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Operator:

This is conference # 38149910.

Operator:

Thank you for standing by. Welcome to the UBM acquisition of Allworld
Exhibitions conference call. At this time, all participants are in a listen only
mode. There will be a presentation followed by a question and answer
session, during which if you wish to ask a question, you will need to press star
one on your telephone. Please be advised that this conference is being
recorded today.
I would now like to hand the conference over to your speaker today, Mr. Tim
Cobbold. Thank you; please, go ahead.

Tim Cobbold:

Good morning, everybody, and welcome to the investor call following the
announcement of our acquisition of Allworld. Just so you know, with me this
morning is Marina Wyatt, the CFO, and Kate Postans, Head of IR.
We've got a deck just to take you through to introduce Allworld to you, and to
explain the strategic rationale and logic for the acquisition. Those of you on
the WebEx will be able to see it. If you've dialed into the conference call a
copy is available on our website, and you can download it from there.
Once we've gone through it, there'll be an opportunity for questions. So,
hopefully, we'll try and answer some of them as we go.
Starting with a summary. Well, I think this is another significant step in the
transformation of UBM into a pure-play, events-focused business.
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The acquisition of Allworld is highly and wholly in line with our Events First
strategy. At an acquisition price of $485 million, we've been able to do that at
a rate – at a price that generates strong returns for shareholders.
We see Allworld as a high quality, high growth, sizeable pure-play events
business. It displays all the good characteristics of an events business – low
capital employed; strong growth dynamic; high margins; strong cash
generation.
As you can see, it's largely an Asian business, but has a nice position in the
Middle East. Within Asia it has good spread, both geographically and
sectorally.
Now, UBM, of course is already the largest organizer in Asia. There is a very
good alignment, as I shall show you later, between our business in Asia, and
Allworld's business.
It is that alignment, the strength of that alignment, which allows us to
accelerate growth. It's the acceleration in that growth that delivers the strong
financial returns.
Now, Marina will later on take you through the financing, but suffice to say
right now that it's wholly within our stated financial policy.
That's the summary. Now, if we just turn the page and look at the underlying
strategic rationale, beyond it's an events business, for the acquisition.
I think of this along three dimensions; the first is growth. What Allworld does
for UBM is it averages up the portfolio growth potential; the potential in the
portfolio to grow.
It gives us access to geographies, which have long-term growth dynamics, and
which we know well, and it does so, in sectors that are strong. So, the first
dimension, strong strategic rationale for growth.
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The second one is one of strategic fit – it's a pure-play events business. Let's
be clear, what that means is that the shareholders money we are spending on
Allworld is being spent wholly on businesses we want to own.
The portfolio itself is of large events, and it's large events in the events
business that give us access to the higher growth in both relative and absolute
terms, and in higher margins.
And, it strengthens our position in Asia, and gives us access to new geography
in terms of the Middle East. So, from the second dimension of strategic fit, I
think there is very strong strategic rationale.
The third one is the financials. At the price level, we've agreed, we generate
strong returns for shareholders; it's immediately accretive; and it beats the cost
of capital in the third year; and, we finance it from our existing resources as I
said earlier, within the policy.
Now, we'll turn the page and just give a bit more of an explanation about
Allworld. Well, as I've said it's a pure-play business, but it's fundamentally a
growth business and the track record is there.
Organic growth in Allworld over the last 10 years has been 7.3 percent
CAGR. In the last couple of years, it's been a tad under that, between 6.5
percent and 7 percent. Actually, a little constrained because a number of
events have had space constraints, and I'll come back to that very shortly.
It's a growth business, because it owns leading events in growth geographies.
Two-thirds of the business is in the ASEAN region. ASEAN, as a region, is
about 600 million people, comprised of a number, probably 10 or 12,
individual countries, each of which displays high growth characteristics.
So, the business geographically is well spread. We like the positions that it
has in Hong Kong and China. Of course, we're very familiar with those as
well. And, I've mentioned the access to the Middle East.
From a sectoral point of view, it's a growth business. The sectoral spread of
this business is well spread and augments our existing geographies.
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It's in the right sectors for the geographies in which it is strong – the sectors of
food and hotels, food and hospitality, packaging, TMT, manufacturing
packaging; all strong segments in Asia generally.
It does give us access to oil and gas for the first time. We've been looking to
get access to that sector in a meaningful way. Clearly, we'll be buying into oil
and gas nearer the bottom of the cycle than at the top of it. And, to the extent
that that plays into the numbers, that's already factored into the diligence and
analysis we have done.
We turn now to look at the portfolio. Well, I think if you look at the portfolio
it speaks to quality. It is the portfolio's characteristics that is the source of the
underlying strong margins in the business. More than 90 percent of the
revenues come from platinum, gold or silver events, what we, in UBM, term
the major events.
The tail is something we – is a good tail, because it reflects the geographies,
particularly ASEAN, where there are a lot of smaller countries and so
supports some smaller shows. We see something very similar in our business
in ASEAN, albeit that it is smaller than Allworld.
Clearly, worth pointing out that there is a significant portion of the business is
biennials. The biennial to annual split of revenues is broadly 40 percent to 60
percent and, overall, is smooth year on year. A little bit of fluctuation,
according to what happens to any individual biennials, but there is a margin
bias towards the even years.
You can see the chart in the bottom that just lays out that. Just take a little bit
of care with that chart, I encourage you not to get your rulers out generally.
We've aligned the annual events alongside the biennial events. It tends to
under-represent the annual events, because, of course, they run twice
compared with the biennials, which are green. So, just be a little bit careful
with that chart.
The largest event you can see there is Food and Hotel Asia. It's an even year
biennial that takes place in May in Singapore. The largest annual event is
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FHC, it's the fifth largest show within Allworld, which takes place annually in
Shanghai in November.
You might just like to reflect they're both very strong in the food and
hospitality sector and, therefore, highly complementary with our HOTELEX
and Fine Food show that runs in Shanghai in the first quarter of the year and is
growing strongly.
Fundamentally, Allworld is a growth business. But what's important is that, in
combination with UBM, we are able to accelerate that growth. So, if we turn
to the next page. This growth fundamentally accelerates, because of the
complementarity between our existing portfolio and Allworld's portfolio.
On the right-hand side of this chart you can see how – well, that demonstrates
it. By way of emphasis, of the 11 countries, in which Allworld operates,
UBM already does business in nine of them and, of course, many others
besides. Of the nine sectors in which Allworld is operative, UBM is active in
eight of those sectors, and that plays to the strength of the revenue synergies
we'll be able to create.
Moving to the left-hand side, it's worth just keeping a sense of scale of
Allworld versus UBM as a whole.
In terms of our geographic mix, the effect of bringing Allworld into UBM is
to reduce the proportion of the business that we derive from the US and
Canada from about 43 percent of revenues to about 39 percent; and to increase
the proportion of emerging markets, and Hong Kong and China, if I can group
them as one, from 36 percent to about 40 percent.
So, it's a finessing of our position geographically rather than any great
statement of preference for one geography over another.
Now, because there is such a strong alignment between the two businesses,
which creates the opportunity for realizing synergies, the effectiveness with
which we realize them is driven by how we go about combining the business,
which takes us to the next slide.

BRUNSWICK GROUP
Moderator: Tim Cobbold
12-13-16/8:30 GMT
Confirmation # 38149910
Page 6

So, first of all, Allworld is a well-run family business. It does operate really
quite differently from UBM from a process and system perspective. As a
result of that, we certainly expect to be investing within Allworld.
However, what is similar is the culture and attitude of the two businesses. We
see a lot of similarities, predominantly because of our strength in Asia and
their strength in Asia. You see flexibility, agility, a willingness and an ability
to respond quickly to opportunities.
So, underpinning realizing those synergies is a cultural alignment that goes
alongside the business alignment that I've already referred to.
Now, when it comes to actually driving those synergies, in due diligence we
have been very thorough. We have been thorough, sector by sector, country
by country, event by event, identifying event-specific opportunities.
Now, I mentioned earlier that the growth rate has been a tad lower in the last
couple of years, because of some space constraints. We know that new space
is coming on stream for the next edition of all those events, so we will benefit
from additional space. You will see a rapid acceleration in growth through
2017, but certainly into 2018.
We can see opportunities to spin off segments from existing large shows, as
we have done in UBM elsewhere.
We see tremendous opportunities to sell across databases and across the UBM
network in Asia and, indeed, across the world, as we have done before.
And we see good opportunities to introduce value-based pricing, which has
worked well within Asia. We've done it before.
So, a lot of the synergies in nature are very familiar ground and have been at
the source of the growth that we have generated in Asia over the last few
years.
Just to give you a little bit more color. There are five events, which will
benefit from additional space. We know the pacing on those events running
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into their next editions, and the pacing is entirely in line with the projections
included within our forecasts.
I mentioned food. Obvious opportunity to cross-sell against our food
ingredients and our food and hotel existing businesses to the strong presence
Allworld has in that.
There are some really good opportunities for us to co-locate some shows. The
effect of which will mean we're able to take segments out of existing UBM
shows and co-locate them with existing Allworld shows, so freeing up space
in those shows in UBM, which then allows them to grow. In other words, it
allows us to release space constraints on existing UBM shows.
We've done the detailed work that supports the strong synergy opportunities
that we've identified. They're clear. But it is clear because of the differences
in the way we operate that we're going to have to invest in Allworld.
That's why you see integration costs a little bit higher than you might expect
for an acquisition of this size at $20 million. That's why we've assumed net
zero cost synergies in our case, and that's why we expect it to take something
like two years to realize those opportunities.
But, fundamentally, a very thorough job supporting the financial returns.
With that, I'll now hand over to Marina.
Marina Wyatt:

Thank you, Tim. With, firstly, a slide called financial information and
guidance, I want to give you some information to help you with your
modeling of the business.
Firstly, is a little bit of background. Allworld's financial year runs to June 30,
whereas, of course, UBM's runs to December 31. This is why you see both
dates on this slide.
June 2016 figures are the ones for Allworld, used for due diligence and
valuation purposes, but we've modeled the portfolio, going forwards, on the
basis of a December yearend.
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A significant part of Allworld's portfolio is made up of biennial events, as Tim
said. So, 27 out of the 51 events are biennials, and this is around 40 percent of
total revenue. Biennials contribute slightly more revenue in the even calendar
year, but the real difference is in the EBITDA margin, which is strongly
higher in even years.
The majority of the portfolio is performing strongly. However, biennial
revenue in 2017 will be negatively impacted by the impact of the downturn in
oil and gas, compared with 2015. We have assumed, after 2017, that there
will be some recovery in this sector.
So, if we look at the annual event section on this slide, we expect growth to
accelerate from the 6 percent we've seen in the last financial year, so this is for
annual events, to double-digit growth in calendar 2017 and 2018. The impact
of increased venue capacity and value-based pricing are step changes in this.
Once they've been executed, we expect growth to moderate to high single
digits from 2019 onwards. So, this is for annual events, and there's a bit more
detail on the slide.
On the biennial events, double-digit growth is expected from 2018, as we
execute and see the planned initiatives coming through in what is also the up
year, if you like, for biennials.
In terms of EBITDA margin, in calendar year 2017, this will be around 35
percent. This is lower than you've seen in the financial year ended June 2016,
because of the biennial mix. Then, in 2018, the margin will be significantly
higher, because of both the biennial mix and due to the gearing benefit coming
through the accelerated growth.
The other thing I just want to bring to your attention for modeling purposes is
that Allworld has a depreciation and amortization charge of around $0.4
million a year, and its tax rate is in the low 20 percentage points.
If we then look at the next slide, which is just on financing. The $485 million
purchase price is being financed through a new, $365 million bridge facility,
with the $120 million balance coming from our existing RCF. We intend to
replace the bridge facility with new, longer-term debt in due course.
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Our financial policy is unchanged. We expect our investment grade rating to
remain intact. As of year-end, so year-end 2016, we expect to be inside the
upper end of our leverage range on a pro forma basis. To remind you, that's
2.5 times.
In line with our financial policy, we expect to return to our target leverage
corridor within 12 to 18 months.
As we go through the next few years, we intend to maintain our bolt-on
acquisition program within this financial policy.
With that, I will hand back to Tim for the summary.
Tim Cobbold:

OK. Just to conclude, I'd just like to reiterate, I think it's another significant
step in the transformation of UBM to become the pure-play – the leading
pure-play events business.
Of course, we're effectively – it's worth remembering, we're effectively
redeploying that portion of the PRN proceeds that we retained. Just a
reminder, we returned half of those proceeds to shareholders in July. We're
effectively redeploying them in Allworld, a high-quality, high-growth events
business.
The acquisition entirely in line with our Events First strategy. It delivers
strong growth and margin expansion, and so, strong financial returns for
shareholders, which is, after all, the point. So, we think it's a tremendously
strong acquisition for us to make.
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With that, we'll open it up to Q&A. So, I think you're going to moderate it, is that right?
Operator:

We will now begin the question and answer session. To ask a question, please
press star one on your telephone and wait for your name to be announced. If
you wish to cancel your request, please press the pound or hash key.
Our first question comes from the line of Katherine Tait.

Katherine Tait:

Good morning, everyone. This is Katherine Tait from Goldman. Just a few
questions from me. Firstly, clearly this acquisition gives you exposure to the
oil and gas market, which, as you mentioned, is a bit of a new step for you
guys. Clearly coming in at the bottom the cycle is an interesting time to come
in. I just wondered if you can give us a little bit more color about exactly
what it is that you see as attractive about this particular market, and why you
wanted to increase your exposure there.
Then perhaps beyond that, can you give us any idea around the growth
differences by segment? Has the growth differed widely between the different
end markets, or has it been more broad-based in recent years?
Then finally perhaps, clearly, this acquisition gives you increased exposure to
Asia away from the US and Canada, which is an opposite approach of some of
your competitors. I wonder if you could just talk about whether or not you're
happy with the new geographic portfolio mix, if you like, and whether you
would, yes, see any changes to that going forward. Thanks very much.

Tim Cobbold:

OK, Katherine. Thanks for the questions. First one was just about the oil and
gas market.
Well, I think, fundamentally, if you look at our industry, the oil and gas
market supports a significant range of events across the globe. They tend to
have a regional dimension to them. They can also have, of course, a, how
would you say it, an upstream, downstream, midstream dimension, to them as
well.
So, fundamentally, oil and gas drives a lot of events activity. Ergo, for that
reason, as an events business, it would be of interest to us.

BRUNSWICK GROUP
Moderator: Tim Cobbold
12-13-16/8:30 GMT
Confirmation # 38149910
Page 11

In this particular case, rather than just being excited, because there is an event
called oil and gas, we actually get access to the largest oil and gas show in
Asia. It's run in Singapore, called OSEA. It's not just about, I've got an oil
and gas show. It's actually about having a strong oil and gas show that is a
leading event in Asia and in the region. So, that's why oil and gas is attractive
to us.
Your general question then about what's the driver of the growth? Well, the
general message is that the growth is broad-based. Fundamentally, I think the
way to think about it is that the underlying growth dynamics in the
geographies in which Allworld operates, obviously, we know them well, Asia,
have been strong. We see good growth throughout ASEAN when we look at
the sectors and Allworld is more strongly represented in ASEAN than we are.
The sectors where they are strong in China, particularly packaging and in food
and hotels, we also see good growth. So, it's broader rather than there is no
particular reliance for growth on some eureka sector. Broad-based is the
message there.
Your third part was about geographical mix and others are going in other
directions, I really want to – that's just the wrong way to look at it. As I said,
the movement in our geographic mix for UBM is about 4 percentage points
towards emerging markets away from Asia. It's a finessing. You should not
see this in any way as a statement or preference for Asia versus Americas at
all.
We are a global events business, so we're always interested in strong events,
strong portfolios of events, across the globe. The larger ones are larger, so if
you make a move for one of those, you are bound to have the effect, because
of scale. Don't read in any way to not liking the US at all.
So, there we are.
Operator:

Your next question comes from the line of Ian Whittaker.
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Ian Whittaker:

Hi, there. It's Ian Whittaker from Liberum. Just a few questions. First of all,
just in terms of this deal, obviously, big size. Would you say from now on
that you think the emphasis will be very much on bolt-ons, or are you open to
a similarly sized transaction in the near to medium term?
Second of all, just building on from Katherine's question. You have entered
the oil and gas sector. Are you now happy with the exposure that you have to
there, or do you think oil and gas will be an area that you'll be particularly
focused on, in terms of your bolt-on deals moving forwards?
And then, third of all, you mentioned that in terms of some of the benefits that
you will get for making this transaction, was that it will free up space within
the UBM portfolio. Have you taken a view on how much this effect, as it
were, could help boost UBM's organic new growth rate in its exhibitions?

Tim Cobbold:

OK. Thanks, Ian. So, your first question was just around, does this mean
we'll continue with bolt-ons? Just to be really clear, we regard bolt-ons as
quasi-organic. Now, it doesn't mean they're in our organic growth rates by the
way, but just quasi-organic. We should be and will continue to look for bolton acquisitions as a matter of course and as part of our, if I can put it this way,
a part of our daily business.
The financing in place for this ensures that we have the capacity to continue to
do that, and be really clear, right. So, that continues, just like organic revenue
growth continues.
Vis-à-vis your point about larger ones, I think the day you announce a
significant acquisition is not to be the day to be announcing, we'll never do
another one or we'll do another one tomorrow. Clearly, we are in the events
business and we will continue to monitor closely the larger opportunities that
remain out there. We take each one of those on their merits at the time. No
great statements about that.
Your second question was about oil and gas. Having established a presence in
oil and gas, it certainly means that if there are oil and gas bolt-on
opportunities, or other opportunities, we ought to be that much more
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interested having got a presence, because it is easier to drive synergy as a
result of that.
But, does it mean that we will focus our bolt-on activity on the oil and gas
segment in some way to the exclusion of other goods segments? No. It
broadens our sectoral spread and, therefore, means when we look at bolt-on
acquisitions, that that landscape has broadened correspondingly.
The final one was about the – I can't …
Marina Wyatt:

Overall, growth rate, and does it boost our overall organic growth rate.

Tim Cobbold:

Right. The underlying effect is it does increase our growth rate. I'm not sure
we're into quoting a number yet. What do we think on that?

Marina Wyatt:

Well, it obviously depends on your starting point as well. But I think if you
look at the combined Group, it should move it up somewhere between 0.4
percent, 0.5 percent on top of where we are today, something like that, but it
depends on where you are.

Tim Cobbold:

OK, Ian, hopefully that answers your questions.

Operator:

Your next question is from Nick Dempsey.

Nick Dempsey:

Hello. It's Nick Dempsey here.

Tim Cobbold:

Hello, Nick.

Nick Dempsey:

(Sorry), too noisy here. Yes, so first question. I guess, Tim, your strategy
since you came in has been not to do geo-cloning, not to launch things to
prune away smaller things. That doesn't necessarily sound like it fits with
what your strategy is for revenue synergy is here, which sounds like creating
more events to maybe doing a bit of geo-cloning, etc. So how do you square
that circle?
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And second question just on interest. When you eventually look to sort out
the debt, will you look for private placement? And is Informa's 3.6 percent,
that they just did recently, a sensible starting point for us?
And last question just on tax rate in 2017, where I know you said what the
Allworld tax rate was, but where, roughly, will this take UBM Group to in
2017?
Tim Cobbold:

OK. So, Nick, I think it's important under Events First, it is absolutely the
case that we have been – sorry, actually, through 2017, we will complete the
process, a three-year process, of cleaning up the portfolio.
The reason for that is that when we have been, in the past, shall I say
launching events or geo-cloning, which is another version of launching events,
how can I say this, we have not been as – or we were not sufficiently
disciplined in the way we went about doing that. Therefore, we've had to go
through this process of cleaning it up.
As part of that, we know that launching events is an important part of running
an events business and we have significantly tightened the criteria that are
now used in the Group to launch events and those criteria, we will use and
have used in identifying the opportunities here.
Some of these things, like hiving off segments of existing shows into their
own shows or co-locating, we have been doing, I can tell you, throughout my
time in UBM and are very much normal business for us and it's particularly
true in Asia.
So, I agree the rhetoric doesn't quite resonate, but, actually, underneath,
underlying-wise, it's entirely in line with what we've been doing.
Remember as well, one of the big drivers of the growth, certainly through
until 2018, is utilizing extra space that is in these venues and we're really good
at doing that.
That's the first question. Marina's going to just deal with interest and tax.
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Marina Wyatt:

Yes, I am. Yes, as I said, we will put in place new long-term financing and I
think the interest rate you quoted, Nick, is – that's fine; it will be there or
thereabouts is our anticipation, as things currently stand.
One of the things to remember is we will not expect to get tax relief on that
interest, so I think it's useful for the modeling.
In terms of the Group's tax rate going forwards, this will add between 1 and
1.5 percentage points to the Group's tax rate as we go forwards. So,
hopefully, that answers it.

Operator:

The next question comes from Patrick Wellington.

Patrick Wellington:
Tim Cobbold:

Good morning, everybody. Can you hear me?

Yes. Good morning, Patrick.

Patrick Wellington: A couple of financial ones first. Marina, you said the margins in 2018
would be significantly higher. Is that significantly higher than the 35 percent
of 2017 or the 39 percent of 2016?
Marina Wyatt:

I'm referring – comparing it to the 35 percent of 2017 to be clear.

Patrick Wellington:

Would you like to compare it with the 39 percent of 2016 as well?

Tim Cobbold:

No.

Marina Wyatt:

No, not really. I don't think – it could sneak up a little bit from there; only a
little bit.

Patrick Wellington: OK, that's great. Secondly, the exceptional item, as you say – well, the
$20 million is an exceptional item to be clear, is that right?
Tim Cobbold:

It will be; that's correct.

Patrick Wellington:

Is it all cash and how long does it take to come out?
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Tim Cobbold:

So, think of two years or so; may dribble over a bit, slightly depends on the
systems work that we've got to do. And you're right to think of it in cash
terms.

Patrick Wellington:
Tim Cobbold:

OK. Third one, what's happening with the management of Allworld?

OK. The current chairman is also a member of the family that owned
Allworld. He will be a consultant to us for a period of 12 months. The three
senior people, who report into him, will be coming across into UBM, and
we've done some appropriate things in terms of making that good news for
them. We're already – we've been in dialog with them for some time now, so
they'll be coming across.
Then the reports into them, they'll continue to report into those people. So,
management of Allworld will form part of the management of UBM in Asia.

Patrick Wellington: So, who's going to running it? The existing UBM management in Asia
will be …
Tim Cobbold:

Right, so the – correct, so Jime Essink, who is a very experienced – has been
running our Asia business for, what, eight or nine years now very
successfully. Those three will report into him.

Patrick Wellington: And then just looking at Allworld, it's great, it grows at 7 percent per
annum. It's in Southeast Asia. UBM's organic growth, ex the effect of Events
First, was 1.3 percent in the first half. Why does this business grow so much
faster than UBM, which is a question about UBM, if you like? Have you got
the wrong shows? I mean what's the …
Tim Cobbold:

Well, it's nicely put. Let's just remember that it's a business of a – just under
$100 million and it is very focused on Asia and, particularly, on ASEAN,
right. If I compared the growth rates, I think I've said to you before, Patrick,
the growth rates that we're getting on ASEAN compare very – in ASEAN, for
example, and generally in China, compare very favorably with what ASEAN
is reporting.
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I suspect if we hived – well, I don't suspect, I know, if we hived off our Asian
business, you would find the comparators are very, very favorable.
I don't think a comparison with some of the challenges UBM's had elsewhere
in its portfolio works in this case, though the point is still well made.
Patrick Wellington: And just to follow that and go back maybe to Katherine's original
question, I don't see many correlations here with your fashion business and I
don't think your US shows would make this sort of 7 percent growth rate. But
your split between the US and Asia and you've deployed capital in both,
looking back at Advanstar, was that the thing therefore to do?
Tim Cobbold:

Yes, Advanstar, everything points to Advanstar have been generating very
strong financial returns for shareholders.
Let's remember prior to Advanstar, our representation if you look at it from
the geographic dimension from UBM, our share of – the proportion of our
revenues that was derived from the US market, which is still the largest
market in the world at approximately just over 40 percent of the events
industry was below 20 percent.
So, Advanstar made sense from that geographic perspective, it made sense
because of scale in the margins. It still does, and is delivering great returns.
I think your point about sectors is interesting. What's good here is that the
sectors in which Allworld are strong are complementary to our business in
Asia, so that helps drive further growth. Therefore, those sectors – but those
sectors are different to fashion and, for example, generally jewelry. So,
actually, it improves the sectoral spread within UBM, as a whole, as well.

Patrick Wellington:

OK. Thank you very much.

Tim Cobbold:

Thanks, Patrick.

Operator:

Your final question comes from Steve Liechti.

Steve Liechti:

Morning. I think that’s me, Steve Liechti from Investec.
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Tim Cobbold:

Steve.

Steve Liechti:

Hi.

Tim Cobbold:

I know what it’s like to have a non-pronounceable surname, don’t worry.
(I’ve experienced it).

Steve Liechti:

Just on the price, about 13 times historic and it looks like it's about 14 times
on your guidance on an EV/EBITDA basis. I get the fact this is a growth
asset, but it seems like a pretty full price to me and in terms of return over
WACC by year three. It feels like you paid up. Can you just give us a bit of
comment on that, first of all, just to fill in the gaps there?
Secondly, just on detail, Singapore, can you give us any commentary on
revenues coming from Singapore, because it looks like you've got quite a lot
of big events there?
And, whether there's any fear or concern about business leaching in to the
smaller countries and territories from Singapore, whereas historically,
Singapore, I guess, was almost the focal point for the region and are you
concerned about that sort of dynamic, Singapore in itself?

Tim Cobbold:

OK. Well, let's just talk a little bit about price and I'd be clear. As you said,
on the last available numbers, right, this is sub-13 times, really, you answered
your question, for a high-quality, high-growth, pure-play events business. I
could go on – all the characteristics of events; operating long-term growth
geographies; well spread, both geographically and sectorally. And because of
that, it releases significant synergies.
So, I think pretty much it compares favorably what you've seen elsewhere,
period really. I should add, of course, rather importantly, that because of
those synergies that we're able to generate, it generates strong returns from
shareholders.
I think beating the right cost of capital in the third year is still a very strong
performance in terms of returns for shareholders.
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As regards your comment about leaching, I mean Singapore is about, what, 25
percent of the business.
In terms of leaching into the other countries, the point here is that we're in the
other countries. Actually, the right thing for us to be doing is to be ahead of
what you describe as leaching, and meet the needs in those markets, as they
grow. So, I think we're on both sides of that fence. Am I concerned about it?
No, I think it's probably opportunity.
Steve Liechti:

Great, thanks.

Tim Cobbold:

Thanks. All right, I think …

Operator:

Johnathan Barrett.

Tim Cobbold:

OK.

Johnathan Barrett: Good morning, can you hear me?
Tim Cobbold:

Yes, we can, Jonathan.

Johnathan Barrett: Hi. I just want to tackle this geographic question a little bit more, if I can,
than some of my peers have. We've obviously seen, we all know about
Advanstar, we know about some of the bolt-ons you've done, etc., since
you've taken over. Perhaps you can actually just be clear about where you
intend to taking the Group geographically, going forward? Should we expect
you to effectively balance the portfolio in line with the mix in the market? Or
do we expect to see something skewed perhaps by sector or perhaps by a
specific element of the emerging markets?
There's lots of options here in terms of how you take the business forward.
Can you just contextualize all this for us, so that we have some understanding
of how you got to where you are and how you're going to take it forward
geographically?
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Tim Cobbold:

OK. I think like all this, there are a number of different dimensions to think
about, and you chose to say – you chose to ask where are you going to take
the business geographically, or proportionately?
Forgive me, I think that's probably not the best way to think about it. I think a
better way to think about it is we are an events-focused business. And, when
you look at the geographies in which we operate, Asia, North America,
Europe, the Middle East and Africa, it is certainly the case that in the Middle
East is something of a wide space for UBM.
Hence, you have heard us refer to the 11 percent of Allworld's revenues that
are in the Middle East, because that is of interest to it. It's the most significant
presence that UBM has had there in the events business.
But when we look at opportunity, clearly, number one mission is organic
growth from the existing portfolio and improvement to do that. Here is work
to do and we are well on the way to doing that.
When we think about further acquisitions, certainly the sorts that are going to
change those numbers and, let's remember, Allworld only have the effect of
moving the US from whatever was it, 43 percent to 39 percent of overall
Group's revenues.
When we think about that, we think first about the quality of the portfolio, if it
is large, or the quality of individual assets. That is the ruling dimension, if
you want, in terms of whether we decide to invest in that business or not.
Then we think about it, what does this mean from a sectoral perspective.
Have we got good spread sectorally and have we got good spread
geographically? So, what will happen geographically, will be more of a factor
of how we look at the quality of the asset than a specific move geographically.
Though, we'll always be conscious of not wanting to be too far into one
geography than another.
So, I'm sorry it's not a direct answer. But I think probably if you think about
it, we'll be entirely rational in approach.
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Johnathan Barrett: OK. No, I think that's fine. The sector comes top, and the quality and size of
the assets within that.
Tim Cobbold:

Yes.

Johnathan Barrett: And the geography, you simply don't want to get an imbalanced portfolio.
Tim Cobbold:

Yes, yes.

Johnathan Barrett: Fair enough. OK, great, thank you.
Tim Cobbold:

Thanks very much for the question.
Right everybody, I'm a bit conscious of time, so what I suggest we do is we
wrap it up there and I say thank you very much for joining us. We'll see many
of you soon.

Operator:

This concludes today's conference. Thank you for participating. You may
now disconnect.

END

