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Based in Germany and Hong Kong, jwc has clients in most of the important trade 
fair countries across the globe
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We provide services to the complete range of stakeholders in the Trade 
Fair Industry

Government 
organizations

Venues

Venue/
Organizer

Organizers

Associations

Private 
Equity

Service Providers
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Trade fair industry growth and global GDP, turnover of Top 40, 2007-2016

0

20

40

60

80

100

120

140

4

5

7

6

8

9

11

0

10

1

2

3

2013

6.0

8.0

20102009

2.2
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2.8

5.0

20152007

2.0

3.6

5.5

2008

4.8

2.0

2.1

5.5

2.4

5.6

20122011

2.8

6.1

3.1

6.4

2014

3.6

6.5 6.9

2016

8.8

10.2

7.2 7.5
6.8

10.6

7.6

8.9

+4.3 % +4.5 %

Global GDP Non-venue owners Venue owners and organizers with own venue

Turnover 
bn €*

Global GDP 
US$ tr**

CAGR Top 40:

Revenues in the trade fair industry have grown at stable levels

*    Source: Company reports, jwc research, jwc estimates; including turnover from services, venue management and other live events
**  Source: IMF,  GDP (PPP) valuation of country GDP
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GDP* %-age growth forecasts – Comparing Oct. 2016 Oct. 2017

Source: IMF World Economic Outlook October 2016 and 2017; *GDP in real terms (base year 2010)

5.25.3

Indonesia

-0.1

0.9 1.5

Italy

+0.6

1.4 2.1

Germany

+0.7

IMF expects that only six of 192 economies will fail to grow in 2018

1.1 1.8

Russia

+0.7

Oct. 2016 forecast

Oct. 2017 forecast is better

Difference in %-age points 

Negative growth forecast in Oct. 2017 

Oct. 2017 forecast is worse

6.2

China

6.8

+0.6

Spain

2.2 3.1

+0.9

USA

2.2 2.2

+/-0

India

7.6
6.7

-0.9

1.3 1.6

France

+0.3

0.6 0.8

Nigeria

+0.2

Brazil

0.5 0.7

+0.2

Argentina

2.7 2.5

-0.2

0.7

South Africa

0.8

-0.1
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A long lasting trade war would constitute a major risk for the global economy

GLOBALIZATIONPROTECTIONISM

A trade war 

is good and 

easy to win 
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My button is much bigger than yours
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Policy of the Central Banks of doing „whatever it takes“ resulting 
in overvalued assets and high risk taking 
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Net rented space in major economies, Index 2007=100

* jwc prediction in 2008
Source:  UNIMEV Bilan chiffré, OJS; AUMA, The trade fair industry in Asia by bsg 2017, CEIR Index 2017; RUEF; jwc research; jwc database

Emerging markets are the growth drivers of our industry*

+1.2%

+6.7%

CAGR

-0.3%

+5.2%

+5.7%

-1.7%

-2.9%

-2.6%
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US trade fair KPIs, Index 2007=100

Source: CEIR report [2017], *Revenue inflation adjusted
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20182015201320112010 201720162012 201420082007 2009

Detailed view
2016

Exhibitors 1.35m

Visitors 33.24m

Net rented 
space

27.78m m²

Revenue* $9.97bn.

-0.3%

+0.3%

US exhibition industry needed 10 years for getting close to pre-crisis levels

Forecast

CAGR 
2007-2016

-0.6%

-0.7%



© 2018 jwc gmbh
www.jwc.eu.com

April  2018
13

Approaches used to set prices for service to exhibitors and visitors

Value based pricing is becoming common in our industry*

28.2%
25.7%

22.9%

18.2%

2.8% 2.2%

OtherCost basedValue based Competition 
based

History based I don’t know

26.6%
23.0%

20.7%

13.1% 11.7%

5.0%

Exhibitors

Visitors/
Attendees

jwc prediction in 2008; source: jwc Global Exhibition Industry Survey 2017
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Major acquisitions over the last years in the exhibition industry

Consolidation in our industry is likely to continue* 

* jwc prediction in 2009. Exchange rate as of date of announcement. Source: JEGI m&a summary, Financial Times, company‘s annual reports, jwc analysis
** Olympia Exhibition center acquired by a consortium consisting of Yoo Capital and a group of German investors

2013-15

Transactions

Total deal volume

2016 2017 Likely in 2018

64 (2015)

3.7 billion USD (2015)

$300m

$425m

The 3 biggest 
acquisitions 

66

3.3 billion USD

66

2.5 billion USD 6.2 billion USD

Deal size

Strategic investors

Informa

UBM

2013-15 2016 2017 Likely in 2018

Private equity

[Name]

ITE

$1,534m

$470m

$1,078m

$950m

$598m

$72m $366m

$489m

$781m $5,500m
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Annualized average market share of the top 5 exhibition companies in revenue of top 40  

2004 - 2005 2008 - 2009 2015-20162012-2013

28.13%

34.99%
37.70%

39.15%

6.9%

2.7%
3.8%

Source: AUMA, annual reports; jwc analysis

Of the top 40 companies in the trade fair industry, the top 5 increased their 
market share in terms of revenue by more than 10%
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UBM’s revenue, EBIT, total transferred consideration and major acquisition per year

£202.5m
£93.5m

2010

£142.4m£133.3m

2011 2013

£148.9m

2012

£140.6m

2014 2015

£229.1m

2016

£437.6m

£295.6m

£310m  

2017

£397m 
£462.7m £450.5m

£630.6m
£711.6m

£866.4m

22%

28%

40%

Revenue

Adjusted EBIT

Annual
revenue and 

EBIT

£258m

£186m

Biggest 
acquisition and 

deal size

Total acquisition 
volume

£3m

M&A continues to be a major growth driver

£72m £30m £12m £719m

£599m

£40m £462m

£31m £383m

* jwc prediction in 2010 

£10m £8m

£6m

£2m
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Our industry is highly attractive to private equity

Major acquisitions in the exhibition industry over the last 5 years Total deal volume
(2013 to 2017)

2013 20152014

14.0

8.5

2016 2017

8.0

12.5

9.0

9.5

10.0

10.5

11.0

11.5

12.0

13.0

13.5

14.5

15.0

Yachting
Promotion

EBITDA
multiple

Informa

Private Equity

UBM

Acquired by:

3,410
Private
Equity

1,617

2,042Informa

UBM

In million US$

Average EBITDA purchase price multiple 
for US LBO transactions*

jwc prediction in 2011. Source: Company‘s annual reports, JEGI, press releases, jwc analysis, bubble size represents deal size
* Bain, Global PE Report 2018;              EBITDA multiple = Deal size (total consideration)/LTM EBITDA 
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Organizers are increasingly focusing on emerging markets, reducing their share of 
historic core markets

* jwc  prediction in 2011. Source: Company reports, jwc estimates. *ITE‘s Asia share included in Rest of the world for 2007. Geographical split of UBM in 2007 refers to all UBM segments

UK

Asia

North America

Europe (exc. UK)

29.6%

61.6%
6,1%2,5%

0,2%

Europe (exc. GER)

Asia

Africa

Americas

Germany
13.5%

14.3%

16.4%37.8%

18,0%Russia

Europe

Asia

ROW

Central Asia & Caucasus

14.0%

24.8%

24.5%

8.6%

5.0%

18,9%

4,2%

Asia

Middle East

Latin America

Europe (exc. UK)

North America

UK

Global

13.7%

77.8%

4,8%
3,6%

2007 2016

18.2%

17.9%

62.2%

1,7%

2016

*

2007

43.6%

8.2%

41.7%

3,9%

2017

15.0%

16.0%

46.0%

23.0%

2007 2016

4,5%

79,0%

11,0%5,5%

2007
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Dynamics of venue investments in exchange for indirect returns will remain….

Selected major planned investments in exhibition venues in the United States

Washington Place 
Convention Center

($1.4 billion)

New York

Seattle

Houston

Venue
(Investment)

Javitz Convention 
Center

($1.5 billion)

McCormick

($1.1 billion)

LVCC

($1.4 billion)

2 Convention 
Centers in Houston

($1.5 billion)

Las Vegas

Orlando

Miami

Orlando OCCC

($1.3 billion)

Miami Beach CC

($0.6 billion)

Chicago

* jwc  prediction in 2013.   Source: TSNN.com, Seattle Times, New York Times, Houstonpublicmedia.org, internationalmeetingsreview.com



© 2018 jwc gmbh
www.jwc.eu.com

April  2018
20

…also in China: The new venue in Shenzhen will be the largest venue in the world

Pearl River Delta

>18m sqft exhibition space
50% of net space sold in China
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For most companies IT has gained strongly in importance

2014 2015 2016 2017

1 1 1 1

2

3

2 2

4

3

7

8

3

2

5

44 4

3

5

9 9

7 77

8 8

9

Highlights

• C-Level well in line with overall 
views

• Sales considers HR as the most 
important focus area

• Venue owners consider BoS as 
least important

• Large companies (>250m turnover) 
consider M&A as third most 
important focus area

Black outline denotes highest rank reached

6

5

9

6

5

6 6

8

Source: jwc’s GEIS 2014-2017 

Products/Offerings

Human Resources

Branding of show(s)

IT

Organization

Pricing

Branding of company

M&A

Cost
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Plotting topics by “Future focus” and “Today’s performance”

IT is the area where companies are currently performing lowest but 
have the highest focus for the future

High

NB: Weighted average scores for Future focus are on a scale of 0 (Less emphasis on this area), 1 (About the same), 2 (More in this area); Weighted average scores for Today’s performance are on a scale of 0 (We’ve not started and are behind 
where we need to be), 1 (We’ve started working on this but have some way to go, 2 (We are performing well and are highly focus in this area)

Today’s performance

Future 
focus

HighLow

Cost

Branding of company

Human resources

Branding of show(s)

IT

Organisation

Products/Offerings

Pricing

M&A
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Organic vs. M&A (Overall average) … by Group turnover

Acquisition multiples are likely to increase further 

1.49

0.51

5

Revenue growth in the past 10 years 

Revenue growth in the future 

Organic M&A

Organic M&A

Organic M&AM&A

Organic M&A
5

55

5 5

5 5

5

5

Organic 

1.09

2.10

Equal
0

0

Overall

< €10m €11-50m

€51-250m > €250m

0.70

2.07

0

0

0.40
1.27

0

0.57 0.09
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Organic growth sources

Future focus will be placed on the creation of new products and business models 

24.0%

Last 5 years Next 5 years

20.0%

29.5%

18.8%

13.5%

11.5%

19.4%

6.6%

22.9%

11.6%

16.7%

5.4%

Creating new products

Investing in existing products

Continuosly improve core capabilities

Cloning products

Creating new business models

I don’t know

Legend
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External growth challengesInternal growth challenges

13.7%

7.9%

8.3%

12.3%

8.4%

11.6%

10.3%

9.3%

5.7%

4.1%

1.0%

4.1%
3.0%

1

Stagnating primary markets, lack of innovation and increased competition are 
the major challenges to organic growth

Stagnating primary market

2

3

4

5

6

7

8

9

10

11 12

Lack of innovation

Growing competition from new  businesses

Lack of adaptation to changing customer needs

Growing uncertainty in global markets

Stagnating target emerging markets

Insufficient insights to find growth opportunities

Price pressure from competitors

Lack of differentiation in products/services

Ineffective multichannel delivery

Slower product/services launches than competitors High legal and regulatory restrictions 
Not applicable

Overall shares & Rank

This is for us to solve, 
or at least to influence



© 2018 jwc gmbh
www.jwc.eu.com

April  2018
28

Sometimes obstacles are an integral part of a company‘s organization

Source: GrowthCloud
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Areas of future transformation

Digital is the most important area of transformation for our industry

15.1

16.5

21.3

21.7

24.0

Global avrg. 
importance score

NB: Average importance scores are on a scale of 0 to 100

01010101010101010101
01010101010101010101
01010101010101010101
01010101010101010101

15.4

11.0

18.8

23.5

31.3

North America

Digital
innovations

Behavioral changes by
key customer groups

Big Data
Advanced Analytics

Geopolitical risks

Workforce evolution
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The questions to answer: 
Data is 

foremost a 
strategic, 

not a digital 
topic

Do you know what you know?

The biggest challenge:
Shortage of skills

*jwc prediction 2013; **The Economist May 2017

Do you know what you don’t know?

Do you know what you want to know?

Concepts are needed for data

• Collection
• Storage
• Protection
• Ownership & Control
• Analysis

Data management has become a key success factor in our industry*

**

• Ownership & Control



www.jwc.eu.com

© 2018 jwc gmbh

DIGITAL
DISRUPTION

New business models, 
based on new technologies,

make use of existing markets 

at the expense of value 
propositions of existing businesses
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World’s biggest taxi 
company owns no taxis

Degrees of „Digital Disruption“

No impact

Registration 

Navigation

Invoicing

Digital Disruption

World’s most valuable 
retailer has no inventory

World’s most popular media 
company does not produce content

Largest accommodation 
provider owns no real estate

Phone companies don’t own 
telecommunication 

infrastructure

Adoption of incumbent business model

Optimization of internal 
and/or

external processes

New products and/or
services

New competition Incumbent supply replaced

Bookings

Customer reach 24/7 
Platforms

f2f 
Match-
making

Online 
Match
making 

VALUE ?
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Digital cannot deliver our value propositions at the expense of our 
business

Digital can add value to our business.
It may compete with us by adopting (parts) of our USP; this will not be at the expense of our business model.
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The shift of sales channels is the biggest threat to our industry

The 
organizer

Exhibitors
(Production)

Visitors
(Retail)

Consumers

The 
venue

Each CEO in our industry should ask the question: 
What effect does digitalization have on the industry her/his company serves?
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Comexposium
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Artexis Easyfairs

dmg events

Amsterdam RAI

Messe Düsseldorf

NEC Birmingham

IFEMA Madrid

UBM Events

Nürnberg Messe

Messe Stuttgart

Jaarbeurs Utrecht

Informa Exhibitons

Fira Barcelona

Ascential Events

Veronafiere

Reed Exhibitions
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Messe Berlin

Leipziger Messe

Messe München

Tarsus

Messe Essen

Global Sources

Svenska Mässan

BolognaFiere

Most companies amongst the top 40 have grown profitably over the last 10 years

Revenue growth CAGR (2007-2016) in %

Average Adjusted EBIT Margin and revenue CAGR for the Top 40 exhibition companies, 2007-2016

Average Adjusted EBIT margin (2007-2016) in %

Source: Company reports; jwc analysis; jwc estimates. EBIT and CAGR calculated on base of 2-year moving average (Ex: 2008 average of revenue from 2007 and 2008) in original currency. Adjusting items which are added to the non adjusted operating profit: Expenditure and impairment on acquired 
goodwill and intangible assets, restructuring and reorganization costs, re-measurement and contingent consideration, acquisition and integration costs, exceptional amortizations and depreciations. Average Adjusted EBIT margin calculated on shorter period for Informa (2013-2016), Ascential (2010-2016), 
Italian Exhibition group (2008-2015), BolognaFiere (2008-2016), Messe Stuttgart (2007-2015), IFEMA Madrid (2008-2016), Veronafiere (2009-2016), Hamburg Messe (2007-2016), Comexposium (2008-2014). Revenue estimated in 2007 for Ascential (formerly EMAP/i2i). Italian Exhibition group revenue and 
adjusted EBIT composed by revenue and adjusted EBIT of Fiera di Vincenza and Riminifiera for 2007-2014. Financial year ended on June 30 for Artexis Easyfairs, March 31 for NEC Birmingham.

Pure Organizers Venue owners
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Most companies amongst the top 40 have grown profitably over the last 10 years

Revenue growth CAGR (2007-2016) in %

Average Adjusted EBIT Margin and revenue CAGR for the Top 40 exhibition companies, 2007-2016

Average Adjusted EBIT margin (2007-2016) in %

Source: Company reports; jwc analysis; jwc estimates. EBIT and CAGR calculated on base of 2-year moving average (Ex: 2008 average of revenue from 2007 and 2008) in original currency. Adjusting items which are added to the non adjusted operating profit: Expenditure and impairment on acquired 
goodwill and intangible assets, restructuring and reorganization costs, re-measurement and contingent consideration, acquisition and integration costs, exceptional amortizations and depreciations. Average Adjusted EBIT margin calculated on shorter period for Informa (2013-2016), Ascential (2010-2016), 
Italian Exhibition group (2008-2015), BolognaFiere (2008-2016), Messe Stuttgart (2007-2015), IFEMA Madrid (2008-2016), Veronafiere (2009-2016), Hamburg Messe (2007-2016), Comexposium (2008-2014). Revenue estimated in 2007 for Ascential (formerly EMAP/i2i). Italian Exhibition group revenue and 
adjusted EBIT composed by revenue and adjusted EBIT of Fiera di Vincenza and Riminifiera for 2007-2014. Financial year ended on June 30 for Artexis Easyfairs, March 31 for NEC Birmingham.

Pure Organizers Venue owners
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Cumulative Adjusted EBIT and Cumulative Revenue for Top 40 exhibition companies, 2007-2016

Cumulative Revenue (in €m)

Source: Company reports; Bundesanzeiger; jwc analysis; jwc estimates. Exchange rate as of 31 December of the specific year. Adjusting items which are added to the non adjusted operating profit: Expenditure and impairment on acquired goodwill and intangible assets, 
restructurating and reorganization costs, re-mesurement and contingent consideration, acquisition and integration costs, exceptional amortisations and depreciations. Revenue estimated: 2007 Ascential (formerly EMAP/i2i). Adjusted EBIT estimated: 2007, 2015 and 
2016 Comexposium, 2007 IFEMA Madrid and BolognaFiere, 2016 Messe Stuttgart and Hamburg Messe, 2007-2009 Ascential (formerly EMAP/i2i),  2007 and 2008 Veronafiere, 2007 and 2016 Italian Exhibition group. Italian Exhibition group revenue and adjusted EBIT 
composed by revenue and adjusted EBIT of Fiera di Vincenza (estimated) and Riminifiera for 2007-2014. Financial year ended on June 30 for Artexis Easyfairs, March 31 for NEC Birmingham.

Cumulative figures for the last 10 years show a healthy industry

3,000500
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2,000

200

450

1,500
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550

1,000
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2,500
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300
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350

-50
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400

100

0

50

150

Deutsche Messe

Fiera MilanoIEG

Svenska Mässan

Messe Berlin

Stockholmsmässan

Leipziger Messe

Tarsus

Hamburg Messe

Veronafiere

Nürnberg Messe

IFEMA Madrid

ITE

dmg events

BolognaFiere

Fira Barcelona

Amsterdam RAI

NEC Birmingham

Messe Essen

Messe Stuttgart

Ascential Events

Global Sources

Comexposium

Koelnmesse

Artexis Easyfairs Jaarbeurs Utrecht

Legend

Pure Organizers

Venue owners

Average

Cumulative Adjusted EBIT (in €m)
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Cumulative Adjusted EBIT and Cumulative Revenue for Top 40 exhibition companies, 2007-2016

Cumulative Adjusted EBIT (in €m)

Cumulative Revenue (in €m)

Source: Company reports; jwc analysis; jwc estimates. Exchange rate as of 31 December of the specific year. Adjusting items which are added to the non adjusted operating profit: Expenditure and impairment on acquired goodwill and intangible assets, restructurating
and reorganization costs, re-measurement and contingent consideration, acquisition and integration costs, exceptional amortisations and depreciations. 

Reed and UBM are the market leaders when looking at cumulative figures

9,0005,5003,000 4,500 6,0005,000

2,500

3,500

1,500

0

4,000 8,5006,500 7,000 7,500

2,000

8,000 9,500 10,000

-500

1,000

500 GL events
Messe Düsseldorf

Reed Exhibitions

UBM Events

Messe Frankfurt

MCH

Messe München

Pure Organizers

Venue owners

Average
5  to  10%

10 to 15%

Adjusted EBIT CAGR

-5  to  0%
0  to  5%
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Agenda

Summary

Industry performance

Setting the stage

INFORMA / UBM 

Global Industry trends

jwc’s Global Exhibition Industry Survey
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Informa to acquire UBM Events
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Industry verticals of UBM Events, Informa Exhibitions and the combined group

Combined 2%

5%

3%

8%

4%

9%

4%

4%

4%

8%

5%

9%

5% 6%

14%

2%

6%

13%

10%

6%

11%

7%

9%

9%

9%

13%

9%

3%

16%

10%

5%

10%

18%

14%

15%

17%

The combined group has the ability to create strong communities for selected 
verticals and…..

Infrastructure, Construction 
and Real EstateLife Science

Fashion Nutrition and Leisure
Brands & 

Pop CultureTechnology
Pharma & 

Biotech
Advanced

Manufacturing
Jewellery & 

Gem

OthersInternational
Yachting

Aviation, Transportation
& Logistics

Utilities & 
Resources

Agriculture

Beauty & Aesthetics

Source: Company reports; Note: UBM is also active in Beauty & Aesthetics (e.g. Cosmoprof Asia), but the industry was not included in UBM’s distinct industry verticals
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Geographic pro forma revenue split for the combined Informa/UBM group in 2017

….can leverage their strong regional presence

CONTINENTAL 
EUROPE

UK

CHINA

ROW/MIDDLE 
EAST

Source: Company reports, jwc estimates. *Only annual events revenue has been taken into account for UBM’s geographical revenue split

48%

NORTH 
AMERICA

3%

9%

19%

12%Informa Exhibitions
2017 revenue: £560m

UBM Events
2017 revenue: £866m*

9%

Enlarged Group
2017 revenue: £1,426m

EMERGING 
MARKETS
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Data management and digitization are two areas where scale will provide strong 
competitive advantages 

Additional synergy potential post Informa/UBM merger: Data management &
customer insights

[Text]

Event technology & 
digital innovations

Cost & Procurement

Cross-marketing & 
sales

Pricing

Attracting talent
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Informa Exhibitions’ revenue, EBIT and EBIT margin, 2014-17UBM Events’ revenue, EBIT and EBIT margin, 2014-17

Both Informa and UBM succeeded in improving their profit margins while 
expanding 

£141m
£203m £229m

£296m

25

30

35

40

0

100

200

300

400

500

600

700

800

900

£451m

Revenue in £m
Adjusted EBIT

margin in %

2014 2015 2016 2017

£631m

£712m

£866m

Revenue Adjusted EBIT marginAdjusted EBIT

£67m £98m £119m
£201m

25

30

35

40

0

100

200

300

400

500

600

700

800

900

Adjusted EBIT
margin in %

2014

Revenue in £m

2016

£200m

£307m

2015 2017

£263m

£560m

2014-2017 CAGR

UBM Events 24.3% 27.0% 3.0%

Informa Exhibitions 40.9% 44.2% 2.2%

Source: Company reports; BNP Exane
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Top 20 pro forma Adjusted EBIT 2016/17
jwc estimates

1. Informa/UBM

2. Reed Exhibitions

3. Emerald

4. Ascential

5. GL Events

6. Messe Frankfurt

7. Messe München

8. Messe Düsseldorf

9. Clarion/Gl. Sources

10. Comexposium

11. ITE Group

12. Tarsus Group

13. dmg events

14. NEC Birmingham

15. Koelnmesse

16. MCH Group

17. Nürnberg Messe

18. Messe Berlin

19. Svenska Mässan

20. Artexis Easyfairs

0 400100 200 300 500

Top 20 pro forma Adjusted EBIT margin 2016/17
jwc estimates

1. Ascential

2. Informa/UBM

3. Emerald

4. Tarsus Group

5. ITE Group

6. dmg events

7. Reed Exhibitions

8. Messe München

9. Comexposium

10. NEC Birmingham

11. Clarion/Gl. Sources

12. Messe Düsseldorf

13. Messe Frankfurt

14. Svenska Mässan

15. Italian Exh. Group

16. Artexis Easyfairs

17. GL Events

18. Koelnmesse

19. Amsterdam RAI

20. Nürnberg Messe

0 5 10 15 20 25 30 35 40

Top 20 pro forma revenue 2016/17
jwc estimates

1. Informa/UBM

2. Reed Exhibitions

3. GL Events

4. Messe Frankfurt

5. MCH Group

6. Messe Düsseldorf

7. Messe München

8. Koelnmesse

9. Clarion/Gl. Sources

10. Deutsche Messe

11. Messe Berlin

12. Emerald

13. VIPARIS

14. Comexposium

15. Nürnberg Messe

16. HKTDC

17. Fiera Milano

18. Ascential

19. Fira Barcelona

20. ITE Group

Enlarged Informa Exhibitions will become the leading exhibition company in 
terms of revenue and Adjusted EBIT

Source: Company reports; jwc analysis; jwc estimates. Exchange rate as of 31 December 2017 and 31 December 2016. Adjusting items which are added to the non adjusted operating profit: Expenditure and impairment 
on acquired goodwill and intangible assets, restructuring and reorganization costs, re-measurement and contingent consideration, acquisition and integration costs, exceptional amortizations and depreciations. 

5000 1,000 1,500Million € Million € %
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jwc’s pro forma Industry Ranking for 2016/2017 (Top 20 List)

Enlarged Informa Exhibitions dominates the adjusted jwc Industry Ranking

300200100 800700500400 600

Messe Frankfurt

VIPARIS

Messe Düsseldorf

UBM/Informa

Reed Exhibitions

GL Events

Emerald Expositions

Ascential

Messe München

Clarion/Global Sources

ITE Group

Tarsus Group

Comexposium

dmg events

MCH Group

Koelnmesse

NEC Birmingham

Nürnberg Messe

Messe Berlin

Svenska Mässan

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20 JWC Rankings Index

&
&
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jwc pro forma market share estimate, 2016/2017

Our industry is highly fragmented

3.7%
3.3%

1.0%
1.1%

85.4%

2.6%
1.8%
1.1%

UBM/Informa

Reed Exhibitions

Messe Düsseldorf

GL Events

Messe Frankfurt

MCH Group

Messe München

Other

*Based on a two-year (2016/2017) average. jwc market share estimation based on revenues from events, services, venues, sponsoring, attendees/visitors 

Market volume:
39 billion US$
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Future

O
• Further stable growth of the industry

• Asia will lead with growth of about 5%-6% p.a. 

• Europe will see modest growth of ≤ 1%

• North America will grow at about 2.0% - 2.5%

Summary Trade Fair Industry: Further stable growth

OUTLOOK

F
• Creating new products and new business models is top of our agenda

• Lack of growth in core markets, lack of innovation and growing competition 
from new businesses are considered to be the main challenges

• Data management is key, but requires new concepts

• Our industry will not be subject to digital disruption; digital will support 
industry growth, but will not be the most important growth driver

• Our industry is highly fragmented; global market shares for the top 3 differ 
marginally
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jwc helps customers to grow 
and increase profitability  

JWC is the leading advisory services firm 
for the trade fair and conference industry 

www.jwc.eu.com
jwitt@jwc.eu.com

http://www.jwc.eu.com/
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Segmental revenue split for selected exhibition companies in 2016

23.7%26.0%

49.7%

Events

Services

Venue

67.0%

25.8%

7.2%

Venue

Events

Services

3.0%

60.6%

29.2%

7.1%

Events

Venue

Services

Visitors

1.0%

70.0%

14.0%

15.0%

Events

Services

Venue

Other

Nearly all exhibition companies generate revenues from identical sources; only 
the proportions are different

79.5%

12.0%

8.5%

Events

Attendees

Services

Sponsorship

Source: Company reports, company presentations, jwc estimates

69.3%

14.7%

4.2%

11.8%

Media

Events

Services

Congress

Venue
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In recent years, pure organizers have grown strongly, likely driven by acquisitions

Trade fair industry growth, turnover of Top 40, 2007-2016 

2

11

0

8

1

5

3

4

6

7

9

10

2.0

2015

5.5

7.5

20092008

2.0

2012

4.8

2.1

8.9

5.5

2.4

2007 2010

6.8

2011

10.6

3.1

6.1

2016

6.0

2013

6.4

2014

3.6

6.5

2.87.2
7.6

8.0

9.6
10.2

5.6

8.8

2.2

6.9

2.8

5.0

3.6

Non-venue owners Venue owners and organizers with own venue

Source: company reports, jwc research, jwc estimates; including turnover from services, venue management and other live events

CAGR non-venue owners:

CAGR venue owners:

5.6%

3.7%

Turnover 
bn €*

CAGR

+4.3 %
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Promoting growth: Overall 

13.9%

Our executives are passionate about tracking 
the performance of growth initiatives

9.0%

28.3%

Many or some of the acquisitions made have 
done well and yielded the desired results

New ideas and innovations
are rewarded in our company

26.5%

Organic growth is at the top of 
the agenda for our executives

7.8%

Our executives make decisions that favour driving
growth over cutting or managing costs

12.0%

We are investing as much as we need to in digital 
capabilitites as a way to generate growth

3.6%

17.5% 45.2% 31.9%

6.0%

7.8%

24.7% 39.8% 19.3%

50.6%

10.8% 31.9%

5.4%

41.6%

8.4%

5.4%

15.7%

10.2% 34.9%

12.7%

20.5%

4.8%

26.5% 15.1%

Agreement that growth is at the top of the agenda, but discord about the levels of 
investment in digital 

Somewhat disagree Somewhat AgreeStrongly disagree Disagree Neither agree nor disagree Agree Strongly Agree

94.6%

83.8%

82.5%

81.9%

80.2%

69.9%

Percent 
‘agree’

To what extent do respondents agree with the following statements as it applies to their company?

The lowest levels of 
agreement about whether 
enough is being invested in 
digital capabilities
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Digitalization: “Meeting f2f is the ultimate customer experience in a digital world”*

The purpose of digital offerings:

• Cost savings                  

• Make participation 
more comfortable

• Make participation 
more successful

Digitalization in the industries we serve

Each CEO in our industry should ask the question: 
What effect digitalization has on the industry her/his 

company serves?

Digitalization in  our industry 

Business processes

Registration/bookings, 
navigation

Matchmaking f2f and 
online / customer reach

Digitalization changes the industries we serve

*Roland Kuemin, CEO Balluun

• 3D printing

• Virtual/augmented 
reality

• Establishing digital and physical formats across different 
industries (Car industry at CES, Mercedes at SXSW, Me 
Convention at IAA)

Size of shows will 
be effected

• Digital will support industry growth, but will not be 
the most important growth driver
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Proportion of exhibition and events segment revenue in selected media corporations

The exhibition and event segment has gained importance in major media 
corporations over the last years 

11,2%

88,8% 84,8%

2010 2016

15,2%

2016

59,8%

35,3%

2010

30,2%

64,7%

8,8%

91,2%

20,5%

2016

79,5%

2010 2010

39,9%

2016

60,1%

62,3%

37,7%

Subscriptions, Circulation, Advertising

Reed Exhibitions

PR Newswire, Marketing services

UBM Events

Publishing, Business Intelligence
Knowledge & Networking, Global Support

Informa Exhibitions
Ascential events

Information services
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Proportion of exhibition and events segment revenue in selected media corporations

The exhibition and event segment has gained importance in major media 
corporations over the last years 

2010 2016

15.2%

88.8%

11.2%

84.8%

48.4%

2017 post 
UBM acq.

2010

8.8%

91.2%

51.6%

2010 2016

60.1%

37.7%

39.9%

62.3%

Subscriptions, Circulation, Advertising

Reed Exhibitions

Publishing, Business Intelligence, Knowledge &
Networking, Global Support, Marketing Services

Informa Exhibitions

Information services

Ascential events

Source: Company reports; BNP Exane
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Top 10 Companies 2015/16
2-year average in Euro

1. Reed Exhibitions

2. GL Events

3. UBM Events

4. Messe Frankfurt

5. MCH Group

6. Messe Düsseldorf

7. Messe München

8. Informa Exhibitions

9. Deutsche Messe

10. VIPARIS

Top 10 Companies 2007/08
2-year average in Euro 

Revenue evolution of Top 10 Exhibition companies from 2007-2016

2008 2009 2010 2011 2012 2013 2014 2015 2016

160

140

60

360

120

100

80

148 Reed Exhibitions

151 GL events

114 Comexposium

127 MCH Group

250 UBM Events

116 VIPARIS

363 Informa

88 Messe Düsseldorf

114 Deutsche Messe

125 Messe München

87 Fiera Milano

149 Messe Frankfurt

1. Reed Exhibitions

2. GL Events

3. Messe Frankfurt

4. Messe Düsseldorf

5. Fiera Milano

6. UBM Events

7. Messe München

8. Deutsche Messe

9. VIPARIS

10. Comexposium

=

Source: Company reports, jwc estimates,  Yearly index points are calculated with a 2-year moving average (Ex: 2008 average of revenue from 2007 and 2008). 
Exchange rate for rankings as of 31/12/2007 and 31/12/2016. Revenue index calculated in original currency of specific company. VIPARIS revenue estimated for
2014-2016

80% of the top ten of 2007/2008 are still in the top ten of 2015/2016
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