
86% over the three-year financial planning 
horizon, and without management taking 
mitigating actions, the Group would breach 
its banking covenants in the fourth quarter 
of 2022. Where appropriate, this analysis 
is carried out to evaluate the potential 
impact of the Group’s principal risks actually 
occurring, such as failure to deliver a high 
growth performance culture, UK economic 
conditions, breach of security, data 
compliance and systems failure. Sensitising 
the model for changes in the assumptions 
and risks affirmed that the Group would 
remain viable over the three-year period to 
December 2022. 

Going concern basis of 
accounting 
In accordance with provision 30 of the 
UK Corporate Governance Code 2018, 
the Directors’ statement as to whether 
they consider it appropriate to adopt the 
going concern basis of accounting in 
preparing the financial statements and their 
identification of any material uncertainties, 
including the principal risks outlined above, 
to the Group’s ability to continue to do so 
over a period of at least twelve months 
from the date of approval of the financial 
statements and for the foreseeable future 
can be found on page 36.

Rank Risk Description of risk and impact Risk mitigation/control procedure
Movement in 
risk

5
Serious systems 
failure (affecting core 
systems and multiple 
products or functions) 
or breach of IT 
network security (as a 
result of a deliberate 
cyber-attack or 
unintentional event). 

Centaur relies on its IT network to conduct 
its operations. The IT network is at risk of 
a serious systems failure or breach of its 
security controls. This could result from 
deliberate cyber-attacks or unintentional 
events and may include third parties gaining 
unauthorised access to Centaur’s IT network 
and systems resulting in misappropriation of 
its financial assets, proprietary or sensitive 
information, corruption of data, or operational 
disruption, such as unavailability of our 
websites and our digital products to users or 
unavailability of support platforms. 

If Centaur suffers serious cyber-attacks, 
whether by a third party or insider, any 
operational disruption may directly affect our 
revenues or collection activities.

Centaur may incur significant costs and 
suffer other negative consequences, such 
as remediation costs (including liability for 
stolen assets or information, and repair of 
any damage caused to Centaur’s IT network 
infrastructure and systems). Centaur may 
also suffer reputational damage and loss 
of investor confidence resulting from any 
operational disruption.

Centaur has invested significantly in 
its IT systems and where services are 
outsourced to suppliers, contingency 
planning is carried out to mitigate risk of 
supplier failure.

The ongoing development of CRM (PCI 
compliance) and finance systems.

Lockton’s, our insurance advisor, has 
advised us in relation to additional cover 
that is appropriate to insure against a 
serious failure of IT network security 
controls.

Our policies were upgraded in 2018 to 
further ensure our staff are clear and 
accountable for their IT compliance.  This 
is checked on an ongoing basis.

In 2019 Centaur also implemented a 
number of security improvements to 
better protect and monitor our network, 
systems and data eg CloudStrike.

New starters receive both Terms and 
Conditions plus the staff IT policy.

The Board 
considers 
this risk to be 
broadly the 
same as the 
prior year.
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The Board recognises its responsibility 
to take into consideration the needs and 
concerns of all our stakeholders as part 
of its discussion and decision-making 
processes.  By understanding and 
communicating with our key stakeholder 
groups, we can factor their insights and 
concerns into these discussions and ensure 
that we act in a way most likely to promote 
the success of the Company for the benefit 
of members as a whole. 

Our people are our most important asset 
and are crucial to our success. Having the 
right people with the right skills at all levels 
in our organisation is critical to building a 
quality, sustainable business and delivering 
our strategy. Our culture is characterised 
as customer focused, commercial, diverse, 
grounded and innovative with a Can do, Will 
do, Now! attitude.

The Board also recognises the importance 
of developing the values and culture of 
the Company and the necessity for high 
standards of business conduct throughout 
the Group to support its strategy. These 
values and standards are cascaded to 
the business from the executive directors, 
through the Executive Committee and the 
senior leadership team, and to employees 
via town hall gatherings and other formal 
and informal methods of communication.

During 2019 we established a workforce 
advisory panel to cover Diversity, Inclusion, 
Culture and Engagement (DICE).  This 
comprises ten employees from across 
the Group and is led by one of our senior 
leadership team. DICE reports to the CEO 
and Carol Hosey has been appointed as 
the Non-Executive director sponsor of 
DICE. Her role is to ensure that employee 
sentiment is clearly communicated to the 
Board. 

She will also ensure that our gender, 
diversity and environmental ambitions are 
realised with actionable plans.

More information on people, talent 
development, health and safety, diversity, 
gender pay, anti-slavery and human 
trafficking policy, environment, emissions 
and charitable donations can be found in 
the Corporate Responsibility section on 
pages 29 to 31.
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The table below sets out our key stakeholder groups.  Each stakeholder group requires an individual engagement approach to promote 
effective and mutually beneficial relationships.

Stakeholder Group How we engage? Why we engage?
What matters to this 
Group?

Shareholders

Our shareholders 
play an important 
role in monitoring 
and safeguarding the 
governance of the 
Company.

Formal documented shareholder 
roadshow meetings, post results 
presentations and market updates.

Other ad hoc shareholder meetings as 
required and requested.

Annual General Meeting.

Consultation prior, during and post 
strategic decision making or execution.

We work to ensure that our shareholders 
and their representatives have a good 
understanding of, and are supportive of, 
our strategy, business model, opportunity 
and culture.

Strategy and business 
model, long term 
share value growth, 
sustainable dividend 
policy, financial stability 
and culture.

Customers

Without customers there  
is no business.

Every day we interact with a wide variety 
of existing and potential customers. This 
is with a view to understand customer 
requirements/feedback, to manage their 
expectations and to generate profitable 
revenue. 

To help our customers achieve their 
goals. Customers provide repeatable and 
recurring revenues and some customers 
provide significant revenue.  The impact of 
strategic decisions on our customers are 
carefully considered and monitored on an 
ongoing basis.

Innovative products. 

The customer 
experience. 

Customer satisfaction.

Employees

The Company has a 
diverse workforce which 
is recognised as a key 
asset of our business. 
At 31 December 2019 
there was a total of 565 
employees based in 
London, Portsmouth and 
New York.

Bi-monthly Executive Committee 
meetings.

Monthly Leadership team meetings.

Weekly team meetings.

Quarterly town halls to employees are 
recorded for viewing by our Portsmouth 
and New York offices. 

A weekly online sense check 
questionnaire (“ENGAGE”). 

A quarterly engagement survey. 

Annual appraisals and objective-setting 
process.

DICE established so that all employees 
have a voice and their views are 
considered.

To ensure that communication is clear and 
understood throughout the Company.

The Company is working hard to drive 
its status as a destination employer by 
creating the right environment and culture. 

ENGAGE analyses general motivation 
and sentiment. This is anonymised and 
therefore encourages employees to be 
honest about issues or problems.

Quarterly employee engagement surveys 
for all employees to have a voice with 
measurable KPI’s benchmarked. The 
Company believes that diversity enhances 
business performance and environment.

Opportunities for 
employee development 
and progression. Agile 
working patterns. 
Opportunity to share 
ideas and make a 
difference, diversity and 
inclusion and climate 
consideration.

Strategic suppliers Meetings with suppliers as appropriate, 
together with negotiations on the terms 
and conditions of supply.

There are certain strategic suppliers 
who underpin the business operations.  
Strategic decisions consider the impact 
on these suppliers, in terms of capability, 
scale, value for money and risk.

To ensure that Centaur 
can comply with agreed 
terms and conditions.

The values of our 
suppliers and their high 
standards of business 
conduct.

Innovation and product 
development.

Community The Company supports local 
communities and charitable 
organisations through direct fundraising 
and donations. During the year, the 
Company supported two charities.

To be a good corporate citizen and give 
back to the communities and charities 
that are important to our employees.

Inclusion of employee 
sentiment and what is 
important to them.
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Our people
Talent development
Centaur Media is committed to developing 
a culture of environmental awareness and 
social responsibility and we seek, where 
appropriate, to incorporate environmentally 
and socially responsible practices into the 
way we deliver services and products to 
our customers and procure goods and 
services from third parties. The Group has 
a whistleblowing policy in place enabling 
employees to report any concerns about 
improper practices, including relating to 
its environmental and social responsibility 
practices.

Employee engagement
We have adopted an online application 
(ENGAGE) which gives employees the 
opportunity to provide feedback on a weekly 
basis and enables management to get a 
regular temperature check on motivation 
and real time feedback from their teams.

Health and safety
We are committed to the safety of our 
staff. We have a health and safety policy 
which sets out Centaur’s responsibilities 
and those of its staff concerning health and 
safety in the workplace. Our Health and 
Safety Committee, which is responsible for 
overseeing the application of this Policy, 
meets at least every six months and reports 
directly to the Board on all material related 
matters. Due to the nature of the business 
and following our move to WeWork serviced 
offices in Waterloo, risk of work-based 
accidents is relatively low, but the Group 
takes its responsibilities for the health and 
safety of its employees seriously. Our Office 
Manager is responsible for maintaining a 
safe environment for employees and an 
accident book is available to all staff in 
Reception. We periodically carry out internal 
health and safety reviews, taking follow 
up action to maintain standards where 
necessary, and undertake staff training in 

relation to fire safety. Where work-related 
activities take place, which have a higher 
risk attached – such as travel, marketing 
events and outdoor activities – additional 
planning is undertaken which includes a 
risk assessment and mitigation plan. To 
minimise risk to the health and safety of our 
employees in the event of a major disaster 
or emergency, our business continuity plan 
is regularly revised and tested.

Diversity
Centaur Media strongly encourages diversity 
across the Group and is committed to 
recruiting and promoting the most talented 
people from the widest pool and providing 
equal opportunities for all employees and 
prospective employees. To support this aim, 
the Group has an Equal Opportunities Policy 
which covers recruitment and selection, 
promotion, training and development and 
standard contract terms for all staff. We also 
support apprenticeships which increase our 
talent pool and demonstrates the Group’s 
commitment to reaching out to young 
people from a variety of backgrounds. 
We offer internships and work experience 
opportunities for people from a variety of 
backgrounds.

At 31 December 2019 one of our six (17%) 
Board members was female and one out of 
five (20%) of our Executive Committee was 
female. The percentages fluctuated during 
the year due to changes in the Board’s 
membership.  From 1 April 2020, following 
the appointment of two new Non-Executive 
Directors, one-third of the Board will be 
female. 

As at 31 December 2019, our workforce 
overall was 51% female (288 employees) 
and 49% male (277 employees). We proudly 
support flexible working opportunities, and 
8% of staff are employed on a part-time 
basis. 

Gender pay
We carry out an annual analysis on Gender 
Pay and will be submitting and publishing 
the result for 2019 at the beginning of April 
2020. The report can be found at www.
centaurmedia.com.

Anti-slavery and human trafficking 
policy
We implemented the provisions of the 
UK Modern Slavery Act 2015 in 2016 
and adopted an anti-slavery and human 
trafficking policy.  Our Slavery and Human 
Trafficking Statement is published on 
our website in March each year at www.
centaurmedia.com.
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Environment and climate 
change
Our impact on the environment
Climate change remains one of the 
greatest challenges of our times and every 
company has to play its part in minimising 
its environmental footprint.  Centaur Media 
operates in the media sector, predominantly 
in the United Kingdom, and consequently, 
while Centaur recognises that its business 
has an impact on the environment, including 
through the use of energy and paper, our 
impact on the environment is less significant 
than that of companies operating in many 
other sectors. As we continue to increase 
our digital capabilities and products, and 
to reduce our reliance on print advertising, 
we are reducing our use of consumable 
items such as paper and plastic over time. 
The majority of our employees worked out 
of a single location at Wells Street, London 
until we moved to WeWork in Waterloo, 
London during November and December 
2019.  We have only one other UK location 
in Portsmouth which means that the 
Group has been able to take advantage of 
consolidating building-related environmental 
impacts and benefiting from Group sharing 
of items such as photocopiers. The Group 
also has a small serviced office in New York.

The Group actively seeks to minimise 
adverse environmental impacts and to 
promote good environmental practices 
wherever possible. We increasingly aim 
to ensure that our major suppliers are 
environmentally responsible. For example, 
our main paper and print supplier holds the 
ISO 14001 (environmental management) 
accreditation and is certified by the Forest 
Stewardship Council and Programme for 
the Endorsement of Forestry Certification. 

We donate used computer equipment 
to Camara Education, which is a social 
enterprise dedicated to improving education 
in disadvantaged communities across 
the world. Donations made by Centaur 
in 2019 have benefited schools in Kenya 
and Tanzania. Each will impact at least 24 
children and the donated equipment will go 
on to benefit at least 1,500 children.

Some of our other measures taken at 
Wells Street, prior to our move to WeWork, 
included: 

•	 use of energy-efficient lighting, including 
replacing existing light fittings with 
energy efficient LED light fittings in 
the Wells Street building including all 
common parts;

•	 installation of motion sensors in offices 
to control lighting;

•	 analysing and adjusting the timing 
of boilers and chillers for office air 
conditioning to increase energy 
efficiency;

•	 stopping the use of non-recyclable cups 
and reducing the use of paper hand 
towels;

•	 buying paper that is Forest Stewardship 
Council (‘FSC’) accredited which means 
that the paper has been sourced in 
an environmentally friendly, socially 
responsible and economically viable 
manner;

•	 active engagement in the recycling of 
cans, tins, plastic, glass, cardboard 
and paper, including the replacement of 
traditional waste bins with recycling bins 
throughout the Wells Street building as 
part of a centralised recycling system 
originally rolled out in 2015, together 
with a monthly report showing the 
percentage of waste collected that was 
recycled; 

•	 use of follow-me printing and recycling 
of printer cartridges where possible;

•	 increasing the use of aqueous inks, 
which limit the release of volatile organic 
compounds; 

•	 use of eco-friendly taxis and courier 
vehicles that are less than three years 
old, and use of cyclist couriers, where 
possible;

•	 cycle to work scheme and other 
measures that facilitate cycling to work 
by employees, such as the provision of 
showers, changing rooms and lockers, 
as well as bike storage facilities at the 
Wells Street building; and

•	 encouraging staff to use public 
transport by provision of season ticket 
loans.

Following the move to WeWork at Waterloo 
we now benefit from WeWork initiatives that 
span across three operational programme 
pillars: energy, materials and health.  They 
have eradicated single-use plastic from 
100% of EMEA sites, reducing waste 
disposal and ocean pollution.  By influencing 
the wider supply chain they prevent more 
plastic from entering their buildings.  They 
partner with Creator Awards winner 
BioBean to recycle four tonnes of coffee 
per month, which are turned into burnable 
logs.  Office recycling bins and increased 
waste streams are in 100% of UK buildings.  
WeWork look for opportunities to upcycle 
their waste streams into new products using 
circular design and turn textiles and plastics 
into new materials for their spaces. They 
have achieved “Zero Waste to Landfill” for 
100% of their EU sites.  WeWork energy 
initiatives are focussed around global 
continuity, growth impact reduction and 
innovation making current operations as 
energy efficient as possible.  WeWork 
spaces are designed to promote wellbeing 
showcasing innovative design for healthier 
and wellness-focused work environments, 
using a robust indoor environmental quality 
sensor network and using healthy and 
sustainable cleaning products and methods 
in their buildings.  They also promote 
wellbeing and social impact through regular 
community led events. (source: Operational 
sustainability at WeWork EMEA overview 
2019)
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Emissions
We continue to measure our carbon footprint by monitoring our energy usage and we are 
pleased to confirm that we are compliant with the EU Energy Efficiency Directive ‘Energy 
Saving Opportunity Scheme’ (‘ESOS’). 

The greenhouse gas (‘GHG’) emissions from our operations during the year are set out 
below. 

Year ended 31 December 2019 global GHG emissions data:

Emissions from: 
2019

Tonnes CO²
2018

Tonnes CO²

Scope 1 (gas, fuel and car mileage) 105 72

Scope 2 (electricity and steam) 384 428

Total GHG emissions 489 500

Average number of employees 661 758

Emissions per employee 0.7 0.7

Community
Charitable donations 
The Group supports local communities and charitable organisations through direct 
fundraising, donation and pro-bono work. During the year, a total of £75,125 was donated 
to The Alzheimers Society our chosen charity partner for 2019. These donations comprised 
employee contributions, a Group contribution, and third-party contributions raised through 
our events. We used our events to raise money from third parties including requesting 
donations in return for entry for awards and taking collections at the events. In 2018, 
£71,443 was donated to Macmillan Cancer Support and £25,713 was donated to The 
Connection at St Martin-in-the-Fields. Every year, the Group offers each employee a paid 
day off to spend volunteering for the not-for-profit cause or charity of their choice. Employee 
contributions were raised through a range of Company-wide fundraising events including 
sporting events and bake sales. We also operate a Give-As-You-Earn scheme through the 
payroll and offer employees the option to undertake Volunteer Days.

The Strategic Report was approved by the Board of Directors and signed by order of the 
Board. 

HELEN SILVER 
Company Secretary

17 March 2020

27195_Centaur Media_AR2019 strategic.indd   31 20/04/2020   14:03:32
































































































































































































