
We are accelerating 
our growth strategy, to 
capture the long-term 
structural opportunity 
in our U.S. and UK Direct 
markets.”
Solly Solomou
Chief Executive Officer

ENTERTAINING AND  
DELIGHTING YOUNG ADULTS

CHIEF EXECUTIVE OFFICER’S REVIEW

LBG MEDIA’S PURPOSE IS 
TO ENTERTAIN AND DELIGHT 
YOUNG ADULTS MAKING 
THEM LAUGH, THINK AND 
ACT. WE DO THIS THROUGH 
OUR ATTRACTIVE CUSTOMER 
PROPOSITION, CENTRED 
AROUND CONTENT THAT 
ENTERTAINS, PROVOKES 
THOUGHT AND DRIVES 
ACTION.
We are powered and energised by our 
mission; to empower young adults 
by creating communities where they 
can laugh, think, and act. We have a 
relentless focus on sharing, creating 
and curating content that delights our 
audience. This approach has helped 
us reach an audience of 509m people 
worldwide and positioned us at the 
forefront of two major trends: the rise 
of digital advertising and the growing 
purchasing power of Millennials and 
Gen Z.

Today, LBG Media is the UK’s fifth 
largest social and digital business by 
reach. We have a growing presence 
and strong momentum in the U.S., the 
world’s largest advertising market. 

We have a proven model that is 
shaped by our audience, the strength 
of our brands, our appeal to blue-chip 
brands and celebrities, and the cultural 
relevance of our content. Blue-chip, 
global companies and celebrities 
are drawn to our ability to reach the 
young adult demographic through LBG 
Media’s diverse portfolio of brands, 
each dedicated to a specific popular 
interest.

We collaborate with blue-chip brands 
and social media platforms to generate 
revenue through two main channels. 
First, our content serves as a means for 
blue-chip brands and media agencies 
to reach young adults online, known 
as ‘Direct’ revenue. Second, we have 
revenue-sharing agreements with 
social media platforms that display ads 
near our content and owned websites, 
referred to as ‘Indirect’ revenue. 

Accelerating our growth 
strategy
We have invested in senior leadership 
capability as part of accelerating our 
investment in growth, to capture the 
long-term structural opportunity in 
our U.S. and UK Direct markets. We 
expect this evolution will make us a 
more predictable business, with greater 
visibility of revenues and earnings. 

In the U.S. we have made several 
high-profile appointments to bolster 
our growth, including Bill Mulvihill as 
Executive Vice President, Partnerships 
(formerly of Conde Nast, The Atlantic, 
Vanity Fair); Paul Josephsen as COO 
(formerly of Consumable, Warner, 
and Group Nine); Maggie Milnamow 
as CCO (formerly of Axel Springer, 
Business Insider, and The New York 
Times); and Lauren Gibbons as SVP 
of Partnerships (formerly of Condé 
Nast and BDG). These appointments 
enhance local execution and provide a 
scalable leadership platform to capture 
demand in the substantial and attractive 
U.S. advertising market. These senior 
appointments come alongside several 
high-calibre sales hires.

REVENUE
FOR THE YEAR ENDED  
30 SEPTEMBER 2025

£92.2m
(FY24 (9M): £64.9M)

ADJUSTED REVENUE
FOR THE YEAR ENDED  
30 SEPTEMBER 2025

£92.0m
(PF24 (12M): £83.7M)

ADJUSTED EBITDA 
FOR THE YEAR ENDED  
30 SEPTEMBER 2025

£25.2m
(FY24 (9M): £16.9M) 

PROFIT BEFORE TAX
FOR THE YEAR ENDED  
30 SEPTEMBER 2025

£14.0m
(FY24 (9M): £12.1M) 
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CHIEF EXECUTIVE OFFICER’S REVIEW CONTINUED

To address the demand from blue-
chip brands wanting to connect with 
young adults, we have honed our 
focus on our Direct revenue streams, 
aiming to expand and strengthen our 
relationships with existing clients, 
supported by a strong pipeline. In the 
U.S., this reflects a large and attractive 
market where we have a differentiated 
position, a healthy pipeline of new 
customers, positive growth indicators 
and confirmatory customer feedback.

Indirect revenues will remain central 
to our business model and a critical 
component of why advertisers, major 
brands and celebrities partner with 
us — to tap into our scale, brand 
recognition and content relevance. 
Social media platforms and age 
demographics are evolving. Our 
Millennial and Gen Z target audience 
is projected to be the wealthiest 
generation worldwide by 2030. This 
is a key reason why we will continue 
to invest in Indirect as we continue 
to engage with key audience groups, 
while adapting to social media platform 
changes and shifting our strategy to 
reflect changing audience behaviour 
and monetisation trends. 

As digital consumption continues to 
grow across Millennials, Gen Z and the 
emerging Gen A cohort, the business 
is well positioned to engage these 

audiences at scale through content and 
formats that remain culturally relevant 
and commercially effective. Our ability 
to reach and influence hard-to-access 
audiences across premium digital 
platforms remains a clear differentiator 
versus our peers.

Tightening our flywheel
In FY25 we have begun tightening the 
LBG Media flywheel, outlined above, to 
bolster our market leadership for young 
adults with a focus on five areas:

1. Rebuilding our engine around AI and 
first-party data;

2. Capitalising on the U.S. as a 
multiplier for LBG Media − by 
replicating the UK model in the largest 
advertising market globally;

3. Applying our content, insight and 
monetisation engine to creators;

4. Building repeatable IP; and

5. Accelerating predictable, scalable 
revenues through Direct relationships.

Driving predictable revenues
We are making good early progress 
with our shift towards a more 
predictable revenue mix. This is centred 
around five key themes:

1. Ongoing transition to Direct revenue 
and owned client relationships; 

2. Focus on a defined group of top-tier 
clients with CMO-level relationships;

3. Growth of multi-year sponsorship 
and IP-led revenue;

4. Investment in high margin proprietary 
products; and

5. Measurement and data creating 
stickiness and repeat spend.

An exciting and expanding 
market
LBG Media is a dominant player in 
the fastest-growing segments of the 
digital advertising market. LBG Media’s 
serviceable addressable market is large 
and growing, estimated to be £1.5bn. 
The market is expected to grow at 
approximately 8.6% from 2025-2027, 
driven by a range of factors including 
momentum in retail media and pureplay 
digital platforms. 

We see five structural trends which 
support long-term growth and which 
we are tapping into:

1. Young adult attention consolidating 
around a small number of global 
social platforms. This spans well-
known platforms such as YouTube and 
streaming providers.

2. Ongoing shift from traditional media 
to social media and creator-led formats. 
More than 70% of marketing budgets 
are digital, compared to around 50% 
five years ago.

3. AI is accelerating winners through 
speed, relevance and efficiency. We are 
addressing this through our AI tools to 
improve engagement, monetisation and 
client outcomes.

4. Rising Millennial and ‘Gen Z’ buying 
power. Millennials and especially Gen 
Z, who make up our target audience of 
young adults born between 1997 and 
2012, are projected to be the wealthiest 
generation worldwide by 2030. Gen Z 
is digitally native, with 94% of that age 
group using social media, and they 
account for 17% of global expenditure. 
We continue to invest in reaching 
our Millennial and Gen Z audiences 
who consume content across our 
brand portfolio on social platforms 
and our owned platforms. Our strong 
engagement with these groups is the 
main reason why global brands and 
celebrities choose to partner with 
LBG Media. In addition, our proven 
capacity to develop and produce 
compelling content with our proprietary 
tools positions us to connect with and 
engage these audiences through our 
intellectual property, fostering brand 
loyalty and authentic resonance with 
young adults. We have consistently 
shown this by generating tens of 
billions of views and by engaging with 
and growing our target audience.

GLOBAL AUDIENCE

509m
FY24: 503M

TIKTOK FOLLOWERS 

43.6m
AN 8% INCREASE VS 2024

5. U.S. market presents our largest 
and most scalable opportunity. Social 
media advertising spend is expected to 
increase by 15.6% to $125bn in 2026, 
according to EMARKETER’s forecasts.

Strategic progress
LBG Media enjoyed positive 
momentum through FY25, with double-
digit revenue growth. We have excellent 
momentum in the U.S., a strategically 
important market for LBG Media that 
is significantly larger than the UK, 
supported by a strong pipeline.

Our strategic progress reflects strong 
demand from blue-chip brands for LBG 
Media’s content and reach with young 
adults. Additionally, our distribution 
model utilises scale across social 
platforms and owned websites to reach 
and engage hundreds of millions of 
young people, supported by diverse 
revenue streams and real-time data 
insights that enable effective targeting 
and measurable advertiser outcomes. 
This combination of extensive reach, 
targeted engagement, and insights sets 
LBG’s distribution apart as best-in-class 
in the digital media landscape. Our 
global audience has grown to 509m, up 
from 503m in September 2024.

Direct (54% FY25 revenues)
Direct revenue is generated when we 
provide content marketing services to 
blue-chip brands and media agencies, 
with direct engagement with the 
advertiser.

Direct grew 13% (12m v PF12m) in 
FY25, including double-digit growth 
in the U.S. and UK. In the UK this was 
against a tough prior-year comparator, 
as previously indicated, with the men’s 
football European Championships 
generating approximately £3.5m of 
revenue in FY24. 

Direct U.S.
Our impact in the world’s largest 
advertising market in a short period of 
time is testament to the strength of our 
value proposition to our customers. 

Our clients include leading and global 
blue-chip brands such as Netflix, 
Dunkin’ Donuts, Boston Beer, PepsiCo 
and NYX Cosmetics.

We continue to see a particularly strong 
performance in the U.S. As proof of 
our momentum, we now have 3 clients 
with annual revenues of more than 
$1m (FY24: 1). LBG Media continues 
to deepen and build more strategic 
partnerships with major brands and 
blue-chip advertisers.

In the U.S., we continue to see positive 
momentum with large brands and blue-
chip advertisers. Our U.S. audience 
grew to 143m (FY24: 141m).

The combination of LBG Media and 
Betches provides strong relationships 
with advertisers and agencies, 
unmatched data and insights, and a 
highly talented creative team. We now 
offer brands and agencies a “One Stop 
Shop” in the U.S., delivering integrated 
access to a highly engaged Gen Z and 
Millennial audience across various 
platforms.

As previously announced, Betches met 
its revenue target for 2024, triggering  
a $5.5m earnout, which was paid in 
May 2025. 

Direct UK
In the UK, we now have 11 clients 
delivering more than $1m in annual 
revenue. In July 2025, we launched 
Betches UK, bringing Betches’ 
distinctive voice to British audiences 
across TikTok and Instagram, while 
expanding on the brand’s status as a 
leading driver of cultural conversation 
on social media in the U.S. Bringing 
Betches to the UK reflects our ambition 
as an entertainment powerhouse to grow 
distinctive, community-led brands with 
global relevance in an authentic way.

82% of our Direct revenue is on a 
repeat basis (FY24: 78%), underlining 
the resilience of our model. Our brief 
conversion rate was 28% (FY24: 29%).

Indirect (45% FY25 revenues)
Indirect is where we generate revenue on 
social platforms (‘Social’) and from our 
owned and operated websites (‘Web’).

As previously announced, we had 
a strong performance on social 
platforms (‘Social’) offsetting a decline 
in revenues from our websites (‘Web’), 
due to weaker referral volumes and a 
tough prior-year comparator.
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CHIEF EXECUTIVE OFFICER’S REVIEW CONTINUED

Within our Social revenue stream, 
we continue to grow and scale 
our audience in terms of size and 
engagement. Our total audience 
has grown to 509m, a 1% increase 
compared to the same period last year 
(FY24: 503m), with the majority of this 
growth driven by the U.S. 

Within our Web revenue stream, 
management actions – including 
strengthening the team and structure 
– are expected to support a recovery 
in the Web business and bring 
extensive sector expertise and proven 
delivery. This includes three senior 
appointments in our Web business: Nat 
Evans (Managing Director, Web and 
Betches UK), Jo-Anne Rowley (Director 
of Editorial) and Mark Holmes (Head of 
Sport and Gaming). 

The evolution of editorial 
content to incorporate AI
One of LBG Media’s differentiators 
is our AI and data advantage. We 
are building on our longstanding use 
of generative AI with investment in 
emerging technology to drive further 
opportunities for productivity gains and 
client engagement. Our early traction 
is good and shows the impact of AI to 
improve engagement, monetisation and 
client outcomes.

Editorial content is evolving to include 
AI-generated content with human-
made material, sometimes separately 
and sometimes seamlessly integrated. 
The value of human-created content is 
not in doubt and will rise significantly 
in this next chapter for content. This is 
compatible with the growing use of  
AI-generated content. 

We continue to invest in innovation 
across our content and tools to 
continually improve our output and 
maintain high levels of engagement. 
This includes Mission Control, our 
proprietary data platform tracking 
content performance across web and 
social in real time, and EMMA (Editing 
Media Management Assignment), our 
AI-enabled virtual traffic manager, 
which streamlines workflows and saves 
over 4,000 hours annually.

Over the past year, we have also 
established an internal AI Steering 
Group to identify and scale high-impact 
use cases across the business. Key 
initiatives include LAD RADAR, a real-
time engine for identifying emerging 
cultural trends on social media; 
ARNOLD, an AI video tool that reduces 
manual spell-checking from 69 days 
to 29 hours; and The Brief Unpacker, 
which helps Sales and Strategy teams 
turn raw client briefs into clearer 
creative opportunities.

In addition, we have built an internal 
AI-powered company information 
system integrating LADbible Group’s 
core knowledge platforms, alongside 
an in-house AI subtitling tool for our 
original content that removes the need 
for a third-party provider.

LBG Media is well-positioned to 
capitalise on this shift, given our strong 
position with the young adult audience 
and the depth of our distribution 
channels. This gives us a tangible 
market advantage as we see an 
increase in AI-generated content.

LBG Media has a clear direction of 
travel on AI and uses AI-generated 
material as part of its editorial content. 
As an OpenAI enterprise customer, we 
are already exploring how AI can drive 
efficiency, innovation, and creativity, 
including tools that generate video from 
scripts and emerging breakthroughs in 
dubbing, lip-syncing, and multilingual 
translation.

LBG Media operates one of the most 
engaging, socially native entertainment 
platforms for young adults, powered 
by AI-enabled insights and scalable, 
repeatable IP that supports predictable 
revenue. This model reduces exposure 
to platform and AI disruption and 
positions the Group to capture an 
increasing share in a growing market.

Platform for scaling
LBG Media has a scalable model 
that supports long-term, sustainable 
growth. The strength of our leadership 
team, positive market dynamics and 
purpose-led culture support the next 
phase of LBG Media’s growth.

As a growing, cash-generative 
business, we will continue to assess 
acquisition opportunities that support 
the long-term expansion of our 
audience engagement and reach. We 
have a healthy acquisition pipeline and 
a strong balance sheet and cashflow to 
support acquisitions that fit our long-
term strategy.

In the period, we have made several 
high-calibre hires which have 
significantly strengthened our senior 
leadership bench. As previously 
announced:

•	 Victoria Bickle has joined as 
Managing Director of Client 
Solutions, bringing a wealth of 
experience in commercial strategy. 

•	 Nick Speakman, formerly Head 
of Social at Manchester United, is 
now our Director of Social, helping 
to drive audience growth and 
engagement. 

•	 Simon Champion has come on 
board as Chief Business Officer. 
Simon was previously CEO at 
Boxpark and brings deep expertise 
in scaling innovative businesses. 

•	 Trudi Sunderland is our new Human 
Resources Director.

As part of our accelerated investment 
in growth, we continue to make 
targeted senior hires to strengthen the 
organisation and support future growth. 
During this period, we have invested 
in our U.S. ($3.5m) and Web (£0.6m) 
businesses: 

•	 The U.S. remains a key growth 
market and a major strategic 
focus, and we have increased 
management bandwidth and bench 
strength through several high-
profile appointments, alongside 
several high-calibre sales hires. 
We are pleased to welcome 
Bill Mulvihill as Executive Vice 
President, Partnerships formerly 
of Conde Nast, The Atlantic, 
Vanity Fair; Paul Josephsen as 
COO, formerly of Consumable, 
Warner, and Group Nine; Maggie 
Milnamow as CCO, previously at 
Axel Springer, Business Insider, and 
The New York Times; and Lauren 
Gibbons as SVP of Partnerships, 

formerly of Condé Nast and BDG. 
These appointments enhance local 
execution and provide a scalable 
leadership platform to capture 
demand in the substantial and 
attractive U.S. advertising market. 

•	 We have also made significant 
investments in our Web business 
with three senior appointments: 
Nat Evans joined us as Managing 
Director, Web and Betches UK; 
Jo-Anne Rowley as Director of 
Editorial; and Mark Holmes as Head 
of Sport and Gaming, each bringing 
extensive sector expertise and 
proven delivery. 

We believe that each of these strategic 
investments position the Group to 
increase market share, promote 
sustainable growth, and continue to 
entertain and delight young adults, 
making them laugh, think and act.

Purpose-driven work and 
awards
LBG Media has a purpose-driven culture.

In November 2025, we launched 
LADbible Youth Census 2025 – the 
most extensive study of its kind, 
surveying over 6,500 Gen Zs and 
1,800 Millennials across the UK. The 
study offered an insight into and the 
most comprehensive snapshot of what 
defines Britain’s digital-first generation. 

Our new campaign, ‘For F*cks Sake,’ 
(‘FFS’) was launched to break the 
silence around porn and promote 
honest, responsible conversations 
about sex. Collaborating with Fumble, 
Movember, and Jordan Stephens, this 
multi-platform initiative seeks to bridge 
the gap between pornography and real 
life—the disparity between actual sex 
experiences and online portrayals. 

As an example of our culture in 
practice, LBG Media partnered with 
the Royal National Institute of Blind 
People (‘RNIB’) for the Blind Hijackers 
campaign, to tackle misconceptions 
about blindness through creator stories 
and an exclusive episode of one of our 
factual original formats, Honesty Box. 
By spotlighting creators and leveraging 
subbrands, the campaign shattered 
stereotypes and challenged societal 

perceptions. It also demonstrated how 
audiences connect better when popular 
media formats are accessible to all. This 
resulted in a +7PP perception shift that 
blind and partially sighted people can 
lead as full a life as fully sighted people.

We also partnered with Women’s Aid to 
launch a powerful campaign aimed at 
raising awareness of coercive control 
and domestic abuse among younger 
audiences. Using LADbible’s platform 
to reach millions, the campaign 
leveraged the aspirational ‘van life’ 
trend, juxtaposing curated social media 
moments with the harsh reality of 
abuse. Built for social platforms and 
optimised for sharing, it combined 
emotional storytelling with platform-
native formats to drive virality whilst 
encouraging victims to seek support.

This year reinforced the strength of our 
creative and commercial teams and 
the purpose that sits at the heart of the 
business. We were named Commercial 
Team of the Year at the Campaign UK 
Media Awards, and our work continued 
to stand out across multiple disciplines. 
In Ireland, LADbible Ireland was named 
Best Brand at the Digital Media Awards 
2025, alongside a Gold award for Best 
Use of Video for the Obey Your Instinct 
campaign with Orchard Thieves and 
Heineken. 

Our partnership with The King’s Trust 
earned the Marketing and Media 
Excellence Award. Since 2018, LBG 
Media has helped the Trust reach 
young audiences, from being their 
official social partner at the annual 
Awards, hosting red carpets, surprising 
winners, to creating LADnation reports 
that reveal insights into youth careers 
and futures. Together, we highlight 
important issues, provide opportunities, 
and inspire positive change in the lives 
of young people. 

We bring important social 
issues to the forefront 
of cultural conversation. 
From encouraging 
young people to have 
their voices heard to 
tackling drink spiking, our 
campaigns demonstrate 
how community-led 
storytelling can influence 
awareness, behaviour and 
positive change.”
Solly Solomou
Chief Executive Officer

These achievements and our 
partnerships reflect more than creative 
strength; they show how a business 
built to highlight important issues, 
provide opportunities and inspire 
positive change in the lives of young 
people while delivering work that 
resonates with our audiences and 
partners.

Solly Solomou
Chief Executive Officer
2 February 2026
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