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90
Industry awards and 

conferences each year

2
million e-newsletters are 

opened each year

4
million people visit our 

websites each year

100
magazine, conference 

and award websites

emap is a B2B content, subscription & networking business. 
We connect influential people and organisations to a high-
value network of decision-makers, data and ideas through 
our industry-leading portfolio of brands

With 100 awards, magazine and conference websites  
our brands cover a wide range of niche markets from  
fashion and architecture to construction and tax.

Our unrivaled relationships with key decision makers give 
our customers essential access, insight and recognition. All 
our brands hold unique positions in the heart of influential 
communities...

	   WHO WE ARE
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WHAT IS CONSTRUCTION NEWS? 

Construction News is the UK’s trusted title for professionals, setting the agenda with news, analysis and campaigns 
that shape the future of construction and help you do business, better. With the biggest exclusives, all the industry’s 
latest contract wins, in-depth features and special reports PLUS access to breaking news and personalised content, 
Construction News is the industry’s essential read both in print and online. 
Construction News attracts a readership of senior level UK construction professionals. Our reputation is based on 
essential business news, market analysis, expert commentary and unparalleled business opportunities. Construction 
News not only helps businesses throughout the supply chain to win work, it also helps them do business better. 
Renowned for detailed national news coverage and in-depth regional insight, Construction News offers advertising 
opportunities that will help you engage your audience every hour of every day, week after week.

Our audience is made up of...

2,7
00 monthly circulation 53

0,000 monthly page views

Construction News has a  
monthly circulation of 2,700 
and a readership of 10,800

The website has over 530,000 monthly page views 
– with over 220,000 unique users as well as over 
60,000 online subscribers and registered users

Main 
contractors

Architects & 
consultants

Specialists

Industry bodiesClients & major 
supplies

Government
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WHO IS ENGAGING. WHERE AND HOW?

Communicate with more than 
60,000 registered professionals 
online and 10,800 top-level 
print readers. Our re aders range 
from client to contractor, board 
directors to senior managers.

Construction News puts you in front of the right people:

Page views 
per month:

Visits / users 
per month:

Monthly  
print circulation

Print readers

530,000 220,000 2,700 10,800

JOB FUNCTION JOB LEVEL

Size of bubble reflects number of of functions / job levels within out audience.

Junior manager

Graduate

Senior 
Manager

Managing 
director

Manager

Technician

Director

Senior 
ManagerOther

Executive 
director

Head of dept

Contracts 
manager

Chief executive / chairman

Senior manager

Junior/project manager

Other
Qualified /
chartered

Surveyor /
consultant

Chairman / 
CEO & CFO’s

Engineer

Buying /
procurement

Health & 
safety

Finance
Non management
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SOCIALS

TWITTER LINKEDIN

Followers:

112,000
Followers:

245,000
Tweets per month:

c. 150
Post per month

c. 75-100
Tweet impressions per month:

c. 375,000
Post impressions per month: 

c. 450,000
Profile visits per month:

c. 25,000

@CNPLUS @CONSTRUCTION-NEWS
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KEY BENEFITS

WORK WITH CN TO SHARE YOUR MARKETING MESSAGES
CN can provide any client with a platform to:
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HOW CAN YOU ENGAGE

YOU 
CAN

DIGITAL

BROADCAST
  �Webinars

  �Podcasts 

  �Events

  �Content partnerships 
  �Email marketing 
  �Lead generation 
  �Advertising 
  �Social media 
  �Jobs advertising
  �Surveys
  �Polls PRINT

  �Magazines

  �Editorial features
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HUB – CONTENT PARTNERSHIPS 

Construction News will partner with clients to develop independent editorial coverage targeting sector-specific 
themes. This approach offers our audiences in-depth expert insight and advice, focusing on topics relevant to their 
job functions and which they can use to help them thrive within their current roles. 
Hub partnerships provide clients with an excellent opportunity to align themselves with regular, ongoing targeted 
editorial coverage relevant to your organisation's broader business growth themes. The hub proposition is an ideal 
marketing option for those customers that have invested in content creation or plan to and require amplification 
beyond existing corporate marketing channels such as websites and datasets. We can help add value to that 
investment by driving new audiences and stakeholders to your content, starting with our subscriber news sites. 

Key themes available for 2023

Agenda BI
M

Buildings 
Health & Safety

Consultants
Contractors

Contracts
Offsite & MMC
Inspiring Women Ci

vil
s

M&A
Technology

Sustainability 
Mental Health 

People Moves 

HS2

Skills 
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360 PROPOSITION

Tapping into our communities via the magazine, 
website or face-to-face at our events, our reach  
has never been stronger. Any client can be  
assured that we have considerable experience 
working with customers to help them gain an  
expert understanding of, and develop lasting 
relationships with influencers, procurement  
leads and c-suite across our engineering and 
construction communities.

To reach these audiences we have created a new 
marketing package that offers reach across print  
and online readers, social media followers, 
subscribers to our daily news emails or through  
our range of industry events.

The360 is a marketing package that utilises all  
of our routes to market within one campaign 
guaranteeing maximum, consistent exposure 
over a 4–6-week period. 

The360 gives our clients a holistic way of working 
with us to amplify your messaging as well as 
giving your internal stakeholders access to sector 
intelligence via our news channels and face-to-face 
networking at our events. The package includes:
	 Content
	 Digital advertising
	 Third Party email
	 E-newsletters
	 Socials via LinkedIn and Twitter
	 Conference and/or seminar passes
	 Subscriptions to the magazines and websites

360
THE
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EMAIL 
MARKETING 

E-NEWSLETTERS –  
MPU ADVERTISING:
Position your message directly in 
front of users by advertising on 
relevant content alerts delivered 
straight to the inbox of key decision 
makers and industry leaders.

E-NEWSLETTER 
ADVERTISING

E-NEWSLETTERS –  
SPONSORED CONTENT:
Two slots are available on the daily 
newsletter. There are 2 design 
options available – full banner or 
thumbnail & description.

*Figures are taken from December 2022 Click on the buttons to scroll down.

EMAIL/ NEWSLETTER STATS:

9,800+ 
Opted in recipients*

Average open rate is 
23.6%*

Breaking News:
27,000+

SOLUS EMAILS:
Deliver your message to our 
audience split by user type, 
location and/or job function to 
ensure maximum exposure to 
the industry. These readers have 
opted in to receive 3rd party 
communications.

Daily News:
27,000+
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DIGITAL ADVERTISING 

CN has a user base that pays to access our websites and 
spans from client to contractor with more than 60,000 
registered professionals*. Position your message across 
specific channels to gain maximum attention.

www.constructionnews.co.uk delivers the latest in-depth 
news coverage, leading analysis, expert opinion and 
employment opportunities within this huge industry.

The majority of our online audience are senior managers 
and along with directors, MDs, CEOs and board 
directors.

Leaderboard 

Pageviews per month:

C. 530,000

Visits/ users per month:

C. 220,000*

*�Figures are taken  
from Oct 2020

MPU’s

MPU’s
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PODCASTS

Sponsorship of ‘The 
Construction Collective’ 
podcast series.

 �Series of 6 monthly episodes

 �Dedicated podcast channel where 
episodes will sit for min. 12 months

 �Feature/conversation format - 
duration circa 40mins

 �Sponsor permitted to have 2 episodes 
dedicated to their message

 �Sponsored ad 15 seconds pre roll and 
15 seconds post roll 

Monthly podcast promotion 
to the Construction News 
audience

 �6 x leader boards (one per month) on 
the CN website

 �Monthly podcast promotion on 
e-newsletters (daily or breaking news)

 �6 x monthly Twitter (107k followers) 
and LinkedIn (250k followers) posts 

 �Investment - £25K for series of 6

Podcasts are effective at selling ‘stuff’, spreading awareness, and building good 
reputations for companies. It’s an intimate medium where listeners develop real 
relationships with hosts, so when hosts recommend products in their own voices, 
audiences are more likely to try their product. 

Outlined below is the sponsorship opportunity:
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ONLINE LEAD GENERATION

WHITEPAPERS WEBINAR

Similar to the printed Market Reports, 
Whitepapers are thought leadership content 
published online and available to all website 
visitors through data capture.

A pre-recorded discussion on a pre-agreed 
topic containing thought leadership for the 
industry. Construction News will host the 
discussion using our online software, source 
additional speakers and promote to our senior 
audience.

Data capture on pre-registration and attendance. 
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RECRUITMENT ADVERTISING

Unique Monthly 
Pageviews: 

53,000+

Monthly 
Visitors: 

18,000+

CVs in 
Database: 

58,000+

Registered Job 
Seekers: 

220,000+

Target Email 
Database: 

58,000+

Print recruitment starts from £2600
Job target email starts from £750
Digital job postings from £625
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EDITORIAL FEATURES

2022 FEATURES

FEBRUARY

Government
APRIL

Diversity
JUNE

Safety
AUGUST

Skills
OCTOBER

Top 100 contractors
DECEMBER

Specialists

MARCH

Supply chain
MAY

Technology
JULY

Finance
SEPTEMBER

Materials
NOVEMBER

Payment
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CONTENT OPTIONS – PRINT & DIGITAL  

MARKET REPORT
A research-led report.
Typically this is 8 pages but can be discussed.

INDUSTRY VIEW 
An interview with a leading expert.
1 page

ADVERTORIAL
An editorially approved article.
1 page

PREMIUM INSIGHT REPORT
An investigatory research report by our team into a topic chosen by you.
Our marketing team will send out a solus email, written and designed by 
you, to our database of 60,000 professionals* in the industry.

  �Trends
  �Skills
  Digital transformation
  Diversity
  Collaborative behaviors
  �Health and safety

POSSIBLE TOPICS INCLUDE:

4342

ROUNDTABLE  

benefits of digital payment systems, even among 
firms that are forward-looking in other ways. “[As 
an industry] we look at innovating onsite, and what 
those [practical] functions are, but we ignore the 
back office,” he observes. “Modernising payments 
is all part of back-office efficiency and making 
companies leaner in the way they work.”

Engineering firm Michael J Lonsdale is another 
specialist contractor that has introduced digital 
payment systems. Stuart Talbot, the firm’s 
commercial director, says that transparency and 
predictability are benefits seen on both sides of a 
transaction. Like Costain’s Embley, he cites the 
benefits of moving away from dependence on 
individuals towards a more automated business 
process. He says: “It’s not, ‘I sent this email 
and now this or that person is on holiday’. It’s 
there, and we all know that [an invoice] has been 
submitted. They’ve got assurances that their 
[payment] application has been received. That was 
the major selling point for us.”

Like Simm, Talbot adds that smaller providers 
require reassurance. Even after rolling out its 
digital payment processes, Michael J Lonsdale still 
allowed smaller subcontractors to submit invoices 
in existing formats – such as Excel spreadsheets 
– albeit through the new digital portal. “They had 

confidence because they’d still done it their 
own way, but we also supported them,” Talbot 
explains. “Over a two- or three-month period, they 
stop [submitting Excel files] because they can see 
it’s actually replicating what we’re doing. So it’s 
all-around comfort.”

Simm says that the return on investment achieved 
by moving to digital payments across HE Simm 
Group has surpassed expectations. “Our business 
case initially was around return on investment 
[from] a 50 per cent increase in efficiency,” 
he recalls. “We had three people full-time on 
subcontractor payments. We are far in excess, now, 
of that 50 per cent. What’s more, our supply chain 
now knows when they’re going to get paid – they 
can see that everything is standardised. All the piles 
of paper where things go missing, that’s all gone.”

Prompt-payment responsibility
David Hancock, construction director in the 
Cabinet Office, says that larger firms have a 
responsibility to help their supply chain, and 
should adopt modern payment processes as a 
part of their business ethics and corporate social 
responsibility policies. “I think it’s morally wrong 
for SMEs not to be paid [promptly],” he says.

Hancock adds: “I was one of the people who 

PAYMENT

systems make sense for all companies involved 
in a construction project. The efficiency gains 
for large contractors may be clear, and improved 
predictability and visibility may be advantageous 
for subcontractors, but what about clients?

Clients’ role
Embley says Costain is seeing adoption of 
digital payment processes among its blue-chip 
customers. “They’ve been going through quite a 
significant and accelerated journey in their digital 
transformation,” he notes, suggesting that the 
trend among big developers will have a knock-on 
influence on contractors.

Payapps’s McAlpine says: “From a developer’s 
perspective, […] if I know I’ve got contractors on 
my site using [digital payments], in theory I’ve got 
a transparent tool being used by everyone. Those 
relationships should therefore be stronger than 
would otherwise be the case, because there is that 
‘right’ process in place.”

Coryn Martin, project director at developer 
Quintain, agrees that there is value in payment 
visibility throughout the supply chain. “We’ve 
got systems in place so that we pay our principal 
contractors safely and securely,” he says. “[But] 
there is a reliance, of course, on principal 
contractors to pay the subcontractors. I would 
hope that we as a client pay our principal 
contractor on time, who in turn pay subcontractors 
on time as well. If those processes break down, 
ultimately they come back to our finance team, and 
we can track that very quickly.”

With central government telling public bodies 
to focus on social impact and outcomes rather 
than upfront costs, greater scrutiny of payment 
performance is also on the cards for public sector 
contracts. The Cabinet Office’s Hancock says: 
“What I’d like [as a client] is actually to have the 
digital evidence to be able to understand who’s 
getting paid and when they’re getting paid, so that 
we as a client – as a big client – can go to those [tier-
one contractors] and ask why it’s not being done.”

As the roundtable debate highlights, more 
widespread use of digital payment systems may 
begin to ease cashflow issues – with expected 
benefits likely to differ for different parts of the 
supply chain. But if such systems are to become 
the norm, the pros and cons of digital payment do 
need to become much more widely understood. CN

“We’ve got systems in place so that  
we pay our principal contractors  
safely and securely. But there is a 
reliance on principal contractors to  
pay the subcontractors”
Coryn Martin, Quintain

brought in project bank accounts, which some 
people love and some people hate. But the thing 
is, [they are] a sticking plaster […] It’s not really 
what we want to do, but it allows the flow of 
money to the SMEs. So, until we have something 
that would replace that with something better, we 
will be advocating project bank accounts for all 
our major projects.”

Another intervention by government has been 
the move to publish pipelines of upcoming work, 
which might also help to unstick cashflow in the 
long term. Marie-Claude Hemming, director of 
operations at trade body the Civil Engineering 
Contractors Association, says: “Having visibility 
of payments and visibility of work coming up 
enables you to invest in your business because 
you know that work is coming up in a couple of 
years. It produces more stability and enables you 
to be more innovative, take some risks and look at 
new solutions.”

Carol Williams, Europe hub head of procurement 
at Laing O’Rourke, who previously worked in the 
defence sector, says the need for broader adoption 
of digital payments in construction is clear. “When 
I joined the construction industry, I saw that 
there’s some fantastic engineering that goes on and 
some amazing outcomes,” she recalls. “But when 
it comes to IT, that’s not the industry’s sweet spot. 
When you come from a different sector and you 
walk into [construction’s] world of customisation 
and bespoke and tailored, a few red flags go up. I 
think that’s people being a little bit nervous about 
introducing new technologies.”

Another issue is whether digital payment 

Technology trends

Payapps senior business development manager, Anthony 
Puma, says a key barrier to the adoption of digital 
payments is “technology fatigue”. In the past, companies 
may have invested in ambitious enterprise software 
systems that overpromised and underdelivered, resulting 
in a reluctance to repeat the experience.

He argues that more focused technologies have a 
better track record. “Sometimes you do have to look at 
and consider separate areas around the business, and 
where you’re going to get those efficiency gains,” he 
suggests. “From a technology perspective, we’re seeing a 
sea change, with businesses looking at core elements of 
their particular processes and in particular departments, 
and saying, ‘Well, what more can we get from that in 
terms of real efficiency gains?’”

Laing O’Rourke’s Carol Williams suggests that 
reluctance to roll out back-office systems may also 
be a matter of priorities, particularly among firms 

that lack the capacity to innovate on multiple fronts 
simultaneously. “[You might] be choosing between the IT 
systems that enable the back office or modern methods 
of construction,” she notes. “If [smaller firms] are 
investing more in the modern methods of construction 
and how to get there, then they aren’t necessarily in the 
IT space. When you’re a main contractor, you’ve got more 
bandwidth to look at the bigger picture.”

Puma responds: “SMEs within the supply chain 
[…] are almost regarded as not switched on. From 
our experience of working with SMEs that work as 
subcontractors appointed by main contractors, they 
are in fact the complete opposite – by being forward-
thinking and willing to embrace technology that serves 
tangible benefits to run their business for efficiencies. In 
some cases, smaller companies utilise more technology 
and benefit from more efficient ways of working than 
their larger peers.”

Sponsored by
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Could the increasing adoption of digital payment 
systems across the industry begin to chip away at 
the issue by modernising the way that paying and 
receiving firms manage their cashflow, thereby 
bringing greater transparency and certainty? 
A Construction News roundtable discussion, 
chaired by editor Lem Bingley and sponsored by 
technology provider Payapps, assesses the role of 
tech in fixing an age-old conundrum.

Reducing human error
Early adopters of digital payment systems have 
seen quantifiable benefits, not just for their own 
operations, but for clients and their supply chain 
as well, says Tim Embley, group research and 
innovation director at Costain. He says the tier-
one contractor began to supplant manual payment 
processes with digital systems more than a decade 
ago. “We’ve had some significant savings by 
implementing automation and robotics into the 
payment process,” he notes, adding that the focus 
has been on removing opportunities for human 
error. In turn, this means “efficiency is being 
gained by putting those people into better positions 
and getting the technology to do the hard work”. 

Embley adds: “Over the last 12 years, we’ve 
needed to understand how technology can enable 
us, as a business, to change our business model, to 
work with our partners. We very much believe in 

Cash, as they say, is king. The observation 
rings true in any industry, but especially 
in construction, where cashflow is 
among the most frequently cited issues 

when construction companies go to the wall. 
Many firms that enter into administration have 
orders on their books and the skills to deliver, but 
get into difficulty because they must routinely 
meet costs upfront – and then wait months to 
receive balancing payments.

Poor payment practices are as old as the hills, 
and endemic in the industry. Solutions have been 
debated endlessly, yet late payment remains. 
Ambitious visions, such as the creation of project 
bank accounts – which put money from clients 
into trust for direct payment to subcontractors 
– promise to fix the slow trickle of cash through 
the supply chain. But, despite backing from 
government, project bank accounts have failed to 
gain widespread traction.

Is tech the key to  cashflow?

PAYAPP S

ON THE PANEL
1. Tim Embley, group research and  

innovation director, Costain
2. David Hancock, construction director, Cabinet 

Office, Infrastructure and Projects Authority
3. Marie-Claude Hemming, director of operations, 

Civil Engineering Contractors Association
4. Coryn Martin, project director, Quintain
5. Angus McAlpine, head of partnerships,  

UK & Ireland, Payapps
6. Anthony Puma, senior business development 

manager, Payapps
7. Gareth Simm, chief executive, HE Simm Group
8. Stuart Talbot, commercial director,  

Michael J Lonsdale
9. Carol Williams, Europe hub head of procurement, 

Laing O'Rourke

Experts assembled for a 
Construction News roundtable 
to assess whether the spread 
of digital payment technology 
might finally accelerate 
construction’s notoriously slow 
cashflow. Adam Branson reports

Sponsored by

“Having visibility of payments and 
visibility of work coming up enables 
you to invest in your business. It 
produces more stability and enables  
you to be more innovative”
Marie-Claude Hemming, CECA

an integrated supply chain, working very closely 
with our partners and investing to make sure that 
they become more efficient and effective. In terms 
of payment for us, it’s about making sure that 
we’ve got the right platforms in place, and making 
sure payments are passed through efficiently and 
correctly through the supply chain.”

Gareth Simm, chief executive of mechanical and 
electrical contractor HE Simm Group, says his 
company has recently embraced digital payment 
systems and begun to reap the benefits. But he 
cautions that there can be teething problems. “The 
first hurdle was the smaller subcontractors and 
how they would embrace it,” he says. “We went 
about it by setting up a working group and we split 
them up into different areas of focus. [We] spoke to 
all of the supply chain and told them what we were 
going to do and asked what their fears were.”

Simm reports that the most common concern 
raised by subcontractors is the potential cost of 
moving from traditional invoicing methods to a 
specified digital process for submitting payment 
applications online. “That was a big thing 
because some of these companies are one-man 
bands,” Simm says.

The solution was to make the benefits clear 
– such as greater clarity about when a pending 
payment would arrive, visible via the same online 
portal. “Now they’ve got the payment certainty and 

efficiency, and they can concentrate on putting 
pipes and wires on site, they’re all right behind it – 
and they’re actually now promoting it,” he adds.

Reassuring smaller businesses
Angus McAlpine, Payapps head of partnerships 
in the UK & Ireland, agrees that many in the 
sector are still poorly informed about the potential 

PAYMENT
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PAYMENT  ANALYSIS

partners. “Main contractors need to do 
what they say will,” said one subcontractor 
boss. “It doesn’t matter what systems are 
in place: if they don’t want to release a 
payment they simply won’t do it, digital  
or not.” 

 X Mindset 
Many of the most frequently cited barriers 
to modernisation were related to mindset, 
internal culture and resistance to new 
ways of working. As the boss of one 
construction supplier put it: “Any change 
needs to be fully understood and the 
people taken on the journey. It is more of a 
change-management issue than a digital 
payment issue.”  

Conclusion 
Our survey shows that, heading into 
2022, many firms in construction have 
either completed or begun a process of 
modernising their payment processes. 
Most expect a range of benefits, from 
either side of the transaction, but  
many feel cultural challenges remain a 
greater problem.  

As one civil engineer put it: “The 
payment issues I see have to do more with 
contracts that don’t reflect the real costs 
[…] That is why projects are delayed and 
over-budget. If a more realistic approach 
was considered, then technology would 
play its part.”

Mindset to modernise
with a range of benefits. Most ranked 
the following as either important or very 
important aspects of digital payment:

Potential benefit (as a payee) Chose important  
or very important

Improved speed/reliability of 
payment 93%

Improved visibility/tracking of 
payments 88%

Improved communications 87%
Reduced errors 86%
Better client relationships 81%

Asked about making payments to 
others, a different set of expectations 
came to the fore: 

Potential benefit (as a payer) Chose important 
or very important

Reduced errors 87%
Improved productivity/time 
savings 84%

Better supplier relationships 84%
Reduced costs 80%
Improved supply chain stability 79%

The survey results suggest that as more 
firms become familiar with such benefits, 
they could develop a preference for 
working with firms that have modernised 
their payment processes – at the expense 
of those that have not.   

When asked about barriers to 
widespread adoption, the most common 
problem was a basic lack of knowledge 
and digital skills, cited by 58 per cent of 
our sample. The cost of implementation 
was an issue for 54 per cent, and the time 
and effort involved was a factor given by 
47 per cent. Resistance to change among 
suppliers was chosen by 44 per cent of 
those surveyed.  

Quizzed in detail about what it would 
take to make digital payment the norm, 
responses fell into several camps:   

 X Time 
Many respondents felt that the use of 
digital payment would simply increase 

When do you expect to adopt digital payment?

41%

8%14%

11%

11%

15% We already have
Within the next 
six months
Within the 
next year
More than 
one year
We have no plans
Don’t know

“When asked 
about barriers 
to widespread 
adoption, the 
most common 
problem was a 
basic lack of 
knowledge and 
digital skills”

organically. One, a director at a 
subcontractor, said adoption “will be a 
natural progression, which requires more 
time for some than others”. A consultancy 
director agreed: “It will happen – it’s just 
a matter of waiting until the industry is 
comfortable with it.”  

 X Standardisation 
Many participants wanted to see better 
integration between payment systems 
from rival vendors. “The architecture 
of digital systems needs to be unified 
across the different applications,” said 
one subcontractor manager. The boss 
of a consultancy said common formats 
would mean “not having to provide the 
same information to 12 different payment 
platforms”. Another respondent said: 
“There needs to be a universal system, 
adopted by all stakeholders.”  

 X Leadership and legislation 
Clients must drive change, some felt. 
The use of digital payment “needs to be 
led by and pushed by clients and main 
contractors”, said one employee of a main 
contractor, although another respondent 
warned that small clients would struggle 
to reap benefits. A few wanted to see 
leadership from banks, but many more 
pointed to government. “Contractors need 
to be forced to pay on time,” said one 
subcontractor boss.  

 X Payment terms 
Various issues with contracts were 
raised by survey participants, with many 
subcontractors hoping that digital systems 
might make large contractors abide by 
payment terms. The perennial issue of 
retentions was also frequently flagged, 
while one subcontractor boss said:  
“The problem with digital payment is  
that it reduces the human interaction in 
the supply chain. This leads to [sums] 
being potentially rejected without a 
discussion about why they were included 
in the first place.” 

 X Security and trust 
Fraud and cyber-risks were frequent 
concerns for respondents, as were 
honesty and trust between trading 

‘IMPORTANT’ AND 
‘VERY IMPORTANT’ 

TECHNOLOGY 
PRIORITIES  
FOR 2022 

79%
Forecasting or 

planning

71%
Digital project 
management 

systems

67%
Digitisation of 

back office 

29%
Telematics or 

remote monitoring

 S Two-thirds of firms 
have adopted digital 
payment or plan to do so

Many construction firms have 
increased their use of digital 
technology since the pandemic 
began in 2020. While it was 

possible for site work to press ahead 
following adjustments for social distancing, 
back-office roles have been more deeply 
affected by new ways of working. As such, 
many firms have accelerated plans to 
adopt digital payment systems, according 
to a survey by Construction News late 
last year, undertaken in partnership with 
technology provider Payapps.  

A prior CN survey, carried out 12 months 
earlier, found only one-third of firms  
(32 per cent) had either adopted a digital 
payment system or were planning one. 
But by November 2021, the proportion had 
risen dramatically, to almost two-thirds. 
Now, 41 per cent say they have already 
digitised their payments, and another  
22 per cent expect to do so within a year. 
Only around one in 10 (11 per cent) have no 
plans to move to digital payment.  

Both surveys polled a comparable 
mixture of business leaders and senior  
managers, with around 70 per cent of  
both samples drawn from contractors  
and subcontractors.  

The sharp rise in adoption holds 
out hope that the sector’s perennial 
problems with late payment might 
eventually resolve, with our sample of 257 
respondents appreciating many upsides.  

When asked about bringing money 
into their business, most respondents 
associated digital payment systems 

A survey of attitudes towards 
payment modernisation has 
found plenty of optimism, 
despite resignation among 
some respondents about poor 
practices. Lem Bingley reports     

Sponsored by

levels of flooding for each? 
Could a lane on a motorway be closed 

and allowed to flood, with signs informing 
drivers? Information will be crucial to 
helping us all, as road users accept 
water on the highway and to adapt our 
behaviour. For example, people need to 
understand that driving through deep 
water not only risks damaging their 
vehicles but can also create a bow-wave 
that floods roadside properties. 

We must ensure that roads are designed 
to recover from flooding. At a basic level, 
this means ensuring that highways and 
surrounding assets – including slopes, 
road surfaces and structures – are not 
excessively degraded by water. 

Maintenance is a crucial consideration 
in resilience, but is often neglected due 
to constraints on time and resources. 
Perhaps it is time that infrastructure 
funders consider all benefits – including 
preventing the road surface and structures 

ational highway design 
standards aim to keep water 
off the trafficked areas of 
a road in a once in a five 
year storm, so there’s a 20% 

chance it will flood in any year. Climate 
change means that flooding will become 
more frequent. 

What can we as engineers do? The 
most expensive options are realigning 
roads to keep them away from the water 
or resisting flooding by building barriers 
to keep water away from the roads. Due 
to cost, these options are likely to be 
reserved for the most severe threats.

This leaves three options. We can reduce 
the impact of flooding when it occurs and 
ensure things get back to normal quickly. 
We can help infrastructure providers plan 
for when flooding is predicted. These 
reduce, recover and respond approaches  
have potential for widespread and cost-
effective implementation. 

Preventing water-related collisions 
remains essential but this does not 
necessarily mean we need to keep 
highways completely free from surface 
water – particularly not on minor roads. A 
residential road with a 20mph limit could 
be designed so that a section of the road/
footpath stays dry during heavy rain. 

This would allow local people to keep 
moving, albeit more slowly – whether by 
car, bus, bike or on foot – and would be 
cost-effective. Could we split roads into 
different classes and specify acceptable 

from failing early – to justify expenditure 
on maintenance. Maybe local authorities 
could access funding for walking and 
cycling infrastructure to help with 
maintenance. 

As engineers, should we be encouraging 
infrastructure authorities and designers to 
consider the cost benefits of maintenance 
in more detail? Should we be asking them 
to engage with local and expert knowledge 
to put forward the best long term solutions 
as a blend of design, maintenance and 
resilience?

This is a topic which poses some tough 
questions. As an industry, we do not 
know all the answers yet, but we cannot 
keep doing the same things we have 
always done. It is time to talk about the 
acceptability of flooding and the affordable 
response to it. 
l Debby Booth is associate director:  
water risk management, WSP UK

How do we make  
our roads more  

resilient to flooding?

Opinion
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D E B B Y  B O O T H

N “ Information will 
be crucial to 

helping us, as road users, 
accept that it is normal to 
encounter water on the 
highway

 l Published in association with 

A WHITE PAPER PRESENTED BY

Identifying  
and controlling  
risk in contractor  
supply chains
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EDITORIAL ROUNDTABLES

THE ROUNDTABLE DEBATE
A discussion forum arranged by us at a relaxed location with industry professionals and experts offering their 
knowledge on a pre-arranged topic. Chaired by a member of the Construction News team, the content, after 
Chatham House rules have been implemented, will be written up and published in an upcoming issue and online.
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ANNUAL EVENTS CALENDAR

Construction News is the UK’s trusted title for professionals, setting the agenda with news, analysis 
and campaigns that shape the future of construction and help you do business, better. We do this 
through our award-winning monthly print magazine, extensive website, daily e-newsletters and a set 
of industry leading events:

Hosted by Construction News

Construction
Meetup

2023

FESTIVAL OF INNOVATION AND TECHNOLOGY 2023

Forecasting for

March

September

June July

November

WEBINAR

CONFERENCE & AWARDS

SHORTLIST WORKSHOP
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HOW MUCH DOES 
IT COST & THE 
TECHNICAL STUFF…
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SOCIAL MEDIA

Sponsored social media posts across Twitter & LinkedIn offer instant engagement and amplifies reach in an instant 

LINKEDIN FOLLOWERS:

245,000
1 post	 £995 

	� The external URL they 
want to drive 

	� An eye-catching picture 
for the post if the above 
is not applicable

	� Up to 200 characters 
of text

	� Any profile pages or 
people within LinkedIn 
that should be linked to 
within the text

TWITTER FOLLOWERS:

112,000
1 post	 £995 

	 Sponsored tweet opportunity
	 Copy within 280 character limit
	� Must include #AD 
or #Sponsored

	� Image
	 Your handle
	 URL
	 One post for one day
	 Option to embed video

COMBINED PACKAGES
Combine LinkedIn and Twitter

	�1 month
	�2x tweets
	�2 x LinkedIn

Package: £3,500

	�2 months 
	�4x tweets
	�4x LinkedIn
	�4x sponsored messages 
on daily e-newsletters

Package: £5,495
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RATE CARD

WEBSITE ADVERTISING

Advertise on desktop and mobile formats of 
the Construction News website:

Leaderboard & MPU’s: £52 CPM
Billboard: £80 CPM
Bookends: £80 CPM
Channel takeover: POA 
HPTO: POA

HUBS 

12 months - £28,000 

6 months - £18,000

3 months - £12,000 

WEBINARS & PODCAST

price on request

(Depends on content, length  
of webcast etc.)

D I G I T A L

Surveys and polls from £8,000

SURVEYS 
AND POLLS

DISPLAY ADVERTISING
DPS: £7,700
Full page: £4,500
Half page: £3,500 (Vertical and Horizontal)

Quarter page: £2,500 (Vertical and Horizontal)

PARTNERSHIP PUBLISHING - 
COMMISSIONED  
Full page: £4,250
Half page: £2,900

ADVERTORIAL - SUPPLIED 
Full page: £3,800
Half page: £2,700

Belly Band: £8,000
Cover Wrap: £13,000
Insert: £2,200
Section Sponsorship: £10,500

P R I N T

DIGITAL REPORTS / 
WHITEPAPERS 

price on request

E-NEWSLETTER 
ADVERTISING ON MPU

Breaking News:  
£2,500 per week

Daily News:  
£2,500 per week

High position banner 
600x100 pixels 
price on request

SOLUS EMAILS

£4,420 per email (for all users) 
Price on request for 
segmented list
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TECHNICAL SPECIFICATIONS 

COMMERCIAL EDITORIAL GUIDELINES

	� Please do not use a similar style sheet or layout to 
CN, i.e. banners, strap lines or colored dots.

	� Please use a different font/typeface to that used in CN.
	� Place the words ‘Advertisement Feature’ at the top 
of artwork.

	� Preferably the artwork should have a thin border 
running around the entire piece.

	� When quoting or using other company’s names for 
comparative or any other reasons, permission must 
be sought from the company in question.

	� PDF proofs will be submitted to the client for 
approval prior to print.

CLICK ON THE BUTTONS TO 
DISPLAY YOUR SELECTION

PRINT

DISPLAY ADVERTISING

FULL-PAGE
Trim:	 280mm high x 210mm wide 
Bleed:	 286mm high x 216mm wide 
Type:	 258mm high x 186mm wide

HALF PAGE
Horizontal:	127mm high  x 186mm wide 
Vertical:	 258mm high  x 91mm wide

QUARTER-PAGE
Horizontal:	61mm high  x 186mm wide 
Vertical:	 127mm high  x 91mm wide

DOUBLE PAGE SPREAD
Trim:	 280mm high x 420mm wide 
Bleed:	 286mm high x 426mm wide 
Type:	 258mm high x 396mm wide

DOUBLE PAGE STRIP
61mm high x 396mm wide
Please ensure that no live images or text 
are positioned within 8mm of the gutter.

For full specifications and bespoke advertisement sizes, please
Hi-res PDF’s should be supplied in PDF X/1a 2001 settings.
Artwork should be supplied 1 week prior to publication date to
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TECHNICAL SPECIFICATIONS 

SURVEYS

Questions and answer layout to be provided  
in word document.

WEBINARS

To be agreed 10 weeks prior to online event  
date. Panel of people broadcasting live with  
Q&A from audience.

DIGITAL

WEBSITE ADVERTISING

Desktop:
MPU: 300x250
Banner: 728x90
Mobile:
Banner: 320x100 & 320x50
MPU: 300x250

Files Supplied as: 
GIF, JPEG, PNG, HTML5, 
3rd Party Creative Tags.

Maximum of 3 loops per animated file.

Artwork is needed 3 working days,  
prior to any email send slot date.

DIGITAL REPORTS

Trim:	 280mm high x 210mm wide 
Bleed:	 286mm high x 216mm wide 
Type:	 258mm high x 186mm wide

Content will need to be provided both in pdf 
format for downloading purposes but also in a 
text file for adding to e-newsletters. 

CLICK ON THE BUTTONS TO 
DISPLAY YOUR SELECTION
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TECHNICAL SPECIFICATIONS 

SOLUS EMAILS

	�� HTML
	� All external URL links provided

All copy and designs will go through editorial approval 
to ensure that no conflicts of interest are present.

Any quotations or references in the copy or design 
need to be approved and proof provided to us before 
the email can be sent. We are not liable for any per-
missions your content requires.

EMAIL

E-NEWSLETTER ADVERTISING

	� MPU: 300 x 250px

Animated GIFs are accepted, however all important messaging/branding/calls to action need to sit on 
slide 1 of the creative, as a result of some email clients not displaying beyond slide 1.

Artwork is needed 3 working days, prior to any email send slot date.

NOTE - It is the sole responsibility of the client to ensure that all creative files and links supplied, and any 
3rd party creative serving and/or tracking aligned with any creatives, both meets spec and functions as 
desired. Should creative not meet spec and/or function incorrectly on page, the creative may not run, or 
be paused from running, until the issue is rectified by the client.

CLICK ON THE BUTTONS TO 
DISPLAY YOUR SELECTION
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CLIENTS
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THE CONSTRUCTION NEWS TEAM 

Wendy Miller 
Commercial Director  

	 020 3953 2959

COMMERCIAL DIRECTOR 

Steven Barkess
Marketing Director

	 020 3953 2949

MARKETING   

Gwyn Davies
Head of Events

	 020 3953 2988

EVENTS

Colin Marrs 
Editor

	 020 3953 2051

EDITORIAL

Colin Ennis
Delegate Sales Director

	 0203 953 2627

DELEGATE SALES DIRECTOR 

Irene Oke
Account Manager 

	 +44 (0)203 953 2915 

We are real people offering genuine opportunities to raise your company 
profile, engage with new markets, network influential clients, demonstrate 
leadership and innovative thinking and, above all, grow your profits.

We would love to hear from you.

Maria Gonzales
Senior Account Director

	 020 3953 2898

COMMERCIAL COMMERCIAL
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