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What is UFI?

The world's leading association of trade
fair organizers, exhibition centres,
professional exhibition associations and
exhibition industry partners.
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Facts & Figures on UFI

 Founded in 1925 by 20 leading European
exhibition companies

 Headqguarters in Paris and regional offices in
Hong Kong and Kuwait

 UFI's PIN-Strategy
— Promote

— Inform
— Network
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UFI Impact /

v' 559 company members with a presence in 85 countries
(including the 40 largest countries in terms of GDP) and
205 different cities

v UFI members Exhibition Centers = 11.5 mn m?2

v UFI members Organizers = 3 500 exhibitions per year,
or 34.6 mn m?2

v UFI members host and organize 4,500 exhibitions,
visited by more than 100 million visitors.
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Trends and developments within the
global exhibition industy
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2. EXHIBITIONS: Global estimates /,)Ufl Assocktn o e ’
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31 400 Exhibitions per year - 109 million net sgm rented
2.9 million direct exhibiting companies - 260 million visitors

Reqgional 13 700 exhibitions - 53.0 million sqgm (49%)
breakdown 126.3 million visitors — 1.4 million exhibitors

12 500 exhibitions ol Al s
28.3 million sgm (26%)% o
67.4 million visitors
750 000 exhibitors

2 770 exhibitions
19.8 million sgm (18%)
47.2 million visitors
520 000 exhibitors

1 200 exhibitions
4.0 million sqm (4%)
9.5 million visitors
110 000 exhibitors

500 exhibitions - 1.0 million sqgm (1%) 700 exhibitions - 2.4 million sgm (2%)
2.4 million visitors 5.7 million visitors
27 000 exhibitors 64 000 exhibitors
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CURRENT RESULTS:
10 major national markets

(© UFI 2011

USA
China
Germany
ltaly
France
Spain
Japan
Russia
UK

Brazil

Ufiz

NET SPACE RENTED

(Year 2008, in million net sqm)

25,0
12,3
9,3
6,5
5,9
4,6
3,3
3,0
3,0
2,5
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MAIN GLOBAL RESULTS of the ///)Ufl amecaienal

World Map of Venues (2007)

In 2006

e 1062 venues with a minimum of 5,000
sgm indoor exhibition space) Identified
worldwide

e Total indoor exhibition space:
27.6 million sgm

s
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By 2010

i 1,104 vVenues, including:
14 venues with less than 5,000 sgm in 2006
30 new venues
1, closed in 2006, will be reopened
3, operating in 2006, will be closed

» Total indoor exhibition space:
31.1 million sqgm (+13%)
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VENUES AND INDOOR EXHIBITION ) Ufl ’
SPACE IN 2006 - Number & Capacity s
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Scale Key figures

Number of venues (World share)
6 Exhibition space (World share)
million
sgm

465 venues (44%)
14.3 million sqm (52%)

—
200 venues

359 venues (34%)
7.1 million sqm (26%)

127 venues (12%)
A 3.9 million sqm (14%)

|
38 venues (4%) ~ 16 venues (2%)
0.9 million sqm (3%) . } 0.3 million sqm (1%)
= |
25 venues (2%) 32 venues (3%)
0.5 million sqm (2%) 0.6 million sqm (2%) 27
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IN 2010 (and growth since 2006)

Scale Key figures

% of world increase (sqm) — nr. of venues with changes
million Number of venues in 2010 (progression since 2006)
sqm Space in 2010 (progression since 2006)

+—>

52% (+ 1.8 million sqm) — 99 venues
200 venues 477 venues (+3%)

16.2 million sqm (+13%)

iy

17% (+0.6 million sqm) — 44 venues

370 venues (+3%) J . -
7.7 million sqm (+8%) : 21% (+ 0.7 million sqm) — 28 venues
‘ 143 venues (+13%)
: 4.6 million sqm (+20%)
N @ rapo,
- s :

y

1% (+0.04 million sqm) — 6 venues
40 venues (+5%)

=]

0.3% (+ 0.01 million sqm) — 3 venues

0.9 mill Y 17 venues (+6%)
9 million sqm (+4%) k 5 0.3 million sqm (+6%)
1% (+0.04 million sqm) — 8 venues 7% (* 0.2 million sqm) — 10 venues
24 venues (-4%) 33 venues (+3%)
© UF1 2011 0.6 million sqm (+7%) 0.9 million sqm (+38%) 28
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UFI exhibition industry barometer

© UFI 2011 11



1. Gross Turnover ///) Ufl posaciaton of e

% of companies declaring an increase of their turnover
when compared to the same period the year before
(regardless of possible biennial effects)

100%
50% = Americas
Asia / Pacific
= EUrope
== Middle East / Africa
O% I I | I I | I |

before 1st Half 2nd Half 1st Half 2nd Half 1st Half 2nd Half 1st Half
31 Dec. 2009 2009 2010 2010 2011 2011 2012
2008
Confirmation of the return of growth of Gross Turnover for a majority of companies
(since the end of 2009 for AP, early 2010 for AM & end of 2010 for EUR — MEA hardly
affected)
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3. Perception of the economic crisis ///)Ufl ’
| - | s
% of companies declaring —in the last 3 surveys - that the impact &
of the “economic crisis” on their exhibition business is now over

100%
/ ~N
;D
\
o= ,' 1 e AMericas
1
50% / s Asian Pacific
I
: | =—=FEurope
A - Middle East/Africa
0% . T

June 2010 December 2010 June 2011

Confidence in the future is still rising in AP (65%). It increases in EUROPE, but there is a
“half/half” feeling everywhere except AP.

Note: MEA 49% (71% in Dec. 2010) is a chosen combination of a 29% for RSA and 55% for the rest of MEA.
(© UFI 2011 13



How do you expect your turnover to change when compared to ) Uf ity g
the same period the year before (regardiess of possible biennial effects)? Global Exhibition 5
’

W idontknow I Decrease: 10%ormore M Decrease:lessthan 10% BN Increase Barometer
AMERICAS EUROPE
1 half 2‘“‘ half 1* half 9 half 1* half 1* half 1* half 29 half 'I"I|= hllf
31!1 22008 E'IIH L o E'IHEI' 201 ) Siﬁll‘i'm E{IH L amo HI'IEI'
Asded&mdmpmmw .ﬂan'an'a'au'nﬂemma'iﬂjﬂ As-n'mhradmpmmmm Aadndam'mﬂemrrﬁw?ﬂjﬂ
ASIA/PACIFIC MIDDLE EAST/AFRICA
1 half 2‘“‘ half 1* half 2 half 1* half 1* half 2“* half 1* half 29 half 'I"I|= hlll‘
31!1 22008 E'IIH o o E'IHEI' 201 ) Siﬁll‘i'm E{IH L amo HI'IEI'
Asded&mdmpmmw .ﬂan'an'a'au'nﬂemma'iﬂjﬂ As-n'mhradmpmmmm Aadndam'mﬂemrrﬁw?ﬂjﬂ
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4. Most important business issues 2UT ’
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Distribution of all issues selected as the 3 most important ones

23%

9%
6%
5%
_ .. 2%
_ N - —-— — -~ ~ -
- P ’ \ ~
v \I r 4 T T TS 1
7/ State of the Local/national Internal Global economic® gEnvironmental Competition with Integration with N Other
I national/regional competition from management uncertainty | ! challenges  other media (ex.  other media \
\ economy within the challenges (ex. (customer internet, virtual (same as above) 7/
S exhibition finance, human » Sxpectations, trade shows, /
~ . -~ . . . 7
~ industry resources, staff, - rengratLons, etc.) social media) -
SN .. - ~ -
= training) _ = = =~ ~ -

This order is remarkably stable across surveys. “Generaletdnomic” considerations,
“local competition” and “internal managements challenges” are at the top of the
agenda. Environmental and “other media” issues are not getting much priority...
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Areas of change )/

e Mid-sized national fairs are having difficulties

— Exhibitors majorly select the biggest international
events.

— Leading shows are prospering.
— New formats are taking their place.

e |T and other industries where marketing events
agencies are strong
— Own company events are a real-challenge.

— Non-traditional business events are testing the
unimaginative organizer.

(© UFI 2011 16



2Ufi e 4
Key challenges for exhibitions )/

« Competition (in some markets) from over-capacity in
venues

* Online marketing and product news release

— Continued uncertainties over balance of internet and face-
to-face marketing

— The industry needs better to communicate how a
combination of these is the key to marketing effectiveness.

— In-house activities and product launches have eaten into
traditional events spend.

e Targeting the Facebook generation with real world
events.

e Pressures on business travel

(© UFI 2011 17



New concept had to be developed... V] { ==




L]
The Global
// Association of the
’Z Exhibition Industry

...a creative relaunch

yME SHoy,
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("Power~

- 5TH APRIL 2010, EARLS COURT, LONDON BOOK TICKETS NOW

home event of the year\!

Ideal Ideal Ideal Ideal Ideal
Home Improvements - Gardens - Home Gadgets - Food - Shopping - Woman

Add show dates
to your diary

CLICK
HERE

Ticket Information
Show Infarmation
Venue & Travel
Group Visits

Floorplan
The Team

‘Show Highlights

Theatre Timetables

Ideal Home Show Halidays
Book Club

Ideal Homes for Heroes

whenyou

subscribe

Sponsors
Ideal Home Delivery
Travel & Hotel Partners
Ideal Home Show History
Videos

Galleries

Press

Eay 4- 5pring har Sprung
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UT s
Thought leadership — a result of the UFI Delphi Study

* “Together with exhibitors, visitors, specialized
associations and the media the leading brand
trade shows can become the place to meet all
year long”.

e “But we have to be careful: It is not just content,
but valuable content and leadership in new
ideas”.

 “The role of trade shows will be changing. Trade
shows will more and more act as community
Integrators, knowledge providers, discussion
platforms, social network live grounds, etc.”

(© UFI 2011 20
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Thank you CGRACIAS I_)SAI‘

EVYKPLOTW obrigada grazie .
dank u wel mere t”l kS o:g danke E Rc ’ graz,e
ANk YoU DARUJEM YNANKS KITLOS thanks obrigado KIITOS

k;:t;jMERCl dziekuje gracias cnacu6o iﬁﬁf t”\ank gou

OBRIGADO Ehanlf.gou DANK U WEL EVYAPLOTU .
sk s dekuJ, TAKK. GRAZIE dank u wel tack MW\EKCI

TACK DAKUJEM iitos GRAZIE
DANKE & Ganke thamks
koszonom THANK YOU obrigado

OBRIGADA
i grazies e
cnacubo

iInfo@ufi.org

www.ufl.org
23



