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INTRODUCTION

THE HEARTBEAT OF THE UK 
EXHIBITION INDUSTRY 

As part of our commitment to the industry Exhibition 
News hosts the Exhibition News Awards each year. 
Our awards are one of the major highlights of the 
exhibition industry calendar. In 2011 we added 
new individual categories to shine a spotlight on 
individual as well as company performance. 

Committed to 
recognising success

SERVING IT UP
Exhibitions are competing against a persuasive breed of experiential agencies for the 

marketing budgets of potential exhibitors. But does experiential have to be a threat or 

can we learn from this and play to the visitor’s senses? 

FEATURE

FEATURE
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that it competes for the marketing budgets of 

key brands and would-be exhibitors. Why pay a 

premium fee for space at an exhibition when you 

innovation, which was the centrepiece of 

Ford’s UEFA Champions Festival stand. 

Inspired by the camera technology in the 

new Ford Focus, the feature allowed fans to 

perform stunts captured on 40 cameras in 

120 degrees, similar in effect to the iconic 

‘bullet time’ scene in The Matrix where 

the camera appeared to zoom around a 

character suspended in the air. 

Normally the domain of fi lm studios or 

advert production companies, this was 

one of the fi rst times consumers had the 

chance to interact with such technology. 

People could upload their scissor kick, goal 

celebration or any other action video and 

share it on Facebook, Twitter and email with 

the help of hosts carrying iPads. According 

to Imagination, more than 3,000 YouTube 

SERVING IT UP
Exhibitions are competing against a persuasive breed of experiential agencies for the 

marketing budgets of potential exhibitors. But does experiential have to be a threat or 

can we learn from this and play to the visitor’s senses? 

SHOW CASE
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Motoring on
the British international Motor Show may have gone, but a host of 

localised and regional events are out to prove you can run a successful 

car exhibition if your message is right. Nadia Cameron reports 

F
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our show idea was a good fit with mature urbanites, 

who are looking for new eco technologies and low-

carbon solutions,” he said. 

For the organiser of the 16th annual Motorexpo in 

Canary Wharf, growth and long-term success comes 

down to location and free visitor entry. Motorexpo 

was held in June with a bigger exhibitor line-up this 

Co-located with British Leisure 

Festival in Windsor; launched as an 

annual event in 2010.

2. Motorexpo
Held in Canary Wharf annually; 

in its 16th year this year and now 

expanding internationally.

3. EcoVelocity
Joint venture between the Metro 

newspaper and International Green 

Motoring Event, the former team 

behind the British International 

Motor Show. Launches at Battersea 

Park this September.

4. Goodwood Festival  
of Speed
Branded a “garden motoring 

party”, this annual event is held in 

Goodwood after being launched by 

the Earl of March in 1993.

5. Top Gear Festival 
A spin-off from Brand Events’ highly 

successful Top Gear Live show 

series, Top Gear Festivals are being 

launched globally to change the event 

into a festival-based experience.

our events are 
bringing cars to life 
in every sense

extremely high costs associated with a venue of such 

scale and huge resources from manufacturers and 

exhibitors to support the show,” Brooke said. “The 

major factor which has helped lots of other motor-

based events is that they have all been designed in a 

different way, where costs are much lower and the 

focus is localised. Therefore, the people you need to 

attract don’t have to be national or international. It 

also means your marketing is more targeted and at 

a local level.
“For us, the strategy is driven by identifying 

demand for the event in a particular area, then 

making sure when things are being put together, 

they’re done on a sensible cost basis so exhibitors 

don’t have to carry unnecessarily high costs.”

Brooke also cited a change in its exhibitor base. 

As manufacturers reined in marketing costs as a 

result of the downturn, motor dealers increasingly 

sought opportunities to put their wares in front of 

potential buyers. 
“Dealers are now the ones driving the cogs of 

industry,” Brooke continued. “They are the salesmen 

and have seen an opportunity through shows to 

generate new leads and business.” 

Having said that, Brooke pointed out manufacturers 

were still exhibiting but finding different opportunities 

to tap into other dedicated motoring audiences, such 

as that apparent at the Goodwood Festival of Speed.

ollowing a tough year financially and 

postponement of its 2010 London show, The 

Society of Motor Manufacturers and Traders 

(SMMT) cancelled the British International Motor 

Show outright. Despite attracting 472,000 visitors to 

its last edition at Excel London, SMMT blamed the 

recession, as well as decline in manufacturer support, 

for its demise.
Yet as one show goes, another invariably steps into 

its place. Over the past year, we’ve seen the launch of 

the Windsor-based British Motor Festival, expansion 

of the Canary Wharf-based Motorexpo locally and 

internationally, the ongoing success of the Goodwood 

Festival of Speed and news of the first environmentally 

focused car event, EcoVelocity this September. 

So why are these events able to continue where the 

flagship international event has failed?

Cost CoNsideratioNs
According to MD of the recently launched British 

Motor Festival, James Brooke, one of the major 

downfalls of the British International Motor Show 

was the hefty cost of staging it. 

In addition, the reason other UK motor shows 

such as the Windsor event or the Motorexpo in 

Canary Wharf are successful is due to localised and 

regional focus and manageable scale, he claimed.

“To make the international show work, there were 

interactive shows.   
“There have been static car shows for a hundred 

years and they’ve not really changed,”Axon 

claimed. “Our events are bringing cars to life in 

every sense and from an emotional standpoint 

– hearing them run, accelerate and trialling the 

products stirs the emotions.”
Getting close and experiencing products in an 

atmospheric outdoor setting is also a key pillar 

behind the new EcoVelocity at Battersea Park in 

September. The show is put together by 

newspaper and former British International Motor 

Show directors Rob Mackenzie and Giles Brown, 

under their new joint venture International Green 

Motoring Events business. 
The trend towards more environmentally 

sustainable transport methods has paved the 

way for a new motor event, which now has the 

backing of the Mayor of London and Transport 

for London. 
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EXHIBITOR SUCCESSThe AEO’s 
Austen 
Hawkins calls 
for organisers 
to lift their 
exhibitor 
strategies to 
ensure their 
return to shows  P32 �

THE SECC’S JOHN SHARKEY ON CURRENT MARKET CONDITIONS: “THERE ARE OUTSTANDING OPPORTUNITIES CREATED BY THESE ECONOMIC TIMES”  P21 �

BROOKS-WARD: “MY EXPERIENCE WITH LAUNCHES IS THAT WHAT YOU START OUT WITH ISN’T NECESSARILY WHAT YOU END UP WITH”  P18 �
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LOCOG threat to 2012 cultural exhibition halted by MP’s criticism

Embattled Great Exhibition fi ghts Olympic Games complaint

MPH BRAND DROPPEDBrand Events plots an all-new Top Gear Live event to replace the longstanding MPH show   at Earls Court  P6 �

MOTORING ONEN takes a look at why several UK exhibition organisers believe they can win where the British International Motor Show failed  P22 �

OUTDOORS EXPOOrganiser behind Confex launches new outdoors expo to sit alongside its fi rst Excel London event in 2011  P8 �

A small exhibition organiser has won a brief but heated battle with the London Organising Committee of the Olympic and Paralympic Games (LOCOG) to run The Great Exhibition 2012. Julie Benson, founder of The Great Exhibition Company, hopes to showcase the best of British culture in the tradition of its namesake exhibition, which took place in 1851. The Great Exhibition 2012 has been 12 years in the making and is supported by several industry luminaries including Phil Soar. It is due to run in June 2012 between 

the Olympic and Paralympic Games but a venue has not yet been fi nalised.The project’s future was in dispute after LOCOG objected to the use of ‘2012’ in the exhibition’s title, arguing that it gave the show unauthorised association with the London 2012 Olympic Games. Benson was worried legal action could tie her up in court and make it impossible to run the show. The complaint was withdrawn after Isle of Wight MP Andrew Turner spoke out against LOCOG’s action in Parliament. In a speech to the 

House of Commons, he questioned the committee’s interpretation of the London Olympic Games and Paralympic Games Act 2006 preventing other people from even mentioning next year as a date.
“Can the Leader of the House reassure me – and Julie Benson, and printers of diaries and calendars everywhere – that the Act does not confer on LOCOG exclusive rights to any number or date, and that Members will not have to rely on the privileges of their membership of the House to talk about

INSIDE

DMGT’S SELL-OFFWe report on Daily Mail’s plans to sell off George Little Management and why this media company is changing its exhibitions make-up P16 �

P7 �

Whether it is face to face, in print or 
online Exhibition News can put you in 
touch with your target audience.
Read on to fi nd out more.

No CEO, event director, 
sales, ops or marketing 
representative in the 
exhibition industry can 
afford to be without it.

Exhibition News is the only publication in the UK dedicated to the 
exhibition industry. We pride ourselves on being an informative, 
relevant and timely source of information and ideas that ensure 
exhibition organisers run events more successfully and therefore 
grow their business.

 The Exhibition News brand extends across our monthly print 
title, online portal, email newsletters, industry events and our 
annual Awards celebration. The readership of our print and online 
products is extraordinary and showcases the crucial role Exhibition 
News plays as a media provider and as a conduit to the exhibition 
community. No CEO, event director, sales, ops or marketing 
representative in the exhibition industry can afford to be without it.

 Every edition of Exhibition News is packed with breaking 
news, leadership profi les, thought provoking features, research, 
key industry insights and refl ections on our community at its 
best. Our comprehensive website sits as a complementary 
information portal, updated as the news happens. As a result, 
industry individuals looking to keep up to date are frequent 
visitors to our site.

 We are proud to refl ect and be part of a dynamic, 
entrepreneurial industry. As a publication, we believe we are 
an incredible asset for exhibition organisers and help grow the 
industry we serve.

 My sincerest wish is that you will support us as we support you.

Nadia Cameron
Managing editor
ncameron@mashmedia.net



TESTIMONIALS

The EN awards was an incredible evening 
with a record turnout of 750 people at a lavishly 
presented venue. We were delighted to be third 
up on stage to present the award to Melville. 
The event really showcases the best talent and 
creativity in the British exhibition industry and I 
look forward to attending again next year.
PETER GILLETT, MANAGING DIRECTOR, MARKETPOINT GLOBAL

Exhibition News is the most important 
and influential magazine and website for the 
exhibition industry. I visit the website on a 
daily basis to find out all the latest news and 
information on the exhibition market. The website 
is always the first for breaking industry news. 
Nadia and the Mash Media team do a great job of 
delivering exactly what the industry needs and 
goes from strength to strength.
EMMA BARRETT, DIRECTOR, BROADWAY EVENTS LIMITED

At the heart of the market, Exhibition 
News has from the start been an important 
part of my month-to-month reading.  With 
the addition of a news-focused website, 
and regular tweets it’s become part of my 
daily routine. It continues to provide me with 
insightful editorial, up to date news and of 
course humorous photos.
LOURDA DERRY, OPERATIONS MANAGER,  EASYFAIRS

“I have had amazing feedback: everybody  
reads Exhibition News.”
AUSTEN HAWKINS, CHIEF EXECUTIVE, AEO

“A new and vibrant editorial approach:
I am emailing colleagues links to articles.”
CHRISTINA WOOD, EXHIBITION DEVELOPMENT DIRECTOR, WILLIAM REED

“Exhibition News is essential 
reading for the exhibition 
business. I read it every month 
and always find it relevant and 
provocative. In recent months, 
on more than one occasion, EN 
content has played a role in 
our board room conversations 
which is the mark of a trade 
magazine that truly impacts on 
its community.”
DAVID PEGLER, MANAGING DIRECTOR, 
EXCEL LONDON

WHAT OUR READERS SAY
“In this time-pressured 
industry, it is easy to 
focus on deadlines and 
default to repeating last 
year’s marketing. This 
tactic has a limited shelf 
life as visitors get bored. 
Successful exhibitions 
combine creative thinking 
with delivery of timely 
marketing communication 
and I encourage my team 
to invest time in keeping 
up-to-date with what 
our audiences want by 
attending industry events 
and reading industry 
magazines. Exhibition News 
provides me with the latest 
trends in the exhibitions 
market and gives me ideas 
that will keep my live 
events fresh and leaders in 
the market.” 
NOLAN O’CONNOR, MARKETING 
DIRECTOR, CENTAUR EXHIBITIONS



READERSHIP AND CIRCULATION READERSHIP AND CIRCULATION

PUTTING YOU IN TOUCH WITH YOUR  TARGET AUDIENCE

JOB FUNCTION

1 Show / Event director  38%
2 Operations 18% 
3 Marketing  15%
4 Sales 13%
5 Managing director  11%
6 Finance 3%
7 Design 2%

THE MAGAZINE FOR THE 
UK EXHIBITION INDUSTRY
This uncompromisingly news-led magazine is delivered to 6,000 
UK exhibition industry professionals every month. 

COMMUNICATION IN A 
DIGITAL WORLD
exhibitionnews.co.uk 
exhibitionnews.co.uk boasts up-to-
the-minute news and an abundance 
of tools to help exhibition organisers. 
Whether you are trying to raise 
awareness of your brand or encouraging a 
direct response, exhibitionnews.co.uk offers a 
wide range of rich media options to meet your needs. 

Exhibition News straight to inboxes
Our twice-weekly newsletters and a digital copy of the magazine are 
circulated to over 18,000 exhibition professionals.

MAIN ACTIVITY

1 Exhibition organiser 58%
2 Event agency 12%
3 Contractor 10%
4 Association or body  8%
5 Corporate organisation 5%
6 Marketing/Advertising agency 4%
7 Venue 3%

MAIN ACTIVITY

1 Exhibition organiser 48%
2 Contractor 18%
3 Venue 11%
4 Event agency 9%
5 Corporate organisation 5%
6 Association or body 5% 
7 Marketing/Advertising agency 4%

JOB FUNCTION

1 Show / Event director  36%
2 Operations  17%
3 Marketing  16%
4 Sales 13%
5 Managing director  9%
6 Designer 5%
7 Finance 3%
8 Other 1%

91% of readers surveyed 
have purchasing or 
specifying authority*

1
2 3 4 5 6

1 2 3 4 5 6 7

654321
7

4 5 6 7 8

Call Jamie Linin at Exhibition News on 
(020) 8971 8282 for more information 
on how we can deliver results for you

ANNUAL BUDGET OF RESPONDENTS
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8,000+
unique visits per 

month

AUDIENCE PROFILE: OUR READERS  
MAKE KEY PURCHASING DECISIONS

97% of exhibition 
professionals surveyed have 
read Exhibition News in the last 
12 months *

  6,000 from July 2011
  5,005 (ABC audited 2010)

1 2 3

£525,833
annual average 

budget of 
respondents

This high-fi nish and well respected title is read by 
decision-makers at large organisations with sizable budgets. 

NUMBER OF EXHIBITIONS RESPONDENTS ORGANISE PER YEAR
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MORE REASONS WHY YOU SHOULD 
ADVERTISE IN EXHIBITION NEWS

 *Market research survey November 2010, 
conducted by Vivid Interface

According to market research conducted by Vivid Interface in 
2010, Exhibition News is a key infl uencer of a reader’s buying 
behaviour and is an essential and regular source of information 
for exhibition organisers.  

1 1-5 37%
2 5-10 9%
3 11-20 15%
4 21-50 26%
5 51+ 13%

1 £0 - £20,000 4%
2 £20,001 - £50,000 7%
3 £50,001 - £100,000 6%
4 £100,001 - £200,000 6%
5 £200,001 - £500,000 13%
6 £500,001 - £1,000,000 45%
7 £1,000,001 - £5,000,000 13%
8 Over £5,000,000 6%

40% of readers have found 
products or suppliers 
through Exhibition News 
that they would not have 
considered previously*

Over half of all respondents 
said Exhibition News was the 
most important magazine in 
the events industry*

79% of those surveyed 
always read Exhibition 
News*

56% of respondents 
make time especially to 
read Exhibition News*

80% of readers 
hold management 
responsibilities in their 
organisation*



PRINT RATE CARD
FOR MAGAZINE AND SUPPLEMENT

Inside front cover £3,995 
Inside back cover  £3,995 
Outside back cover  £4,495

Cover Wrap £6,500
Belly Band £5,500

Inserts

Loose  £250 per 1,000
Bound POA

Direct mail £250 per 1,000

Call 020 8971 8282 to fi nd out about our
bespoke advertising solutions

Double page spread   
1 issue £6,325
3 issues £6,006
6 issues £5,693
9 issues   £5,374
12 issues   £5,060

Page  

1 issue £3,295
3 issues £3,130
6 issues £2,965
9 issues  £2,800
12 issues £2,635

Half page

1 issue £1,870
3 issues £1,777
6 issues  £1,683
9 issues  £1,590
12 issues £1,496

Quarter page

1 issue £1,045
3 issues £990
6 issues  £941
9 issues  £886
12 issues £836

DIGITAL RATE CARD
Video on home page
£750 per month

Banner advertising
£1,000 per month
£2,200 per 3 month period

Newsletter sponsor
£300 per week

Digital magazine sponsor
£1,500 per month

Email database
£385 per 1,000 records 
Follow up campaign to opened emails £200
within 7 days of initial email

Use promotional video 
to showcase what you 
have to offer. 

Exhibition News Newsletter

Exhibition News Website
exhibitionnews.co.uk is the leading source 
of up-to-the-minute industry news. Use the 
most prominent position on our website to 
promote your brand or encourage enquiries.

Newsletters are packed full of the latest 
stories. Make sure your products feature 
amongst the headlines or prominently on the 
right-hand side of this widely read newsletter.

Call Jamie Linin at Exhibition News on 
(020) 8971 8282 for more information 
on how we can put you in
touch with exhibition organisers




