


We are



UFI
At A Glance

UFI’s represents, promotes 
and supports the business 
interests of its members and 
the exhibition industry. 
Globally. 

As our industry‘s leading 
association, UFI directly 
represents more than 50,000 
exhibition industry 
employees globally, and also 
works closely with 
its 56 national and regional 
associations members.



Representing
The Whole Industry



The only Global 
Association
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Term
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A World of 
Change





2017



2017

2030







• Military in Shenzhen Staduim
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A World of 
DIGITAL

Digitising 
the 

companies

Digitising 
the 

exhibitions

New, digital 
businesses 



www.ufi.org/research
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Why the 
execution matters
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Consolidation 
& Collaboration
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+++ 2019: Reed / MackBrooks +++ 2019: Charterhouse / Tarsus Group +++ 
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Diversity in
Leadership

www.ufi.org/research



Margaret Ma, 
Informa Markets

Josephine 
Lee, Reed 
Exhibitions



Long
Term



The New
Space Race



The other
Space Race











Changing 
Customer 
Expectations





Frankfurt Motor Show  
1950s



Frankfurt Motor Show  
2015



Business models in review 
Facing the speed & need of change

Frankfurt Motor Show  
2017



Frankfurt Motor Show  
202X?



Our customers are changing



Millennials

Dutch behavioural researcher Tessa van Asselt sums up 
millennials’ expectations as follows: 

"Millennials are constantly online, engaging in discourse 
with others in their networks.  93% take their smartphones 
to bed with them.  

The millennials' expectations of brands and products is 
that they should make the world a somewhat better 
place.”



Millennials

“ Millennials want to actively participate and 
not just listen. They want to be given skills 
and knowledge, and share this with others.  
They are searching for experiences and 
adventures instead of for possessions and 
wish to be surprised as they search.”

Tessa van Asselt, UFI Basel, June 2016
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