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Foreword

Matthias Tesi Baur

In April 2020 we embarked on a journey to bring more than 150 exhibition industry
professionals, organised in 20 groups, covering nearly all global regions, together to discuss
the topic how our industry needs to change following the C@M@risis to ensure our
business model is fit for the future and provides the best possible service to our target
groups.

| think it is fair to say that we indeed had countless skills, ideas, input and inspiration in this
crowd intelligence, communication process.

We included feedback from the wider industry through surveys, conducted a large number
of think tank sessions and an even larger number of break out sessions.

In nearly 100 meetings all members discussed what needs to change in our industry, what
that change would look like for our target groups and how we can ensure change will
happen.

Please read this report as a resource of the combined skills of 150 people from the
exhibition industry. The Exhibition Think Tatkongly spotlighted that change in our
industry is inevitable and undoubtabheeded which put us all on the mission to define the
change before this is done by others.

This Exhibitions Think Tank was the first of its kind in an online format and | want to thank
all team leaders, all participants, our media partners and all supporting companies for the
great contributions, discussions and insights!

THANK YOU!

) . . L _ m B B Consulting %
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The Exhibitions Think Tank

The main goal of the Exhibitions Think Tank (ETT) was The working task and goal of each sprint was:
to define the areas that need to change in the _ _ _
exhibition industry following the outbreak of COVID 1. First SprintTo define all areas that need to change

19 and to come up with a deep answer of what this in the exhibition industry as a consequence of the
change means for the industry and how it can be COVIEL9 crisis.
delivered.

2. Second SprintTo investigate and more deeply
The Exhibitions Think Tank was divided into four define what exactly needs to change in the
G&LINR Yy Gaé¢ aidn2oeen kagtikprintys a | &  mpecified areas of Sprint 1.
assembled out of two online sessions with a group
working phase ifbetween. Two sprints werbuilt on a 3. Third Sprint:To investigate and define how the
prior industry survey. The Think Tank dived deeper identified and required changes can be translated
into the topic of change from sprint to sprint. into new services for the customer and target

groups of the exhibition industry.

/?" 4. Fourth Sprint:Todiscushow the defined changes
et AT SCRINT 3 SRRINT _and new services can be r(_)IIed out to ensure the
industry does not fall back into old habits and
P | Mocnsenme. | soluonstorour e hange procedures once the crisis is over.

defined areas? customers

STARTING STARTING STARTING STARTING
MAY 18 JUNE 1 JUNE 15 JUNE 29
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Methodology

Harvesting
different sources

of the exhibition
industry

the wider Think Tank

2 surveys

20 working groups
150 industry
professionals

8 online sessions
to review results
and provide
working tasks
60 ¢ 80 break out
group sessions
A 8 team leader

o B I Do

Level:
Entire Industry

T

We conducted two
surveys addressing
the entire exhibition

sessions to industry to prepare
overlook the Sprint 1 and 2
process

Following sources of information and inspiration have been used:

The reach of each source

Level:
Think Tank

Level:
Working Group

Level:
Think Tank

In a second online
session all ETT
members gathered
again to present the

We organised a first
online session in
each sprint
bringingall 150

Each working group
discussed the
findings and worked
on the sprint tasks

members of the ETT led by their results of the break
together to present dedicated team out group before the
the survey results leader ETT dived deeper

and provide the
working task for the
upcoming sprint

into the topic of the
following sprint

The ETT was based on a crowd intelligence discussion and evaluation process divided into four major
review and discussion rounds (Sprints) as explained on the previous slide.
Each Sprint used various sources to gain information, discuss the findings and report the results back to

As a result of this procedure all ETT members worked out collectively which areas need to change in the
exhibition industry, what that would mean for our target groups and how that change could be delivered.
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- How to read this report

How to read this report: ﬁ

This report is designed to provide both: the process of crowd intelligenc EXh I b | t | 0 n S

communication we undertook during the four sprints of the Exhibitions
Think Tank and the results that came out of this process. ’Th I n k Ta n k

In Ghapter 1 and 2ve provide some background regarding the concept of the Exhibitions Think Tank ar@dviBlting
Group.Chapter 3offers the main conclusions that can be drawn from the process and some first explanations on why we
concluded the results in this wa@hapter 4explains the process of Sprint 1 and lists all areas that have been identified as
GOKIy3aS NBIjdzZANBR | NBFaé¢ L) dza ¢S 3INRdAzZL) G6KSaAaS I NBlFa Ayi:
overview of the wider changes that are needed in the indugihapter 4then drillsinto each change area and sabeas.

Firstly the reader can see which working groups of the think tank focussed on in more detail on each area. The chapter
providesan overview of area conclusions followed by a detailed summary of why an area needs to change and what exa
needs to change. These slides can be used as detailed content to dive deep into each area. Finally all team presentatior
slides representing the working group phases are added to this chapter aafiter Sprovides the team slides

regarding the last sprint which was about how the identified change can be executed.

This report can be used in two ways: The conclusion slides and chapter 3 offers a quick view on what needs to change i
industry by providing a concluding summary of all group work. The detailed content slides offer the opportunity to dive
deeper into each area and get detailed insight into why an area needs to change and what that means for the customer.
Whilst we paid enormous attention to reflect all input that was given during the process, single think tank participant's vie
may differ from our conclusions and summary.

: : . N : : rT'] =) ) Consulting %
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Regional spread by team

The working groups contain members from different geographical areas. The following map shows the
approximate regional spread of the working groups, but single regions might not be shown

|__[Teams Teamleaders |

1. Team Back to the Future MykytaFastovets United Kingdom, Italy, Hong Kong, Middle East
2. The Five Nation Army Stephan Forseilles Belgium, Switzerland, France, Germany, Middle Ee
3. New Order Eddie Choi Hong Kong, Italy, Germany, Thailand

4. Spring Breakers GuyGarside&SophieUK, Mexico, Germany

5. VISIFIVE+ Silke Hoesch Germany, Netherlands, UK, Australia, Singapore
6. MESSE Forwards Thorsten Hilber Germany

7. StrongGirlz StephanieSelesnick USA, Australia

8. Futurists Baris Onay United Kingdom, USA, Germany, Middle East

9. Team Profs Without BordeiStephan Murtagh Ireland, USA

10. Think Punk! Enrico Gallorini Italy

11. 40Hours Matt Coyne United Kingdom

12. Exhibition Ignition Mike Frost United Kingdom

13. Exhibition in Training Angelica Mondo Italy

14. Team Renaissance Florian CourgenouilFrance

15. WabiSabi Holger Feist Germany, Croatia, Poland, France

16. TheEventrepreneurs Tamar Beck United Kingdom, Middle East

17. Team Natasja O'Connor Natasja O'Connor Netherlands

18. WALLABOKS Nicolette Elia Malaysia, Australia, South Africa

19. Team Asia X Bjoern Kempe Thailand, Singapore, India

20. India Reboot 3.0 Raghav Khosla India

_ _ _ o _ m B 3 Consulting .
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- A special thanks to our team leader and
participants

On this page we want to thanks our team leader and think tank participants for their great efforts, insights, skills aiséiemthvith
which they joined and participated in the Exhibition Think Tank

Group Group Group Group
Team Back to The Future The Five Nation Army New Order Spring Breakers

Team Leader: Team Leader: Team Leader: Team Leader: b
MykytaFastovets StepharForseilles . Eddie Choi Guy Garside /!f
: w, AT
Eight Team Members including  Six Team Members including Five Team Members Six Team Members including
Justin Pau BaptisteBoulard Andreas Penny Moyses, Amit Khade,
Eggimann, Julignorsch Paco Collazo, Jasmin Singh and
Lucille Ryan

Group
VISIFIVE+

Team Leader: ) Team Leader: Team Leader: Team Leader: @
Silke Hoesch ThorstenHilber Stephanie Selesnick Baris Onay /

Six Team Members including Five Team Members including Six Team Members including Six Team Members including
OanaCipca Claire Dr NinaSchnieringBenjamin Martha Donato, Lori Jenks, Rachel Wimberly.
WashingtonKatariina Engelke, Oliver Schmitt. Nicole Peck.

Group Group Group
MESSE Forwards StrongGirlz Futurists

Rohrbach, Thomas Grunewald,
AliceDomenis Stefan Eckert.

Consulting H”.ﬁ
p2Ah

© MBB-Consulting GroupMatthiasTesiBaur Consultancy, Emaihatthias.tesi.baur@mbtoonsultinggroup.com I I I B B Group



mailto:matthias.tesi.baur@mbb-consultinggroup.com

- A special thanks to our team leader and
participants

On this page we want to thanks our team leader and think tank participants for their great efforts, insights, skills aiséiemthvith
which they joined and participated in the Exhibition Think Tank

Group Group Group
Profs Without Borders Think Punk! 40fours

Team Leader:
Stephan Murtagh

Six Team Members including
Erika Welling, Peter Deitz, Fred
Tremblay, Victoria Sedgewick,
Debbie Lee.

Group
Exhibition in Training

Team Leader:
Angelica Mondo

Three Team Members
including Cinzia Zanin, Stefano
Buttarelli Giacomdvuneratti.

© MBB-Consulting GroupMatthiasTesiBaur Consultancy, Emaihatthias.tesi.baur@mbtoonsultinggroup.com I I I B 3

Team Leader:
Enrico Gallorini

9

Three Team Members

Team Leader:
Florian Courgenouil §

Six Team Members including
VincentLarquet Pascal
Lagadec, Nicold3ouchement
Florent JarryMorganePruvot
Morice, Aoife Delmas.

Group Group
Renaissance WabiSabi

Team Leader: =
Matt Coyne :‘«‘}

<

Four Team Members including
PaulDomingez

Team Leader: '
Holger Feist s L
Seven Team Members
including Carolin Hochwind.

Group
Exhibition Ignition

Team Leader: :\
Mike Frost

Seven Team Members
including Martin Beck, Johnno
Gordon, Chitra Ram, Laura
Davidson, Natasha Layal, Gary
Wright, Nicole Jacobus.

Group

TheEventrepreneurs

ﬁ‘ !
=
4

Team Leader:
Tamar Beck

Seven Team Members

2
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A special thanks to our team leader and
participants

On this page we want to thanks our team leader and think tank participants for their great efforts, insights, skills aiséiemthvith
which they joined and participated in the Exhibition Think Tank

Group Group Group Group
NOC WALLABOKS Team Asia X India Reboot 3.0

Team Leader: ’ Team Leader: Team Leader: e Team Leader:

blidlFazalk h Yy Y 2 Nicolette Elia Bjoern Kempe ‘@’ Raghav Khosla

Three Team Members Nine Team Members including  Eleven Team Members Five Team Members including
Adele Hartdegen , Gabi Ravinder Sethi, Sude&arcar
Babinszky, Jason Janes, Chris Satyendra Mehra, Himakshi
May, Jenna Cali, Chris Gupta, Mr Sameedfhedkar
Shorthouse. Mr NabjeetGanguli.

2
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Make the Exhibition Think Tank your resource to stay ahead c

Cl.U b all industry developments and to be your network platform
for the industry.

Innovate + Network

A Exhibiti Collaborate & Network in the Think Tanks
‘ Tﬁir:kl'l'lgr?lf exhibition industry across Sprints
borders Online sessions
"\ Exhibitions M3 Gepzuting

Think Tank

Working Groups in different
languages
covering all topics of the
industry

Reports & White Papers

Basic Membership Free of Charge | Gold Member with access to a
resources | Special Rates for students and young professionals

. : : . : : Consulting /’;3
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Consulting
Group

About MBBConsulting Groug 1] 3 3

Please contact us if you want to learn more
about the MBBConsulting Group or if you need

G2S KSt LI 2dzNJ Of A Sy (¢
intg must and want attend events for the
YSEG ISYSNIGAZ2Y 2F 0

any support in the fields listed below

Strategy

Company Strategy
Portfolio Strategy
Geacloning & Gee
adaptation
Show Development
Market Research
Company Setip and
Structure
Innovation Review
Content & Feature
Strategy
Rescue Strategies
Team Coaching

© MBB-Consulting GroupMatthiasTesiBaur Consultancy, Emaihatthias.tesi.baur@mbtoonsultinggroup.com

Business
Recovery &
Agility

General Recover
Strategies, Setting up
Agile Management
Processes, Recover trad
shows from downturn
phase, Lifting up
Customer Satisfaction,
Collaborative Strategy
Building, Content &
Feature Strategies,
Establishing Advisory ang
Feedback Boards

Sales &
Pricing

Pricing Strategies
Locatiorbased Pricing
Rebooking Strategies

Profitability Review
Pipeline Management

Setup of Sales Structure

& Reporting

M&A &
Due
Diligence

M&A consulting
Targeting Research
Target Qualification

Commercial Due

Diligence
Integration Management
Financial Modelling

Digital

Digital Transformation
Social Media
Digital Revenue Streams
Digital Onboarding
SEO
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Our Training & Education ()3 3 [2de>how
Programme for the Exhibition Industry

International Event Strategies in a 365 context

Senior Management

& Director Level =
Competitive

Digital
Strategies

International International Event
Event Sales Marketing

Effective State of the Art Event and Exhibition
Exhibiting Content and Features

International
Project
Management

Executive &
Middle Management

New Starter

New Starter in the Industry

Strategy Sales Marketing

. . . o _ _ m 3 Trade Show /”f"
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Executive Summary

The Exhibitions Think Tank triggered a large number of discussions in
different formats and with different groups of people bringing together .
countlessdeas of how to change the industry for the future as well I\/IajOIj areas that
asconcerns of what might happen if we do not follow up the require change
challenges the industry is facing at the moment. Naturally not all
opinions have been the same and the view on how important specific

topics might be has differed during the process. Valu_e_ Pricing
Proposition

However, The Exhibitions Think Tank quite quickly developed some :

largely common views on areas that urgently need to change in the Supporting Hvbrid

exhibition industry. We will conclude on each area in more detail in the people y

specific chapters of this report. The overall conclusions can be
described as follows:

G2S ySSR
from sqgm sales

ourselvesas event UKS ys t:elrei/?gezar:?jétcz)ir

: Various teams N
organisers. We shoulg . . Y2Nb Ol t dz

. including New Order, . :

be business StronaGirlz Messe Team Five Nation

AYaLRA NI GA2 gboiriz Army, India Reboot,

, Forwards etc. :
Team Renaissance Asia etc.

G2S ySSR
framework for

42S ySSR
our language: We

42S ySSR
and more meaningful

G5AQDSNBAGE
will make us stronger OKF y 38 o¢
Reboot

registration
LINE OSaasSa
StrongGirlz

should not talk about Ay

Far more quotes should have been mentioned!
Please review the detailed slides to get all
group input!

. : . . . . _ m 3 3 Consulting //?)
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Executive Summary cont.

© MBB-Consulting GroupMatthiasTesiBaur Consultancy, Emariiratthias.tesi.baur@mblconsultinqqroup.comI I I - — Group ﬁlig;!

Holistic change is needed health crisigan notbe fixed by health actions only! Whilst the COVID

19 crisis is a health and safety crisis it became clear very early in the ETT process that health & saf
solutions will not fix this crisis. Although health & safety plays a vital role in the industry change
process many other areas such as value proposition, HR, Digital etc. have been mentioned as well.
This indicates that many issues the industry faced before the crisis have not been addressed and al
now coming up more strongly as areas of concern due to the crisis. Also all areas that need to chan
exist in dependency to each other. Pricing must be seen in combination to value proposition etc. Thi
COVIBL9 crisis revealed that our industry needs a holistic change with solutions for many areas.

New players might enter the marketVhilst the industry discussed prior to the crisis that no other
players are in the position of disrupting ("uberising”) the exhibition business model, the fear has now
increased that exactly this could happen. Players like Alibaba and LinkedIn have increased their
activities in the event industry. One area that was strongly identified as a change area is digital. The
industry has mainly developed digital tools in the past to exclusively support the f2f event setup and
is now under pressure to develop hybrid event models that carry a USP also through digital tools.
This is a field which can be strongly and more quisgtyed by the digital giants. Especially so as
these companies have more data, more data skills, more digital development skills and are also
better resourced to provide digital services to the classical exhibition target groups.

) =) Consulting %
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Executive Summary cont.

Issues that existed before the crisis came up stronger during the crisssmentioned beforehand

we found out that issues that existed before the crisis became more urgent throughout the crisis.
Digital is one example the industry has not paid enough attention to before the crisis. The lack of
building up skills, resources etc. in this area now negatively affects the search for a hybrid event
solution.

Concerns about value proposition, people and pricifidie areas value proposition, people and

n pricing have been discussed intensively during the Exhibitions Think Tank. Many groups and
participants expressed their views that the industry's value proposition needs to be fundamentally
renewed under the light of hybrid events and customer ROI. In combination to this, pricing was
mentioned as a critical area of change as pricing strategies and the way we price our products (sgm
will likely not reflect the ROI for the customer and the nature of the services we offer in the future.

A further area of change was people. Many participants felt that the industry needs to be more
diversified and needs more skills to (a) make the identified change happen and (b) be more prepare
for future crises to come.

Transformation to hybrid eventsThe industry is largely aligned that events need to transform into a

hybrid model in which both digital and f2f play their part in providing a USP and ROI to the target
groups. However, a clear definition of what a hybrid event is, still needs to be found. Such a
definition then needs to lead the way in working on the value proposition, new pricing strategies anc
a new approach to marketing and sales. If these aspects are defined and set up in the right way the
crisis mightealisethe chance and opportunity to widen the business model and serve wider groups
in an industry beyond the classical exhibitor and visitor target groups.

: : : T : : rT'] =) ) Consulting %
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The Exhibitions Think Tank

Online Survey | rSt Oniine Team Work | >econd Online
Session Session

The goal of the first sprint was to define the areas that need to change in the exhibition industry. The sprint
was assembled using following methodology:

1. Firstindustry input regarding the areas of change was gathered in a first survey

2. The results were presented to all ETT members during a first session

3. All groups moved into the group working phase to review, discuss and verify or change the results of
the survey

The group results were analysed and put together in an overall results sheet

This overall results were presented back to all ETT members in a second session

a s

. : . N : : m - Consulting 7%
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Results First Online surveystatistics of
participants

USA  Russia
ical% 1% i :
S Mexicg, ’ A 87 participants in total
Australia akistan ot b
2% China \ 1% 10 A The majority, 63% of respondents came from Europe
S Africa 3%

4%
Middle East
5%
India

8% Europe

| 63%
SE Asi

9%

North &

Central .

America l .
' Europe @
Netherlands Switzerland ® ® o

0,

2% poland 2% ® ‘ °
Ireland 2% Spain  Turkey v

2% 2% 2% : P

Africa

Austria
2%
Croatia
3%
France
5%

UK ()
38% South

America ‘ / ‘

Australia

Italy

20%

Germany
20%

_ o o _ M =3 33 Sensulting ~
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Results First Online surveystatistics of
participants

Split by Job title cuiant

Analyst 3% Lecturer
Sales 3% 1%
Executive

GSuite

5%
Student 23%
8%
Manager
8%
MD Director
1= 34%
Split by Department
Education'mernf"‘tional Data.
204 Projects analysis
0, 0,
Operations IT 2% 2%
6% 4%
Event Executive
management 35%
6%
R&D
8%
Business
Development
8% sales Marketing
12% 15%

_ _ _ o _ m B B Consulting .
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Results First Online survey: How much does the
exhibition industry need to change?

How much do you think our industry

needs to change?

60%

50% 4% 45%
40%
30%
_ 20%
95% of all respondents think
our industry needs to change 10% 6% 5%
o m
50% think our industry needs Completely Alot  Somewhat A little bit No change is
ired
to change a lot or completely reauire
n =83

m Consulting
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Results First Online survey: How well will the
exhibition industry manage the change?

How well do you think the exhibition indust
will manage the change?

Not well at all | 0% We are semprepared to
manage the change but
only 49% of all

somewnat we!l [ - respondents think we
manage the change wel
well - | <2 or very well

Very well - 7%

0% 20% 40% 60%

n=82

. _ _ . _ _ m 3 3 Consulting ”)
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Online survey result: Companies in the best
position for change

Almost half of all respondent
believe larger companies are

Who is in the best position for change?

In a better position for change

60%

9 47% 1 HH
50% Size vs. agility
40%

21%
20%
0,
10% 4%
0% N
Big companies aSmall companies None of them Other
they have the as they are more
funding needed flexible
for investment
n=382
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Main and sub areas that need to change

Importance*

The next two slides represent 1009, = Y 10
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* 1 = unimportant, 10 = very important
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Main and sub areas that need to change
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The Exhibitions Think Tank

Sprint 2 & 3

Online Survey | TSt Oniine Team Work | >€¢ond Online
Session Session

The goal of the second and third sprint was to identify what exactly in each area has to change and what a
new solution could look like for the customers.

The methodology was similar to the first sprint. We started with a preparation survey, presented the results
to the think tank members who then moved into the break out groups to work on following questions:

1. Please describe what exactly needs to change?
2. Please define the solution for the customer (visitor / exhibitor), or the industry, where industry
is more applicable.

Each group focused on one or two chosen areas which means that some areas have not been worked on as
indicated on a slide beforehand.

On the following slides we will show the outcome of the group work dividethdip areas plus the slides
each group presented in the think tank sessions.

Consulting 7%
Group QQ
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Value Proposition

100% 9.3 10 Think Tank groups* that covered this

8.9 8.8 ' . .
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* Groups gave themselves an own name / identity during the Think Tank
* 1 = unimportant, 10 = very important
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-Summary Value Proposition: Why does it need to

© MBB-Consulting GroupMatthiasTesiBaur Consultancy, Emaﬂratthias.tesi.baur@mblconsultinqqroup.comI I I - — Group ﬁlig;!

change and what needs to change? 1/2

The crisis has highlighted that the value of f2f events should be more closely defined and
communicated while the value of digitally coming together needs to be formulat&tie Think Tank
groups determined that the dichotomy of live and digital events has been brought to the forefront as
result of the crisis. A large number of groups pointed out that the focus of providing a lead generating
market place that is largely restricted to the days the show happens, needs to be extended in the
Fdzii dzZNBE® DNR dzLJa L2 AYy G SR Zigiral forinkts was perkaPs tdo yhBoeritel NB
although customer marketing spend was increasingly including digital channels. The industry has ha
to think more about digitaévents as a channel to continue to bring people together when a physical
event is no longer possible, in any kind of crisis. Du€iogid- 19 the industry was not able to
seamlessly move to a digitalrmat as it was felt it was wholly unprepared to do so. The crisis has
shown the value of digital with better targeting, and measurability for example, but also importantly,
the value of f2f,the intrinsic importance of the live, human interaction.

Deeper understanding of the eco systerfSome Think Tank groups felt events needed to be researchec
and understood better within the wider ecosystem. For example acquiring a deeper knowledge of the
industry the event is covering (for example the industry stakeholders, the supply chain outside the
direct event stake holder groups etc.) Importantly, the level of understanding of the marketing
OKIFIyySta Ft@gFrAftlroftS (G2 | OdzAaG2YSNI I YR 6KSNB S
spend was thought by the groups as needing to change. A deeper understanding of what drives
customers, their wants and needs is achieved through regular and continuous communication and
collection and storing of customer data.

) =) Consulting %
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Summary Value Proposition: Why does it need to

change and what needs to change? 2/2

H
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Once the ecosystem has been understood, (re)defining and communicating the value:

The majority of groups mentioned the importance of identifying what the value is that is created by
live, by virtual and by hybrid events respectively once thesatem has been understood further. The
AYRdzZAGNE Qa RSTAYAUAR2Y 2F @I tdzS é6la alrAR G2 y:
qualified leads, information / content acquired). The focus needed to be trained on the customers,
including the visitors. Visitors are increasingly being recognised as a core part of the value creation
process as they demand ROT in visiting events.

Against this, the role of organisers needed to change (be redefined) within the industsysteon to

fit with the value proposition. The value proposition needed to be personalised / custom fit per show
and/or per exhibitor/visitor and needed to be clearly communicated.

Delivery of the value proposition needs to change to include digital and a 365 platform offeting:
Think Tank discussions clearly highlighted the need for a digital platform that met the needs and
engaged the stakeholders of an esgstem outside of the highlight, the live event, to deliver a new
value proposition. Beyond widening the audience, allowing stakeholders to engage throughout the
year, it offers a plan B when live events are not possible due to a pandemic for example.

More digital offerings as part of the value propositiodk change towards more digital offerings is seen
as critical for the industry by the Think Tank members. It requires the industry to embrace digital and
to invest, develop, into the technology and skill sets required, regardless if for a 365 platform or as p:
of the live event.

) =) Consulting %
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Value Proposition: Reasons for Change

Why does Value Proposition need to change?

. Page contains quotes of the groups: Tea
Real value is not I\rlne(\)/:/jIeBIgsrllg\elzs Digital is a The industry Asia, Visifive +Event Profs Without
defined disruptor needs a Plan B @ Borders,Wabig Sabj StrongGirlzThe Five

emerged : .
g Nation Army and Renaissance

Detailed Feedback

Redefinethe real value of live events & / dzNNeBeyitd se@themselvesas platforms for lead generation Organisersneed to find a way to
capturethe idea creationand content that is generatedin the conversationsvhen delegatesinteract Thisis currently the approachtaken by
eventsorganisedBloombergand Economisg (TeamAsia)d Lth& personalcontact/ customerrelationshipNB LIt | O Fisifivé+SAdtér sitting
through hours of virtual eventsit is apparentthat this cannot be the future of the Exhibitionsindustry. Exhibitionssincethe beginninghave
leveragedhe chemistryof f2f engagement (EPWB)*

New businessmodelshaveemerged & ¢ Kafuepropositionneedsto incorporatenew digital/virtual/hybrid means,differentiate againstother
waysto spendmarketingbudget,andjustify the increasedcostse (Wabi- Sabi)d C gebik, the online world hasbeenmonetizedby ROI Our live
eventshavebeengetting awaywith not evenhavingto audit attendancefigures It istime to usedigital/ Al platformsto enhancelive andtrack
the reality of the ROIlof the event We all saythat "nothing beatsface2face"sowe shouldbackthis up.€ (StrongGirly

Digitalthreatensthe current valueproposition ¢ X) the most fundamentalissueto the tradeshowindustryat present Thecrisishasaccelerated
digital adoption, and created emergentthreats and culture changewhich could fundamentallyimpact the profitability of the live model If
organisersion't changetheir valuepropositionthey will be out manoeuvredoy thosedataled organisersvhichdo.€ (TheFiveNationArmy)

Theindustry needsa PlanB: & ¢ Kd&hceptof 'meeting-driven transformation’ on variouslevels (individualor community-related) focusedon
buildingthe desiredworld of tomorrow seemsto be key. A PlanB is systematicallyequiredsothat the value propositiondoesnot rely only on a
physicakventé (Renaissance)

. ) ) i ) i . *Event Profs Without Borders m 3 3 Consulting //ff)
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Value Proposition: What needs to change

What in the area Value Proposition needs to change?

Redefine the role The platform to
of organisers deliver value, Page contains quotes of the groups:
within the meet the needs Renaissance, Messe Forwards, Team A
industry ece of the and Wabt Sabi
system communities

Detailed Feedback

Redefinethe role of organiserswithin the industry ecosystem "What should be their role in the necessarytransformation of
ecosystemsysingeventsand meetings?Vision/Forwardthinker, LeaderAwarenesgaiser,Conductor,Follower,Support?Are we just
operational organisersor are we somethingelse, with more of a strategicrole to play? We needto ensurethat we capture the
entirety of the possibleproposition,not just the prospective(e.g. businessenabler,connectionfacilitator, knowledgecreator/sharer,
experientialmeetingplace,catalyseretc.).” (RenaissanceExhibitionorganizeramust stop thinkingin projectsbut rather in products
Theybecomefacilitatorsof a perpetualengagemenplatform specializedn their nicheand for their audience Theorganiserwill have
to undergoa changeof mindset- they aren't mere eventorganizersanymore,but keepersand guardiansof contactsand data€ (Messe
Forwards)

Theplatform to delivervalue,meet the needsof the communities éHow will they anticipateand over time meet the future needsof
their communitiesmanagedall yearlong, through physicaland online experiences™ow will they facilitate the creation of collective
intelligencewith their communities?t is not only about transformingbut alsoabout'enablingthe (i 2 R'l(Refaissance)Xshift from
merely buyingand sellingplatforms or otherwiseit will be replacedby online. It needsinsteadto be a re-modelledasa platform for
idea creation and knowledgeexchangé (TeamAsia) & 9 @ Srgaitizersneed to find a way to develop valuable content for the
customersaccordingto the needsof particulartarget groupsof the customers(improvinginteractionsand communicationwith the
exhibitors/visitorsg (Wabic Sabi)d 9 @ &gatizersieedto find awayto developvaluablecontentfor the customerst (Wabig Sabi)

. . . L . _ m 3 3 Consulting 7.
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Value Proposition: What needs to change

What in the area Value Proposition needs to change?

Keep the live

events as the

highlight in a
broader industry
platform offering

The role of
Develop the events within
digital offering 20 KSNJ
Yl NJ S ¢

Page contains quotes of the groups: Tea
Natasja, Futurists, Event Profs Without
Borders, New Order, and WabBabi

Detailed Feedback

Keep the live events as the highlight in a broader industry platform offering:
a 2 Seedto find a solution to keep face to face attendanceinteresting so that we can offer the exhibitorsa good ROl of their
participationin the exhibitioné (TeamNatasja)

Develop the digital offering & 5 A Zcanieht foperations, attendance, networking, product & servicesaccess Interactions and
customerjourneysdesignedarounddigital touchpointsto mimicthe live event Physicals our forte, we excelat deliveringthe on-site
experiencebut what if we could create the same sophisticationwith same amount of resourcesto support the live event leg
simultaneouslyDigitalwill haveto evolvebeyondservicinghe eventandfulfil marketingoutreachconstraintsé (Futurists)

Therole of eventswithin other & (Y2 NJ cBanrels dWhat are the specificfeaturesthat make Eventsunique comparedwith other
channels/toolsleveragedto managecommunities?Physicalor virtual are only channelspart of an overall strategy and serviceé
(Renaissancej + | Prdp& Other Advertisinga S R A dzY a k t (EPWIBY*@ |Ndérantethat providesan insightof a list of value
proposition of exhibitions not fulfilled by other marketing or saleschannelsg (New Order) & L Y LIN@n@editivenessto other
marketingchannelgexhibitors)or waysto inform (visitors)é (Wabic Sabi)& a dz@dte needsto be doneto bridgethe understanding
gap between organiserssuppliersand what the modern B2B Marketing& Saleseam s trying to achieve,and how they view events
within their broaderdemandstrategye (Futurists)'Valuesof eventsare competingwith valuesof all other marketinginstruments The
valuepropositionshouldbe focussingon “closingdeals”either and/or generatingrelevantleadson the other hand” (Futurists)

*Event Profs Without Borders m 3 3 consulting ///)'
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Value Proposition: What needs to change

What in the area Value Proposition needs to change?

Page contains quotes of the groups: Th
Five Nation Army, India Reboot 3.0, Mes
Forwards EventrepreneursNew Order,

Spring Breakers and Futurists

L v R dza & NIs@pager focus o
definition of delivering real
value ROI

Detailed Feedback

TheA V R dzaléfinit®rdbivalue @ h NB | yakld shofwshs a volume businessis probably over. make volume and limit coststo
protect the margin It wasa simple, traditional businesg (TFNA)*d + | prdg8sition of tradeshowis generatingleads,not square
meters! Constructvaluepropositionbasedon that. Thevolumeof visitorsis not important to exhibitors,not attractive. What matters
is how many meaningfulcontactsthey get. Stop putting quantity above quality. The audienceshould be the right one; audience
demographicsis more important than numbersé (TFNA)*& ¢ KUSPof an exhibition and its key deliverablesto the various
stakeholdersgspeciallyfor exhibitorsand visitors,shouldbe defined preciselyfor better understandingand decisionmakingé (India
Reboot3.0) & C 2 Ordk®Is- which figuresare important? Is it relevantto know how many visitors over all attended or how many
squaremetresthe venue2 ¥ T §Mdsderorwards)i 2 Seedto focuson our data (the valuewe deliverto our exhibitors/sponsors)
it needsto be better, cleaner,more focusedand we needto give customersaccesgo this data via different offeringsthroughoutthe
yearg (Eventrepreneurs

Strongerfocuson deliveringreal RO1 & 2 §aveto look at the real ROI/RODf the eventfor the exhibitor ANDthe visitor. We seein
surveysthat it is rated low on both sidest (TFNA)* & !value proposition of an exhibition shouldbe businesscentric and focusedin
the return on investment (New Order) & w hislalwayskey, so in some waysthis is not a new challengebut it's goingto be more
importantthan ever¢ (SpringBreakers)

*The Five Nation Army

. . . L . _ m 3 3 Consulting 7.
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Value Proposition: What needs to change

What in the area Value Proposition needs to change?

Page contains quotes of the groups: Th
Five Nation Army, India Reboot 3.0, Mes
Forwards EventrepreneursNew Order,

Spring Breakers and Futurists

The customer
(exhibitor and
visitor) focus

Stronger focus o
qualified leads

Detailed Feedback

Stronger focus on qualified leads "Yes branding, awareness, networking are all important, but the #1 reason for
sponsoring/exhibitingat exhibitionsis qualified lead generation" (Futurists)a + I praj8sitionof tradeshowis generatingleads,not
squaremeters! Constructvaluepropositionbasedon that. Thevolume of visitorsis not important to exhibitors,not attractive. What
matters is how many meaningful contactsthey get. Stop putting quantity above quality. The audienceshould be the right one;
audiencedemographicss more importantthan numberse (TFNA)*

The customerfocus & 2 &re often all guilty of thinking inside-out and we needto make sure our thinking is outsidein. By that |

mean not addressingour value proposition as ‘what do we want our event to be' but instead as ‘'what event (and/or wider
proposition)doesthe industryy’ S S Wealsoneed to be treating our visitors as customers- they are core to providing exhibitor

value and therefore needto be understood, managedand retained in a similarwayg (EventrepreneurséXmore focuson @A a A (i 2 N
(MesseForwards)x L Y LIM& qridity of the visitorsand get the "right" visitorsto visit the eventé (Wabic Sab) & 5 ore research

to really understandwhat the customeris expectingé (TeamNatasjd & ¢ KiS§itor shouldbe centralin all thinking. Thevisitor is the
ultimate customer We shouldprovidethe visitor with all informationaboutthe communitye (TeamNatasja

*The Five Nation Army

. . . L . _ m 3 3 Consulting %
© MBB-Consulting GroupMatthias Tesi Baur, Emaihatthias.tesi.baur@mblgonsultinggroup.com Group Q


mailto:Matthias.tesi.baur@mbb-consultinggroup.com

Value Proposition: What needs to change

What in the area Value Proposition needs to change?

The VP needs to VP is an Page contains quotes of the groups:
be personalised / organisation EventrepreneursMesse Forward$\abic
Sabj TeamNatasja Event Profs without

custom fit per wide / industry

show wide issue Borders, Spring Breakers and The Fiv¢

Nation Army

Detailed Feedback

The VP needsto be personalised/ custom fit per show ¢ExactVP for specific show/seriesand personalizedVP for Individual
Exhibitors (EPWB)*"We mustrememberthat we needto cater for customersin a myriad of waysthat appealto them - not assume
that our customersare all GenZetc. Different offeringsmay be requiredto delivervalueto more customertypes - Without customer
centricity, your valueprop will be almostredundanté (Eventrepreneursa 5 deSvaryingcustomerneeds exhibitionsmayneedto offer
awider rangeof bespokeoptionsto makethe showaccessibleo the whole audiencee (SpringBreakers)

VPis an organisationwide / industry wide issue & / N&vénéteams even in businessdevelopment,salesand marketing Better
knowledgetransfer acrosssilos Bestpracticesexchange Good ideas must spreadhorizontally not just vertically Also at industry
level initiatives like this Think Tank, associations,etc€ (TFNA)** a ! fedm members at every level must be involved in the
developmentand definition of the valuepropositionto truly understandandimplementit. No one function (salesmarketing,content,
busdevt. etc.) mustoperatein isolation Eachhasanimpacton the other andif disconnectedsotoo will the value propositionand it
will becomeinauthenticé (Eventrepreneurs

*Event Profs Without Borders ** The Five Nation Army

. . . L . _ m 3 3 Consulting %
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Value Proposition: What needs to change

What in the area Value Proposition needs to change?

The process and

continuity of The trust Communication Page contains quotes of the groups:

collecting customers have of the VP Eventrepreneursindia Reboot 3.0, Tea

information on in events Asia, New Order and Futurists
our customers

Detailed Feedback

Theprocessand continuity of collectinginformation on our customers & 2 Baveto makecustomercentricdecisions Thiswill Include
focus groups, 121 surveys,participation in think tanks like this, data-driven analyticsand businessintelligenceto identify trends,
patterns and opportunities Thevalue propositionand the plan/strategyneedsto be entirely customercentric - basedon identifying
what valuethe customers(exhibitors,sponsorsyisitors)are currently buying/accessingutside of the exhibition We alsoneedto put
processesn placethat will ensurethat we are constantlytalking, learningand collectinginsightfrom our customersso that we can
consistentlyimproveé (Eventrepreneurs & / dza (i Rsig bdthering, features of the expo with a focus on the benefit to the
stakeholdersyariety of the offerings(product/ serviceprofile), focuson customerpriority.€ (IndiaReboot3.0)

Thetrust customershavein events & . dtiust iR the customerespeciallyin this situationé (TeamAsia)d 9 E K A dgarizérdefome
a trustable intermediarythat canconnectthe stakeholdersan the businesscommunityto meet and exchangen a safeand trustable
environmenté (NewOrder)

Communicationof the VP. & Lty short term especiallywhen people are 'taking a risk' getting on a plane, stayingin a hotel and
spendingtime at an exhibition, organizersneedto be very focusedon creatingan experienceonsite and being able to articulate it
reallywell that goesway beyondan attendeejust walkingup anddown aislesat a showg (Futurists)

. . . L . _ m 3 3 Consulting %
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Value Proposition: What needs to change

What in the area Value Proposition needs to change?

The timing,

duration, Page contains quotes of the groups: Th
location / a 365 Research into the Five Nation Army, Team Asia, New Ord¢

day continuous eco-system India Reboot 3.0, Team Natasja and

engagement Eventrepreneurs
platform

Detailed Feedback

Thetiming, duration, location/ a 365 day continuousengagemenplatform: & ke eventislimited in time to only a coupleof daysper
year But our attendeeshaveneedsall yearlong!" (TFNA)* . Nlvisibiityis alsolimited in time and physicallocation It's only visible
thoseseveraldaysa yearand mostlyto the peoplewho canmakeit onsite” (TFNA)*% 2 $ould needto givea 360 DegreeSolutionto

our Exhibitors,Not only By lead or QueriesGeneratedduring the PhysicaEventbut a Yearround Activity where we canthem Leads
through a EcommercePlatformalongwith B2B Matchingthorough Virtual eventsfollowed by PhysicaEventt (TeamAsia)d 9 E K A 6 A
asa saleschannelwith afixedtime and spaceseemsgetting harderto meet the expectationé (NewOrder)d 2 Saveto providethem
with an continuous engagementplatform coupled with 360 degree solutions with a combination of live events integrated with
digital/virtual experienceg (India Reboot 3.0) 6365 days proposition for events Not only the physical event, but also other
possibilitiesto meet (physicallyanddigital)and exchanganformation. (TeamNatasja)

Researchinto the ecosystem & w S & Shodldakoincludethe sizeand the universeof the sectorand which elementsof the sector
spendthe most moneyand build/align your data with the results Researclthe type of exhibitors/sponsors/advertisera/ho needto

get to the sweet spot within that industry and then plan a range of year round productsthat canbe sold to them. 'Event' strategy
needsto be underpinnedat all levelsby the researchdoneto define the value proposition,with all decisionsmadewith referenceto

the requirementsof the community Format,content, salesstrategy,marketingstrategyand messagingetc. shouldbe shapedby this
feedbackio providethe communitywith a propositionwith real value¢ (Eventrepreneurs

i i i ; : - . *(Team: The Five Nation Army) 3 3 Consulting //ff)
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Value Proposition: What needs to change

What in the area Value Proposition needs to change?

Level of
understanding of
eco-system

Widen the Technology and Page contains quotes of the groups:
audience skill sets EventrepreneursFuturists and WabiSabi

Detailed Feedback

Levelof understandingof eco-system & 2 $ust understandeachof our marketsbetter, in eachregion- understandingthe structure
of its supply chains,its stakeholdersand the decision makers,their needsand their perceptions - Specificallyensuringthat we
understandwhat drivesthe 'sellers'and'buyers'in eachindustry,and how do buyingdecisiongget made- Understandwhat elsedrives
thosecommunities do they havea thirst to network and collaborate to learn,to be entertainede (Eventrepreneurks

Widen the audience & 2 A Ru&iNdcesneed to be targeted via the multi-purpose event strategy An e-commercelike category
managementneed to be adopted to target not only the conventionalsalesaudiencesbut also thought leadersfor content and
education as well as influencersto amplify the live broadcastleg to extend attendance from physical (exclusive)to broadcast
(democratised (Futurists)

Technologyand skill sets & 2 Seedto embraceand sourcethe technology,process governanceand skill sets - We needto change
to adapt to our customersnew way of doing business,how we did things is no longer suitable, we need to evolve If we are to

competewith other effectivedigital channelsour customersusewe haveto deliver" (Eventrepreneurs & ¢ Kafuepropositionneeds
to incorporatenew digital/hybrid solutions¢ (Wabi- Sabi)

. _ _ . _ _ m 3 3 Consulting %
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Value Proposition: Solutions

Following groups have prepared feedbac
regarding the area Value Proposition
Solutions
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Think Tank groups* that covered this
area in Sprints 2&3:

|__[feam _ [leamleader
1. The Five Nation Army StepharForseilles

2.  New Order Eddie Choi

3. Spring Breakers GuyGarside& Sophie Holt
4. MESSE Forwards ThorstenHilber

5. Futurists BarisOnay

6. Team Profs Without Border:Stephan Murtagh

7. Team Renaissance FlorianCourgenouil

8. Wabig Sabi Holger Feist

9. Eventrepreneurs Tamar Beck

10. Team Natasja O' Connor Natasja O' Connor

11. Team Asia BjoernKempe

12. India Reboot 3.0 Raghav Khosla

* Groups gave themselves an own name / identity during the Think Tank

Consulting 6’%
p2Ah
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Summary Value Proposition: Solutions 1/2

Twelve* groups examined Value Proposition Solutions.
The solutions cover the key areas of:
Understanding and delivery of value to the customer:

Understanding where current value sits / where value can be added
A Understand specific customer (exhibitor and visitor) needs, their journey, pain points and factor these in if n
already discussed
A Ask/ survey the customer
A Form an advisory board in which the exhibitor and the visitor can exchange their expectations of the
event
A Understand value of events within other channels and improve the competitiveness of events

Delivery

By People:

A Empower, incentivise and reward all employees to embrace / enact upon the value proposition concept to
make it happen

A Overcome the fear of change and accept risk, encourage an entrepreneurial spirit

Platform:

Aly 2yEAYS tEfF0F2NY k £{LI OS¢ F2NJ GKS O2YYdzyAide

*however 11 groups produced a slide

: : . N : : [T'] =) ) Consulting %
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Summary Value Proposition: Solutions 2/2

Creating Value:

o DoTo oo  I»

A

Deliver leads not square metres. Focus fully on delivering leads and therefore more measurable ROI/ROT.
right quality visitors matched to the right exhibitor
Use matchmaking tools, data, analytical tools, Al to improve exhibitor and visitor ROI/ROT
Create more data points through surveys, polls for example
More customisation; customise existing options by widening the offering and by including new offerings
Enhance the experience (Live event: remove pain points, create memorable and relevant experiences. Dig
intuitive, engaging, shorter engagement spells)
9y 3AF IS GKS O2YYdzyAale 2y | O2YYdzyAidueée aGaLl OSék LJ
A Assemble or curate and deliver regular valuable industry content / intelligence (market reports, new
product launches/product developments) on the platform
A Provide networking / matchmaking opportunities on the platform all year round
A A digital space / platform enables a wider reach (includes those that are not able to attend the live
event)
¢tKS tAQ®S S@OSyil aK2dZ R NBYlFIAY GKS KAIKEAIKG 2F 0

A Value needs to be individually defined for each aspect; dissociate content and networking value

The full overview of solutions provided by each of the groups follow. Each group conceptualised their own slides
with solutions for change.

—
© MBB-Consulting GroupMatthiasTesiBaur Consultancy, Emaihatthias.tesi.baur@mbtoonsultinggroup.com I I I e B

) =) Consulting J’%
m‘

Group



mailto:matthias.tesi.baur@mbb-consultinggroup.com

Customers/ Industry

Defining New Solutions for our

Area: VALUE PROPOSITION

Results Working Group

The Five Nation Army

Create a for the
community

LEADS

A Break time and space
limitations: event is 365
daysl/year, all over the
world

T Lead generation

i Brand visibility
A Be content CURATOR, n@

CREATOR: let communi
decide what matters

*(Visitors / Exhibitors)

© MBB-Consulting GroupMatthias Tesi Baur, Emaihatthias.tesi.baur@mblzonsultinggroup.com

1

Overcome FEAR OF
CHANGE

Stop being Fat Cats
Accept risk

Learn to fail fast

New KPIs based on ROI
GLFT &2dz KIR
eSIFNAR | 32XKg

Outsideln thinking instead
of InsideOut¢ Customer
centric design

Break SILOS, not justin |

Work on the EXPERIENG

A Dial up the FUN factor

A Make online GOOD but
onsite UNFORGETABLE

GKA& o

26y

M33 Gosuting G5
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AY Results Working Group
Area: VALUE PROPOSIT '

Problems to solve:

1. Exhibition customers are business-centric, meaning highly cost-
conscious and demand for profit. Exhibition as a sales channel
with a fixed time and space seems getting harder to meet the

expectations.

Solutions:

1. The value of an exhibition should be identical to a marketplace
where buyers and sellers both exceed their expectation with a
justifiable cost for a supreme value along a fruitful business

journey.

2. Hence, avalue proposition should transform space to a journey.

*(Visitors / Exhibitors)

_ _ _ o _ _ m B B Consulting .
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Results Working Group

Defining New Solutions for our

Customers/ Industry

Area: Area: Value PropositigrExhibition 365
aYFNI RIFEGEFEZ O2YYSNIDALI f

Messe Forwards

a. SO2YS |
networking, community and matchmaking platform by providing premium personal as

RNRA @Sy

63ttt a4 ocp RlIea 2F 2ytAyS odaAySaa NBf

Exhibition 365 Customer centricity = Content / Data New mindset

A Shows of & days become A Event projects evolve A A constant flow The new

A Neither sgm nor

into business
enablement in all
forms.

A Visitors must be
embraced as equally
important group.

yearround communities with
constant connections through
hybrid extensions.

A The highlight of that
community's year will still be
the reatlife event- xmas

of new content
created by all
stakeholders
and curated by
the organizer
assures the

A

organizer

Teams of event and
sales managers will
be extended by new

infrastructure,
but data is the
most important
asset of the
exhibition
organisation.

effect. A B2B and B2C become permanent aales e A To survive the
involvement of podcasters, increasing
A (U] vt all community videographers, data speed of
yorid business members. analysts and editors. change,
RS ST VSIS This will provide A Influx of diversity on exhibition
S EMEEREEE. A MUChStronger every level increases companies must
basis for data the resilience and adapt an
SEIETEn 2Nt flexibility of an entrepreneurial
lead to better organizefs team. Spirit.
matchmaking. A Managers become

*(Visitors / Exhibitors)

© MBB-Consulting GroupMatthias Tesi Baur, Emaihatthias.tesi.baur@mblzonsultinggroup.com
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Ini ' Results Working Group
Defining New Solutions for our - |ty
Customers/ Industry

Area: Value proposition

A REDEFINING THE ROLE OF ORGANISERS
o0 From just organizers to community leaders and integrators of meeting solutions and best practice
between industry professionals
0 Sharing both ashoti SN LJdzN1J2 &S O0F2NJ 6dza Ay S & a>-teigionS O
that identifies fundamental areas of change for a given industry

A TRANSFORMING ECOSYSTEMS
o The 'raison d'étre' for organizers will be to constantly provoke, challenge and guide their
communities
o Creating collective intelligence within our communities is at the heart of transformation and will
legitimate it
o Content and education will be key and will need to be shared massively all year long

A FINDING THE RIGHT PLACE FOR PHYSICAL EVENTS IN THE OVERALL TRANSFORMATIC
o Physical meetings need to be a climax for a yeand engagement of communities
o Physical events are the most powerful touch points that truly enable EMOTION through experienc
o Emotion is the core ingredient for decision making and memorizing.

*(Visitors / Exhibitors)

) . . _ . _ m B 3 Consulting //).
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- " Results Working Group
Defining New Solutions for our — Eisvsesbiefeis
Customers/ Industry

Area: Value Proposition

1. We will create a new value propositionthat hasour customersat its heart. It will articulate a
cleardesireto delivermaximumvaluethroughconnectingpeoplewithin our chosenindustriesin
personandonline.

2. As part of the strategy creation, we will agree and implement processesfor capture of
meaningful, actionable insight from all customers This will include deep and regular
conversationst all levels¢ sothat we canbuild trust and continuallyredefineand delivervalue
for our customers

3. Thismeansthat we must commit to a full changein our culture to one that truly reflects
customer centricity; this will include prioritising customer successand rewarding our people
basedon deliveringand EXPANDING@alue for our customers,rather than on activity, visitor
numbers,revenueand profit.

*(Visitors / Exhibitors)

_ _ _ o _ _ m 3 3 Consulting /”).
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=Y I Results Working Group
Defining New Solutions for our [asesiesisciae
Customers/ Industry

CHANGEREEDED

The USPof an exhibition and its key deliverablesto the variousstakeholdersgespeciallyfor exhibitorsand
visitors, should be defined preciselyfor better understandingand decisionmaking We have to provide
them with an continuousengagementplatform coupledwith 360 degreesolutionswith a combinationof
live eventsintegratedwith digital/virtual experiences

SUGGESTEDLUTION

A CustomemNeedMapping

A Returnon Investment& Returnon OpportunityAnalysis

A RelevanBuyers& KeyDecisionMakersincludinginfluencers
A Networkingopportunities

A IndustryConnectinitiatives

A CommunityBuilding& Engagement

A Customizedolutionsfor Customers

*(Visitors / Exhibitors)

. . . . . _ m 3 3 Consulting //)
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Ini ' Results Working Group
Defining New Solutions for our Bisssiisiscieie
Customers/ Industry

VALUE PROPOSITION FOCUS: CUSTOMER CENTRICITY

CHANGEREEDED

Customerinsightgathering,featuresof the expowith a focuson the benefit to the stakeholdersyariety of

the offerings(product/ serviceprofile), focuson customerpriority.

SUGGESTESDLUTION

A Createsurveygo understandthe exhibitortargetaudiences. penetrationneeded

T>

Createvisitor/ buyersurveyso understandthe levelof offerings
A Create pre-event, during event and post event engagementbetween the stakeholdersto promote

communitybusinesduildinginitiatives

*(Visitors / Exhibitors)

. . . . . _ m 3 3 Consulting //)
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Ini ' Results Working Group
Defining New Solutions for our Bttt
Customers/ Industry

Area: Value PrepositionSolutions for the Customer

1. Creationof sandboxesworkshops pitchingsessionand more conferences

2. Onlyone clientinterfaceincludingall technologiesnsteadof multiple interfaces(meaningone database
andone exhibitorandyvisitor center)

3. Utilization of data availablewith organizersto reach maximum communitiesthrough all online and
offline communicationchannels

4. Creatingan ECommerceplatform for the subjectof the trade show/event/industry
5. Closercollaborationor workingcloselyto visitorsto gettheir intension

6. Thedigital platform may be another value propositionfor events - update existingor create new apps
for eachshowlf the showhaveto godigitalthen AR/VRcanbe very helpful for customers

*(Visitors / Exhibitors)

. . . . . _ m 3 3 Consulting //’)
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Results Working Group

- Defining New Solutions for our REESEZEERIET
53 Borders
Customers/ Industry

Area: Value Prop

Diatlalel) (Rl el Revisit fundamentalsinvest in organisation wide review of
Value Prop Individual

Exhibitors customer pairpoints

Exhibition Value Prop v

Other Mediums Organisers investing in ROI tools for their exhibitors

Defining the exact Value Better Training of Sales Teams to Understand value of what t
Prop of Overall Show sell and how to sell it

*(Visitors / Exhibitors)

. . . L . _ m 3 3 Consulting //’).
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Results Working Group

VALUE PROPOSITION Spring Breakers

There will always huge value to

face to face interactionbut due to

the crisis, both exhibitors and Emphasise quality over quantity.e. this might be the only event you can atte
visitors will be face barriers in terrbut you will make the connections you need to. Not only ones you're expeci
of budget, where they can travel, to make, but also those unexpected contacts and connections that only a fz
how many events they attend oveenvironment can bring. E.g. if you wanted to stop eating meat every, glay
the course of year. ROI is always only eat it once a week, but you spend a bit more, make sure you get the be
S0 in some ways this is not a newquality ¢ and you appreciate it more!

challenge but it's going to be mort

important than ever.

Due to varying customer needs,

exhibitions may need to offera  Organisers need to be more flexible in terms of different products we offer t
wider range of bespoke options tcexhibitors and visitors. E.g. a wider range of booth sizes for exhibitors, a wit
make the show accessible to the range of tickets for visitors.

whole audience.

Consulting H”.ﬁ
p2Ah
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- Defining New Solutions for our  Biassatshieis st
55
Customers/ Industry

Area: Value Proposition

What needsto change

A Messagindasedon pure quantity andlackof focuson quality of audience

A Non-curated,poorly knit togetherexperiences

A Sameold sameold for 20 edition, lackof focuson novelty,ideation,innovation
A Jaclkof all trades,masterof nonenature of someshows

Solutionfor customer.

A Absolutefocuson quality of audienceand detaileddata availability on audiencefor exhibitors

A Organisegeffort spenton curatingthe experiencefor everyexhibitorandvisitor

A Bestin class content, accompaniedby seekingout and finding and introducing the cutting edge
product, evenif not exhibitready(exhibitorascontent)

A Showsbeing multipurpose but clearlyfocussingon one or two areas(product innovation, networking
etc) whilst still beinggoodat others

*(Visitors / Exhibitors)

) . . _ . _ m 3 3 Consulting //).
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Customers

Defining New Solutions for our

Group: Wabi -

Results Working

Sabi

Area: Value Proposition

to the
Exhibitor

All-Attendee
Matchmaking

Value o
Propo Visitor
sition

Use the power of the of the
events for the faster Platform
recovery of your
business & the
global economy!!
*(Visitors / Exhibitors)

Get the "right" high quality visitors to visit the event
Make content available even if physical site is low/down
Use digital extensions to improve reach (hybridization)
Sell packages of virtual airtime & space (sqm)

Include number & value of contacts in exhibitor ROI
Pricing needs to dissociate content & networking value

Improve matchmaking and provide better information, even in

advance of the show
Remodel visitor journeys including all the new paths
Deliver memorable & relevant experiences (Gen Z)

Value needs to dissociate content & networking value, maximiz
dzaS 2F OAaAAUG2NRQ (GAYS |G GKS

re

Use Al and data received from exhibitors and visitors to
create better matchmaking/business opportunities
Improve competitiveness to other marketing channels

(exhibitors) or ways to inform (visitors)

Broaden platform KPIs beyond sgm or # of visitors

m C
© MBB-Consulting GroupMatthias Tesi Baur, Emaihatthias.tesi.baur@mbizonsultinggroup.com 3 3
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eg 0 Think Tank groups* that covered this

: 8.0 _ 85 :
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2 5000 N 6.0 [ [feam  [leamleader |
= ’ 5.5 ’! 6 5 1. Spring Breakers GuyGarside& Sophie Holt
2 % N 4.4 5 g 2. StrongGirlz StephanieSelesnick
S 40% 3.6 \ £ 3. Think Punk! EnricoGallorini
= 32 o m /OB _ 47 4. The 404s Matt Coyne
f{ 20% V/ %0 2.4 e 292 3 5. Team Natasja O' Connor  Natasja O' Connor
— /" % o 5 6. WALLABOKS Nicolette Elia
. 11;115 Zi) 1“13 7. Team Asia BjoernKempe
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I
B Frequency ——Importance rating Importance rating2 * Groups gave themselves an own name / identity during the Think Tank

* 1 = unimportant, 10 = very important
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Summary Set Up: Why does it need to change ar

What needs to change? 1/3

© MBB-Consulting GroupMatthiasTesiBaur Consultancy, Emaﬂratthias.tesi.baur@mblconsultinqqroup.comI I I - — Group ﬁlig;!

Health and SafetyBy far the most important change cited was the need to ensure health and safety tc
all parties in all aspects of the set up of a show. Key areas listed were cleaning procedures, crowd
control, and social distancing and health and safety measures. Points were also made that country /
city specific regulations on bio safety can vary and that the industry may have to go beyond compliar
to ensure participant confidence in the event.

A stronger focus on sustainabilitysustainability as an area for change has existeprad-19,

however the health crisis has accentuated the need to focus even more strongly on environmental
responsibility. The think tank groups particularly highlighted print material, stand build materials and
their disposal aswell as catering related packaging and the carbon footprint as the key areas for
change towards more environmentally friendly materials and practiGasups also mentioned the

fine balance to be struck between lower budgets versus higher costs, use of sustainable materials ar
the guarantee of hygiene but that the reputational risk of not focussing on sustainability was high.

Change theset upof an event needs to better meet the experiential need of custometstew groups
perceived the event design lay out / as outdated or uninviting and sees theQov#-19 opening as

Iy 2LILR2NIdzyAde G2 Y2ZRSNYA&ASD® hyS IANRdAzZLI Ay LI
more comfortable and connected parallel was drawn to the experience of a living room. The groups
felt the layout could be more interesting and exciting; moving from rigid aisles to interspersing
attractive customer experience elements between stands. A suggestion also included changing the
registration process at the entrance area to a pleasurable experience. Rather than filling in forms it w
suggested to use this area to begin connecting with people.

) =) Consulting %



mailto:matthias.tesi.baur@mbb-consultinggroup.com

Summary Set Up: Why does it need to change ar

What needs to change? 2/3

© MBB-Consulting GroupMatthiasTesiBaur Consultancy, Emailratthias.tesi.baur@mbhxonsultinqqroup.comI I I - — Group al@

The location and the city the event is held:i®ome cities will take longer pasovid-19 to reopen and
therefore may need to change as a location for an event. Additionally groups highlighted the mutuall
beneficial potential a closer collaboration between an event and the city it is held in could have. A cit
/ location provides an attractive extension of the event experience and can also provide discounted
travel and accommodation benefits for event participants. The city benefits thentourist impact.

Size and duration of the event may have to change but only as a result of other fadBn@ups that
identified this aspect of set up all commented that size and duration of a live event will be a function
the economic environment, the ability and willingness to travel and the safety regulations in place.
Social distancing measures may increase the size of a show but a lower number of participants wou
reduce the footprint. The other factor considered was the impact of digitalisation of event aspects on
the set up. A hybrid event would have to make sure the live and digital parts of the show look and fe
the same in terms of set up. Comments also included the possibility of digital increasing the audienc
size of an event (inclusion of those who previously could not attend) as well as the duration (365
platform).

) =) Consulting %
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Summary Set Up: Why does it need to change ar

NWhat needs to change? 3/3
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Catering will be impacted by heightened health and safety measures as well as environmental
consciousness / sustainabilityCatering has been highlighted by some members of the Think Tank as
key area for change. It plays an important part in defining the quality and experience of an event anc
facilitating networking for example at dinners or cocktails. Participants have highlighted that the
inevitable changes to guarantee hygiene in the preparation, presentation and consumption will
inevitably increase cost but should not reduce the quality. At the same time it was felt that any inroac
already made into sustainability (packaging, local sourcing of food) should be maintainé€tbpait

19 at worst and improved upon at best.

Insurance for cancellation and illnes€hanges in insurance contracts to include event cancellation,
force majeure, staff compensation, risk insurance for people getting ill at an event was felt to be
important postCovidg 19.

) =) Consulting %
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Set Up: Reasons for Change

Sustainability, Page contains quotes of the groups: Spr
reduction of Health & Safety Opportunity to Breakers, Wahj Sabi, Event Profs
environmental and compliance modernise Without Borders, Exhibition Ignition and

impact Futurists

Detailed Feedback

Sustainabilityreduction of environmentalimpact & L ve#y@astefulto build an entire showfrom wood and plasticand then dispose
of it after3R | & @ptiagBreakers)

Compliancewith regulationsand guidelinesfor set up: & ¢ & up of our future showsneedto be built on finetuned security &
healthpoliciest (WabiSabi)a t NJ Charfigéxieddto be mademid-term to keepall participantssafexXé (EPWB)*a Ipdopleget sick
becausethey cameto an eventwe'll get shutdown againcausingevenmore economicaharms (Exhibitionlgnition)

Opportunityto modernise & t S 2hhdec®mplainedfor alongtime aboutthe 'old school'up and down aislesand traditional layout
of the floor. (X) showsneedto get more creativearoundthe engagemenareasanddesignof ashowfloore (Futurists)

*Event Profs Without Borders

. _ _ . _ _ m 3 3 Consulting %,
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Set Up: Reasons for Change

Why does Set Up need to change?

Hybrid is here to To reduce cost Page f:gntains qqotes of the groups:
stay Exhibition Ignition and Futurists

Detailed Feedback

Hybridis here to stay. & 2 &ll agreethat hybrid eventsare likely goingto be here to stay once physicaleventsreturn, but both
elementsshouldn'tfeel like two separateeventshappeningat the sametime.€ (Exhibitionlgnition)

Toreducecost "At a more practicallevel, Covidl9 presentsus with an opportunity to rip the bandaid off somedifficult decisionsor
eventransform our way of doingthe eventbuild/set up in a way that savescost for many parties, is safer,is cheaperand is more

sustainablé& (Futurists)

. _ _ . _ _ m 3 3 Consulting %,
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Set Up: Reasons for Change

Reluctance to
travel / fear, Implementation Page contains quotes of the groups: Ba
travel restrictions of adequate bio To The Future, Exhibition Ignition, Sprin
/ carbon safety measures Breakers, Team Natasja and The Five

Regulations

footprint, cost of in location Nation Army
travel

Detailed Feedback

Reluctancdo travel/ fear, travelrestrictions/ carbonfootprint, costof travel & ¢cationchoicemayalsobe impactedby the fact that
travel will becomelessfrequenté (BTTF)*a [ 2 O lofinferdationaleventsmayneedto spreadout into multiple regionaleventsdue
to travel restrictions/fearst (Exhibitionignition) & ¢ K 8 $lpposedlya trend towards makingshowsmore localto counteracttravel
restrictions/costshoweverthere shouldalwaysbe a placefor big, globalshowsasthe 'must-attend’ eventfor awhole sector€ (Spring
Breakers)

Implementationof adequatebio safety measuresn location & / 2 dzythaNdavethe situation under control and that are able to
implement bio-safety measuresquickly and firmly will be a preferred location over countriesthat are lesssuccessfuin this. Also
economicrecoveryof a countryandstabilitywill be part of the organisersselectioncriteria€ (TeamNatasja)

Regulationsd [ 2 O Iméybednypactedby restrictions,aseachcountry or city may havea different situation or rules,and organisers
will have new decisionto make¢ (BTTF)*dTravelrestrictions and quarantine requirementswill reduce international components
penalizingargeshowsin marketswith smalldomesticmarketsbut only shortterm.£ (TheFiveNation Army)

*Back To The Future
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Set Up: Reasons for Change

Compliance with Page contains quotes of the groups: Th
Manage Experiential need@ regulations and To facilitate Five Nation Army, Team Asia, Visifive

reputational risk of customers guidelines for set easier cleaning Back To The Future, Evdtribfs Without
up Borders Wallaboksand 404s

Detailed Feedback

Managereputationalrisk & b S f8rRncreasedhygieneand biosecurityandto do this exceptionallyto manageany reputation riské
(TheFiveNation Army)

Experientiaheed of customers & [ | & Baiion and certainlythe overallimpressionof a venueis evenmore important than 5-10
yearsago Peoplealsoidentify the venuewith themselveslike their W { A NEA 2 EBamASsia)

Compliancewith regulationsand guidelinesfor setup: & D 2 @ S NJar€ &finingwhat needsto be done. Venue'sobligationis to
complyand offer standardsé (Visifive+) "Cleaningwill becomesubjectto more regulationé (BTTF)*a 2 A (i Eafewyzihe industrywill
shutdown againquicklyand perhapsfor longet¢ (EPWB)**

Customerconfidence & + S ywil$id@edto be setup, preparedand promoted for client and customerconfidenceé (Wallabok$ & L y
orderto getvisitor credibilitywe needto makemajor changesn how safepeoplewill feel returningXe (EPWB)**

Tofacilitate easiercleaning & a I véntseasierto cleanandmaintain,alsothen couldreducecosté (404s)

*Back To The Future; ** Event Profs Without Borders
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Set Up: Reasons for Change

Due to social

Size will change distancing the Due to safety Page contains quotes of the groups: Th

due to the digital footprint will regulations / Five Nation Army, Exhibitions in Training

impact increase where @ travel restrictions Wallaboks Futurists and Spring Breaker:
possible

Detailed Feedback

Economies are
struggling

Economiesare struggling & { 7of ti& event will be a function of the economicenvironmentand the ability to travelé (The Five
NationArmy)

Sizewill changedue to the digital impact & ¢ KiZeof an eventwill changeas a consequenceof other important transformations
Eventsneed to be prolonged and enhancedby digital continuity. In the future, Exhibitionswill be blended and will have digital
momentsto includea biggeraudienceandto giveimportanceto faceto-facemeetingst (Exhibitionsn Training)

Dueto socialdistancingthe footprint will increasewhere possible & ¢ KoBtprint of eventswill needto increasesubjectto social
distancingprotocol, cateringareas flow andsoon.£ (Wallabok$

Dueto safetyrequlations/ travelrestrictions.fewer peoplewill be ableto meet (exhibitorsand visitors) & lfeélslike for the next 12-
18 months, the reality will be smallereventswith lower footfall. Now this could have a positiveimpact on the quality of attendees
and exhibitor experience put will be somethingthe industry will needto be readyforé (Futurists)a , Zaldd potentially get just as
muchvaluefrom a smallnumber of key decisionmakers- and potentially still chargethe sameprice asthey're getting the same,if
not more value¢ (SpringBreakers)

2
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n Set Up: Reasons for Change

Page contains quotes of the groups:
StrongGirlzExhibitions in Training,
Futurists, Wallaboks Exhibition Ignition
and Visifive +

Impacts
networking Impacts budgets
events

Safety and
sustainability

Detailed Feedback

Safety and sustainability ¢ ! Y liofels and venues move away from F&B minimums we will never be sustainableand have
tremendouswaste¢ (StrongGirly &Cateringservicemeedto follow the two new trends environmentalsustainabilityand new safety
instructionsto avoid CovidlL9 outbreakse (Exhibitionan Training) dWe know 4/ 5ths of the audiencestill caresabout sustainabilitybut
they now ALSCcare about hygiene do not just prioritize hygiene We must be cautiousabout how to messageand handle the
introduction of more singleuse packagingessan eventfeel ‘cheap'or old fashionedbecausewe've reverted backto more wasteful
waysof consumptionthat we know manypeopledon't want andassociatavith beingout of touch. (Futurists)

Impacts networking events @A lot of networking surroundscatering at events, with a lot of businessbeing conductedin these
environments With the changeand/or reductionin these areasthis may impact on the quality & experienceof the event Events
suchascocktailreceptionsand seatedeventswill alsohaveanimpactwith socialdistancinge (Wallabok$

Impactsbudgets ¢ ¢ K & Bdsk of downgradingthe importance of environmentalsustainabilitywith the use of more disposable
material unlessbudgets are increasedto accommodatebiodegradablepackaging Priceswill more than likely increaseas does
wastagethat is more commonwith this type of offeringé (Wallabok$ & ¢ Kderingelementhasa massiveenvironmentalimpact
whichis arguablya biggerdangerto usall than Covid19. Thepandemicshouldnot tempt usto look to cheapermaterialsto saveon

costsé (Exhibitionignition) & 2 Seednew cateringconcepts pricingé (Visifive+)
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Set Up: Reasons for Change

Page contains quotes of the groups:
Wallaboks Think Punk!, Futurists, Tea
Natasja Team Asia, Exhibition in Trainin

andWabi- Sabi

Compliance with

Sustainability regulations and
guidelines

Detailed Feedback

Sustainabilitya Lsypportof environmentalsustainabilityconsideratiomneedsto be givento the disposalof materialsin line with the
regulationsimposed due to the pandemict (Wallabok$ « Lisiimportant to focus on the "green economy" and in general on
sustainability (ThinkPunk!)

& h dzlidt footprint... Venuesand organisersneed to start quantifyingimpact and work towards common goalsand metrics We
compareour economicoutput to those of factoriesbut hardly mention the amount of waste that we collectivelysend f I Y R F A |
(Futurists)a a 2 ¢bftrol over standcontractorseliminating'bad ones'that build crappystandsfrom singletime usematerialsthat all
goesto waste¢ (TeamNatasja)

Compliancewith requlationsandguidelines dNewway mustbe appliedto follow hygienedisciplines (TeamAsia)
& lwifi haveto complywith all the rulesof socialdistancingand environmentalsafetyé (Exhibitionsn Training)& 5 A & b#natéridls
in a safeandhygienicmanneris an additionalconsiderationCovid19 addsto this topic.€ (Wabi- Sabi)
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n Set Up: What needs to change

What in the area Set Up needs to change?

Page contains quotes of the groups:
Event design Wallaboks India Reboot 3.G5trongGirlz
and Team Natasja

Entrance Registration

Event layout o
situation process

Detailed Feedback

Eventlayout &The Layoutand floorplan of the eventsneedto change' (TeamAsia) "Floorplans/ layout of events, registration/
ticketing process,accessnto and egressout of the venueand show, sizeand designof networkingareas(suchasO | F i8staarants
and meetingzones/seatingareasetc), product demos(to be bookedon a timeslot basisor have a mix of touch and virtual demos)
andsignagginformationaroundthe eventandrulesandregulationsshouldbe displayedthroughoutthe venueand/or event) haveto
be changec (Wallabok3

Entrancesituation: d_argerregistrationhalls,issuingof e-Passedor all pre-registeredvisitorsand membersof all servicepartnersso
asto ensurecontactlessentry. Entryinto the exhibitionhallsat fixed time slotsto controland monitor movement¢ (IndiaReboot3.0)

Reqgistratiorprocessa b S $oRbé@more than a form with way too manystupid questions Registratiorbecomesthe placewhere the
show begins selling connectionswith people (When we say registration, we mean demographicsand intention capture)”
(StrongGirly

Eventdesign dMore customerexperienceelementsmixed with standsfor a mixed and more attractive experienceon the flooré

(TeamNatasja)d ¢ ExX®ibitfloor is old and outdated. Showsneedpizazz f S Brififthe "show" backinto showbiz!Sellexperiences
and connections,not retail space [ S ieftZut ROlinstead of squarefeet or meters Conventioncentersand their exhibit halls

shouldfeellike hotel lobbiesrather than big, concreteboxes Theyshouldbe welcoming,not intimidatinge (StrongGirl}
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n Set Up: What needs to change

What in the area Set Up needs to change?

Size and duratio
of event (foot
print) to expand
or contract
depending on
numbers

More Location
collaboration (depending on
with cities readiness to

(Location of reopen post
event) Covid-19)

Page contains quotes of the groups:
Wallaboks Think Punk! antVallaboks

Detailed Feedback

Sizeof event (foot print) and duration to expandor contract dependingon numbers & { K #dprint to expandto accommodate
largerstandsand generalseatingareas Thesizeof eventsmay need changedue to attendeesnot beingconfidentto attend but also
dueto travelrestrictions Eventsizesmay seea drop off in exhibitorsthat may haveseena financialimpactto their businessand may
not be ableto spendto exhibit Theinternational market may alsotake time due to confidencein travelé (Wallabok3 & 9 EG Sy R
build-up & breakdown/dismantlinglaysand/or times. Spreadhe eventdaysout, openinghourse (Wallabok$

Collaboratiorwith cities (Locationof eventy & lisinecessaryo rethink the role of the city in the overallexperienceof the fair. There
must be more integration, sharingand greater dynamismof all the events that take place thanks to the exhibition t is also
fundamentalfor the fair itself, to have a city readyto welcomein a coordinated,strong and supportive way the fair. Thecity is a
further strength of the "physical”experienceof the Exhibition,it is anotherfactor to go beyondin differentiation from the "virtual”
offeré (ThinkPunk!)a 5 S & (i Amarkeiing(2ajteoutweighsthe risk) through collective,proactiveeffort to marketthe destinationé
(Wallabok$

Location(dependingon readinesgo reopenpost Covid-19): & 5nSelypopulatedcity centreswith Venuesmight becomelesspopulac
Considetthe useof crowdedtransport Dependingon locationthe fight againstCOVIDwill determinewhen eachlocationis readyto

openup.£ (Wallabok$
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Set Up: What needs to change

What in the area Set Up needs to change?

Environmental : . ,
impact: Catering hygiene Page contains quotes of the groups: 404

Sustainability and seating and Event insurance Spring Breakers, IndRReboot 3.0, Team

carbon footprint payment Asia andVallaboks

Detailed Feedback

Environmentaimpact Sustainabilityand carbonfootprint: éThe needto be more sociallyresponsibleboth in terms of environmental
impact as well as physicallyso (in a post Covidera), events need to considerfurther the impact on their environmentand the
opportunity that hybrid style eventsthen bringé (404s) & ¢ K BaNi@®enincreasingcustomerdemandfor sustainabilityover the past
few years,but the Covidcrisismayincreasedemand Onekeyissueis the setupandbuild of standsin an exhibitioné (SpringBreakers)
G ! R ausléinablematerials,solutions& technologyfor the overall sustenanceof the eco-system Focusof sustainabilityinitiatives
to rangefrom reducingthe carbonfootprint to focusingon recyclingandcreatinga"Green. NJ- .yliRl&aReboot3.0)

Cateringhygiene, seatingand payment & D N5 inv@éssnhtin biodegradablepackagingfor food outlets (Wallabok$ & atering
areas and food courtsé (TeamAsia) & w S R dz@r (susgeyfsionof buffet-style catering, seating/ networking areas, format of
networkingevents,cashlespaymentoptionsfor publiccatering kitchenconfigurationsand procedures (Wallabok$

Eventinsurance & L y & dZbklewéitd Gancellation,force majeure, staff compensation risk insurancefor people getting ill at the
evente (Wallabok3
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