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The digital media dealmaking landscape has never been more open to 
advertisers of The Deal LLC. Connect and target your brand image 

through a variety of banner real estate options as well as custom segmented 
e-mails, e-newsletters, blogs, rich media and lead generation programs. 
Site traffic*

  Average page views per month .  .  .  .  .  .  .  .  .  .  .  .  167,410
  Average unique visitors per month .  .  .  .  .  .  .  .  . 57,566
  Average page views per visit .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 2.849
  * The Deal LLC Digital Metrics September 2010 – four-month snapshot

editorial content:
Built and designed for Washington policymakers, Wall Street dealmakers and leaders across private equity, law firms, investment banks 
and corporations, the digital content from The Deal LLC includes all the elements from our premier printed magazine as well as key 
digital channels to help target your brand reach. These resources include:

The Ahead of the News e-newsletter is a service of The Deal LLC alerting 19,000 readers 
to the latest deal transactions. With an average open rate of 15% it’s the perfect digital newsletter 
to keep C-level executives and senior managers up to date on the latest transactions affecting the deal 
economy. Delivery is once a day after the close of the New York Stock Exchange.

The Deal Pipeline is your all-inclusive, in-depth resource for today’s transactions. 
Powered by a team of financial journalists providing real-time intelligence for the deal economy’s 
professionals, including senior bankers, lawyers, private equity and hedge fund executive
s. Over 30,000 subscribers log in to The Deal Pipeline and are able to track a deal through its infancy 
and move on its successes and failures.

The Deal Magazine e-newsletter: Spotlighting deals, signature columns, regional reports 
and exclusive features found only in our premier print publication, The Deal magazine. 
This digital version targets over 18,000 opt-in subscribers with an average open rate of 15%.

The Deal Economy Blog: Our newest feature for our digital community. Make your voice heard on 
discussions covering governance, regulation, industry structure, politics, the role of the media and the 
economic forces that are currently at work in our financial system.

the deal llc: a digital perspective
Dealmaking strategies and tactics await. Join the premier online destination for today’s dealmakers.
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C overing the hottest dealmaking news and alerts throughout the day, this 
daily e-newspaper is delivered to over 19,000 subscribers twice a day. 

The Daily Deal provides a comprehensive roundup of the most significant 
transactions to hit the dealmaking economy. With an average open rate of 
19.5% advertisers are guaranteed to reach key market influencers in the most 
efficient manner. close   print   back   <  index >   cover   search   view
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i n  t h i s  e d i t i o n

New York has no shortage of academics making great strides in the science of biotechnology, 
as well as potential financiers loaded with capital and looking for the next great investment. 

Yet the city seems persistently unable to develop into a hub of biotech, while areas in Mas-
sachusetts and California maintain their dominance. But now some in the industry are push-
ing the city to make a brand new start of it as a worthy competitor to these other biotech 
hotbeds.

Dealmakers and others involved in biotech argue there is plenty of research being conducted 
in New York biotechnology startups, at incubators such as Columbia University’s Audubon Bio-
medical Science and Technology Park, which houses 13 companies. The problem, they say, is 
that not all of those companies stick around to build the business.

“When [a business] goes to be commercialized, it goes somewhere else,” said Maria Gotsch, 
president and CEO of the New York City Investment Fund, a nonprofit tasked with stimulating 
the economy. “Partly, there was a perception about New York being about Wall Street and media, 
but not about science.”

In recent years, however, officials have been working to make New York City’s biotech cli-
mate more appealing. Part of the effort is by developing more space for research, development 
and early-stage manufacturing. 

In May, Mayor Michael R. Bloomberg announced a nearly 500,000-square-foot commer-
cial bioscience center would be built at the Brooklyn Army Terminal. The first installment—
56,000-square-feet of office space—is set to be completed next year. n

new york: If biotech can make it 
anywhere, it can make it here
by david holley

meRgeR OF FaRm 
bankS maY SpaRk
cOnSOLidaTiOn
Bill McConnell writes that 
U.S. AgBank’s merger with 
CoBank has prompted 
speculation that another 
big deal among the coun-
try’s five Farm Credit Sys-
tem banks could be coming 
soon. These banks provide 
financing to land and agri-
cultural credit associations, 
which in turn lend directly 
to agricultural-related bor-
rowers. Farm Credit Banks 
are akin to Fannie Mae and 
Freddie Mac because they 
can obtain funding at rates 
just above Treasury bills. 
The resulting lower capital 
costs give the Farm Credit 
Banks a big advantage over 
commercial banks.  
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After nearly a year of acrimony, Novartis on Wednesday gave into the resistance of minority 
shareholders in its Alcon eye-care unit and sweetened its offer to buy out the investors. 

Novartis of Basel, Switzerland, said it would pay $168 in cash and shares—a total of $12.9 
billion—to buy the outstanding 23% of Alcon and fully integrate it.

The Swiss company in August completed a two-step, $38.6 billion acquisition of 77% of Alcon 
from Nestlé. Novartis first paid $143 per share to buy 25% of Alcon last year and then gave the 
Swiss food giant $180 per share for its final 52% stake, angering remaining shareholders who 
were offered 2.8 Novartis shares per Alcon share, currently equivalent to $156.32.

The investors will still receive 2.8 Novartis shares, but the buyer will top up the offer with the 
cash necessary to reach $168.

Alcon, as well as its committee of independent directors—which served as the public face of 
the disgruntled shareholders—are recommending investors accept the sweetened offer.

Novartis said it will now be able to realize $300 million in annual synergies by integrating 
Alcon. At its previous 77% ownership level, the company said it could have achieved just $200 
million in yearly savings. Alcon, based in Hünenberg, Switzerland, but with significant U.S. op-
erations, last year had sales of $6.5 billion, resulting in net income of $2 billion. n

Novartis clinches Alcon acquisition 
after increasing its offer to $12.9B
By Andrew Bulkeley

Icahn replaces 
blackstone
as dynegy buyer
Lou Whiteman reports 
that the Houston power 
company will be acquired 
by Icahn Enterprises for 
$665 million after accept-
ing an offer 10% higher 
than the failed takeover 
proposal formulated by 
Blackstone. Dynegy aban-
doned a $5 per share offer 
from the buyout firm last 
month after criticism from 
Carl Icahn and others that 
the offer undervalued 
the company. Icahn, who 
owns 9.9% of Dynegy, had 
offered up to $2 billion 
in loans to the company 
should it remain indepen-
dent, but instead will now 
try to buy the company. 
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Huntington Bancshares will enter 2011 in a strong position to make acquisitions again after re-
paying the government’s $1.4 billion rescue loan in full. 

The bank priced an offering—its largest to date—of about 146 million common shares on 
Tuesday at $6.30 each, a 5% discount to its Monday $6.66 close. The $920 million in gross pro-
ceeds, along with proceeds from a proposed $300 million debt sale and some cash, will be used 
to pay back about $1.4 billion in Troubled Asset Relief Program borrowings. The lender had 
$900 million in cash as of Sept. 30.

Once freed of the TARP yoke, the bank, which is both well capitalized and profitable, will be 
well poised to buy smaller struggling banks in its region, analysts said. The bank has made only 
two acquisitions since 2007. 

“Huntington hasn’t done a deal in a while, but this is now a new game starting in 2011,” Mor-
gan Keegan & Co. analyst Robert Patten said. “Those without TARP are absolutely in favor to do 
deals over those who have TARP.” 

While having TARP funding does not legally preclude a bank from doing acquisitions, ana-
lysts said it is viewed as prohibitive since those banks are under stricter regulatory scrutiny 
when deploying capital for deals. n

huntington bancshares sheds tarP 
and searches for acquisition targets
By michael rudnick

tectonic forces
drive auction
of clo manager
Max Frumes writes that 
the auction for Pangaea 
Asset Management has 
been in process for at least 
a month. The pending sale 
of Pangaea, which man-
ages a portfolio of three 
collateralized loan obliga-
tions with more than $1 
billion in leveraged loan 
investments, suggests that 
a potential renaissance of 
CLOs may be in the off-
ing. “There’s no question 
that there will be another 
generation of CLO and 
CLO-like structures,” says 
one lawyer specializing in 
the market but who is not 
involved in the Pangaea 
sale.
page 12

Complete index to the 
latest news  page 2

full storY >

2011 readership breakout:
Business and industry – total 19,360

Corporate

Financial

Professional services

3%

48% 50%

Advertising Specs , Daily Deal
The Daily Deal is a digital publication. All advertising must be sent to The Deal LLC in PDF 
format. General resolution should be set to 90 dots per inch. 
Both color and grayscale images should be set to “Bicubic Downsampling to 
90 pixels per inch for images above 90 pixels per inch.” 
Monochrome images should be set to “Bicubic Downsampling to 90 pixels per inch for images 
above 90 pixels per inch,” with compression set to “CCITT Group 4” with Anti-alias “Off.”
Embed all fonts. Color management policies should be set to “Convert all colors to RGB;” im-
ages used in the document should be RGB and set to “Destination Profile: Adobe RGB (1998).

Advertising Specs, E-mail Cover Letter 
Maximum banner file size: 30K 
All banners must have a border 

Image must be in .gif or .jpg format only 
Maximum looping: 3X 
Each client is allowed a maximum of one piece of creative/text 
rotating per week in any given position. 
Creative must be received at least three business days prior 
to campaign launch. 
Banner metrics, open-rate and CTR information will be pro-
vided to clients on a monthly basis in a consolidated report. 
Reports will be in a uniform format and will not be customized 
for clients (some exceptions apply).

For more information regarding ad sizes and formats please 
contact adproduction@TheDeal.com

468X60 Banner $3,500/wk

336X280 Banner $3,500/wk

Both $6,300/wk

* �Includes one ad in the companion PDF digital newspa-
per during the sponsorship week.

Color or Black & White

Full Page (7.5”W x 10”H)

Half page (horizontal)
(7.5”W x 4.75”H)

1X 6x 12x 24x

$2,850 $2,700 $2,500 $2,300

$1,750 $1,650 $1,550 $1,400

First 1/3 or PDF: Add 10%  No bleeds available
Each insertion is delivered twice each day to sub-
scribers.

Premium positions and guarantees

the deal llc: a digital perspective
Dealmaking strategies and tactics await. Join the premier online destination for today’s financial dealmaker.

advertising gross rates for pdf 2011

E-mail Cover Letter Net Rates 2011, Morning OR Update edtions*
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product cost size details CONTACT

Ahead of the News e-newsletter $2,000/wk 121X263 Max size: 30K 
Border jpeg/gif format Static image jnarvasa@TheDeal.com

The Deal Pipeline $4,000/wk
728X90

(rotates 50%)

Max size: 30K
Border jpeg/gif format

Max loop: 5X
jnarvasa@TheDeal.com

The Deal magazine e-newsletter
$2,000/wk
$2,000/wk
$3,500/wk

468X60
336X280

Both ad sizes

Max size: 30K
Border jpeg/gif format

Max loop: 3X
jnarvasa@TheDeal.com

The Deal magazine channel

$3,000/wk
(when combined with 

The Deal magazine  
e-newsletter)

728X90
336X280

Max size: 30K
Border jpeg/gif format

Max loop: 3X jnarvasa@TheDeal.com

format cost pixel size load size flash animation length

Expandable/retractable units Please call 600 40 KB 18 fps Anything up to 15 secs

Pop-up or pop-under units Please call

250X250
300X250
550X480
720X300

80 KB 18 fps Anything up to 15 secs

Floating units Please call
Variable

80 KB 18 fps Anything up to 15 secs

Between-the-page units $3,000/wk Variable 80 KB 18 fps Anything up to 15 secs

Pre-roll video $4,000 15-30 secondsAtlas Served Standard Flash QuickTime

Rich media 
The Deal also accepts various forms of rich-media advertising and can build a custom approach for any client wishing to extend his or her 
reach and build his or her online presence targeting senior-level dealmakers from across the financial community.

the deal llc: a digital perspective
Dealmaking strategies and tactics await. Join the premier online destination for today’s financial dealmaker.

ONLINE ADVERTISING SPECIFICATIONS AND RATES

rich-media specifications




