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PAN EUROPEAN MARKET RESEARCH INVENTORY 2016 LIVECOM ALLIANCE EUROPEAN INDUSTRY SURVEY 2017

~ 98% of consumers create content during events
= é 35% of brands uses events to create content

NUMBER OF EVENTS
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90% of brands will spend the same or more on event content in 2016
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and 33% still last minute ===

60% start on time; 40% still last minute «
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Growth vs return on projects

- high expectations and stagnating budgets >< Talent
- *doing more with less" familiar mantra o - | |
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% faced challenges improving margins ===

changing business models adversely impact profits Converging marcom disciplines

&) - 70% frequently or periodically collaborate with other agencies =
- 64% expect collaborations to increase in '17 ><
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Clients invest 59,4%
in event marketing
(57% B2C, 43% B2B) and 40,6%
in corporate events

Agency position i

Events are considered as services for specialized agencies
Almost 60% of the budget goes to integrated agencies, but this implies 53% of clients prefers defining our industry by
40% goes to other agencies (on average 3,2 type of agencies) live communication’ in stead of ‘events’

51% of the brands are in favour of having a pool of agencies
Average lead-time events: 6 months, instead of 360° agencies

20% > 12 months, 20% < 3 months (49% in ’14)
j— 34,5% of clients organizing events work with an agency
© 2016. This inventory is based on local market research results. All data are analyzed by market research agency Effectmeting. No rights can be derived from the information provided.

European
Industry Survey

ivecom
dlianceeu

©2017. This survey is based on local market research results. All data are analyzed by market research agency Effectmeting. No rights can be derived from the information provided.

Key findings in a nutshell Budget trend

5 46.7%
42,9 45.3%

AVERAGE 2018 alliance:
AVERAGE 2017 Online survey
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Trends Challenges N BN |
increased no changes declined
suppliers tumn 2019

AVERAGE 2016

Agency types & Country zones LiveCom Alliance in cooperation
with the R.I.F.E.L. institute
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DECREASE SAME INCREASE

AVERAGE INCREASE 2018

m . DATAMINING * GENERATING CONTENT ¢ LIVE AS A STRATEGIC DRIVER

imer / All data analysed by R.I.F.E.L. Institute. No rights can b ived from the information provided
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©2018. This survey is based on local market research results. All data are analyzed by market research agency Effectmeting. No rights can be derived from the information provided.
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Sector turnover
& impact

covid-19 -

.

Companies’ expected total 1.26m
turnover (€) 2020 by live V-66,47
communication categories —
extrapolation for 1.058 member
agencies of the LiveCom Alliance.

Fairs and Exhibitions § Congresses / Conferences Corporate Events
Showrooms / Brandparks j§ Staff events / Internal events § Public Events

s B E
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1,9%

Compensation
company losses
Vs government

support
iInstruments

Government support facilities used

by 85% of the companies.
Company did make use of Company did not make use
On average, 37,6% of the losses of gov

were offset by state aid.
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Instruments & activities to face alliance-

consequences covid-19

Particularly relevant for agencies was the infensification of existing customer
relationships and the development of new areas of activities, combined with
acquisition of new customers.

INTENSIFICATION OF CUSTOMER RELATIONSHIPS 4,27
DEVELOPMENT OF NEW BUSINESS AREAS 4,08
AGILE PROJECT MANAGEMENT 3,98
ACQUISITION OF NEW CUSTOMERS 3,98
IMPLEMENTATION OF DIGITAL FORMATS 3,88
INVESTMENTS IN DIGITAL TECHNOLOGIES 3,86
IMPLEMENTATION OF HYBRID FORMATS 3,78

STAFF REDUCTION 3,39

REDUCTION IN WORKING HOURS 3,19
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Live communication categories - '
online - hybrid - fully live

Due o the pandemic, new ways of realizing events had to be taken; big push
for digital and hybrid events.

CONGRESSES / CONFERENCES

STAFF EVENTS / INTERNAL EVENTS

CORPORATE EVENTS

PUBLIC EVENTS

HOWROOMS / BRANDPARKS

FAIRS AND EXHIBITIONS

0

B FULLY ONLINE HYBRID " FULLY LIVE

e
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Profitability & strategic importance ~ @l*ance-

new business - online - hybrid - fully live

Fully live absolute winner in profitability and strategic importance, followed by
new business. Hybrid shows a possible future industry driver.

Profitabllity Strategic importance for companies future

NEW BUSINESS NEW BUSINESS

FULLY LIVE FULLY LIVE

HYBRID HYBRID

FULLY ONLINE

FULLY ONLINE

0 25 50 79 100

B PROFITABLE NEUTRAL " UNPROFITABLE
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Budget trends &
turnover expectations

Slight growth in '21, pre-Covid-19 furnover reached in '23.

Budget trends Turnover expectations
o>L% 119.4%
102,5%
80,2%
42,0% 1297 45.3% 48,5%
- 27 4% ’s 9 46,5%
24.1% T 9%
14.1% I lI 15.1% I .

Increased No changes Declined

B 2017/2018 M 2018/2019 W 2019/2020 W
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Full fime &

part time

emp

loyees

On average, agencies employ 28,6
full-fime and 7,1 part-time
employees.

About half of the agencies employ
up fo 10 employees.

More than -

‘hree quarters employ

up to S par

European Institute

-time employees.

for Live Communication

Full-time employees

up to 10

Part-time employees

76,3%

up to 10

up to 20

13,3%

up to 20

up to 50

8.1%

up to 50

up to 150

2,3%

up to 150
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Government
funded shori-
ferm work

Nearly 80% of agency employees
were on short-term work in 2020 af

more than 50%.

On average, the share of short-time
work was 76%.
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Cooperation freelancers allidnce™

n general 70,5% works with freelancers (@ 15,8 hours/month), against 29,5% nof.
Profiles event- & projectmanagement and digital services are particularly important.

44,6%

17,9%

BN 14,2%
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CREATIVE/ EVENT/PROJECT- DESIGN CONTENT/ DIGITAL
CONCEPTION MANAGEMENT COPYWRITING SERVICES
Mupto5hours ®Muptol0hours Mupto20hours up to 50 hours  ® > 50 hours

I 45,5%
o

N  42,0%
N 16,1%
BN 13,4%
15,2%
B 13,3%
6,3%

10,7%
BN 18,8%
N 11,6%
B 12,5%

o
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o
-
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Forecast employment 2021 alllance-

No change for 50 - 75% of the companies in regard o fulltime and part-time
employees. Almost 30% increase freelancer hours.

Forecast to employ in 2021 Forecast to employ in 2021 Forecast to employ in 2021
full-time employees pari-time employees freelancer hours

INCREASE REDUCE NO CHANGE

European Institute for Live Communication BE W oo coiion e



: : alliéﬁggm
Working from home (experience) -

2020

About one third will maintain the level of working from home, against reducing
two third. Lack of exchange employees main reason to reduce.

(3 main reasons, multiple answers)

77,8% I 64,2%

A GOOD WORK-LIFE-BALANCE
HIGH LEVELS OF WORK EFFICIENCY
OPEN-MINDED LEADERSHIP-/COMPANY-CULTURE

AN ACCELERATION OF WORK-DIGITIZATION B 203%
HIGH LEVELS OF WORK SATISFACTION B 2:5%
LOW LEVELS OF CREATIVITY | B 26,4%
DIFFICULTIES WITH CUSTOMER CARE ACTIVITIES | B 25.6%
REDUCED LEVELS OF COMPANY-COMMITMENT | B 33.3%
DIFFICULTIES WITH NEW CUSTOMER ACQUISITION | B 3:2,9%
CONFUSION OF WORK-SPHERE/PRIVAT-SPHERE I 36.3%
A LACK OF EXCHANGE BETWEEN EMPLOYEES | B 151% I 66.0%
0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%

W intensify working from
home

= maintain working from
home intensity

M reduce working from home

: : : : -2 RIFEL.
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Future trends alllance-

Respondents emphasize the important role of digitization and online/hylbrid
events. Sustainabllity also remains a critical future topic.

DIGITIZATION 3,97 DIGITIZATION

HYBRID/ONLINE 3,92 HYBRID/ONLINE

HEALTH ISSUES (E.G. VACC.CERTIFICATES, RAPID TESTS) 3,88 HEALTH ISSUES (E.G. VACC.CERTIFICATES, RAPID TESTS)

SUSTAINABILITY 3,87 SUSTAINABILITY
NEW WORK CULTURE 3,81 NEW WORK CULTURE
NEW BUSINESS DEVELOPMENT 3,74 NEW BUSINESS DEVELOPMENT
SECURITY ISSUES 3,66 SECURITY ISSUES
SOCIAL DISTANCING 3,22 SOCIAL DISTANCING
INDIVIDUALIZATION 3,20 INDIVIDUALIZATION
1 2 3 4 1 2 3 4
® Generalists @ Corporate and Internal Specialists Exhibition and Public Experts
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Key findings

IN a nutshell

‘ivecom
alllance-

3 9 b 3 o 0 000 Digitization Creativity
‘I ° 05 8 € ’ 7 o 7 7 7 o Hybrid / Online Digital competence
Sector turnover Employees Projects Health issues Self-Management
Member

agencies

Trends Challenges

*change compared to 2019

2 O
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Thank you!

conducted by partner
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Research Institute for Exhibition International Trade Show
and\Live-Communication for Experience Marketing
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