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General Insights
 
For the past two months we’ve been surveying a host of professionals  
across the UK events business to see what’s keeping you up at night, 
where you think the biggest opportunities for the industry will come 
from and who you think is doing it right. We’re revealing our findings 
today and the data brings two interlinked themes to the fore. 
 
Talent is always key in such a people-oriented business, but hiring the best 
people was a major theme in this year’s results, with 55% of directors who 
responded seeing this as the single biggest challenge in their business. 
Comments from across the industry also highlighted that many people 
felt their roles were changing or set to change, with production teams 
already reporting pressure to deliver more digitally innovative events, and 
sales and marketing teams expecting a significant shift towards digital 
marketing over traditional sales approaches to impact both on roles and 
on compensation structures.
 
Technology is not just a key factor in these changes, but an issue which 
is having an effect across the board. Our survey shows that using new 
technology and delivering innovation is seen as the single biggest 
challenge in the industry, with more than a third of those surveyed picking 
it out as the main issue facing them. At the same time technology is also 
having a positive impact on the business; our respondents agreed that 
IT, Technology and Telecoms events are most likely to drive growth for 
the industry.
 
Finally, we’ve seen a huge amount of discussion about new acquisitions, 
and the possibility of even more, continuing to drive change throughout 
the sector. With big players seeking to expand and private equity money 
looking for ways to build strong events portfolios, we feel that this is 
the main factor setting the tone for the rest of what’s happening in the 
industry.
 



We spend most of our time thinking about talent and we understand 
how vital the right people are to events businesses. It seems we’re not 
the only ones – many of the sectors we surveyed see this as the main 
challenge facing them this year. Perhaps even more significantly, 55% 
of director-level respondents to our survey told us this was their top 
priority.
 
This emphasis on talent comes as the people needs of events businesses 
are changing rapidly, driven by a gradual shift from a reliance on sales 
to a strategy driven by digital marketing, and increased demand for 
innovation from conference production teams. The pattern emerges 
clearly in responses to our survey:
 

“Events companies will continue to shift their spend from sales to 
marketing, with increased use of automation.”

“The production role is changing and having increasing overlap with 
marketing and sales. Pressure for innovation tends to land on the 
producer.” 

“The commissions and OTEs earned by conference sales people will 
fall, the model will become more like exhibitions and become bonus 
related.”

Tim South, our head of events, says: 

“the critical thing in today’s climate is to build a team which can deliver 
great content, genuine innovation and long-term partnerships with 
sponsors and exhibitors. Short-term revenue is great, but we’re focussed 
on working with clients to try and build teams which can deliver 
sustainable, long-term growth.”
 

Talent



As well as being a key driver in the ongoing search for talent, new 
technology seems to be a double-edged sword for events businesses. 
On the one hand, IT, Technology and Telecoms events were the most 
popular choice to see the most growth in the near future, with 22.6% of 
respondents agreeing. On the other, successfully using technology is 
seen by 35% of our respondents as the main challenge facing the industry 
– although it’s interesting to note that our questions don’t distinguish 
between technology used behind the scenes and technology used during 
the live portions of events to enhance the experience for attendees. A 
unifying theme seems to be that no-one feels the digital elements of 
events are a replacement for the live, human experience, as these two 
quotes illustrate perfectly:
 

“Face to face, live events are not going to die. The challenge now 
for events businesses is to provide a combination of high quality 
targeted networking with high value content whilst offering elements 
of entertainment and fun at the same time.”
 
“In some cases all the talk of ‘innovation’ & ‘event communities’ still 
can’t compete with just creating events that do what they say on the 
tin - offering a great experience over a set number of days & delivering 
the right audience.”
 

Tim South says:

”the importance of investment both behind the scenes and in live portions 
of the event cannot be underestimated. This can often be the difference 
between being “just another event” and delivering real excellence.” 

Technology



There’s one final quote we wanted to pull out in this summary, because 
it touches on a theme we feel is central to the whole climate of the 
industry at the moment:
 

“Personally I think that the industry is fragmenting. You have big 
players - UBM, Clarion etc. - who have investment money but are 
struggling to do enough acquisitions & who are only growing through 
acquisitions rather than internal innovation.”
 

In many of the conversations we’ve had with key figures in the industry 
recently we’ve noticed a similar sentiment being expressed – there’s 
plenty of cash, particularly private equity money, chasing good acquisition 
opportunities in the events business, but very few deals being done. 
We recently saw a fiercely competitive acquisition of Clarion where 
Providence Equity beat out four other bidders and this is a pattern we’ll 
expect to see repeated, with large cash injections for the major players 
in the industry, who in turn will look to grow by acquiring smaller, more 
nimble businesses with strong events porfolios.
 
Tim says:

“it’s not quite true that the only growth is coming from acquisitions – 
there’s been significant organic growth too, particularly in technology 
events. There does definitely seem to be a lack of opportunities for 
outside investors though. Events companies are focussed on internal 
innovation, and are busy geo-cloning their best brands and developing 
new events in specific niche markets.”

Acquisitions



Position Analysis
Production

Production teams are most concerned about their own role, and tend to see finding 
speakers and quality content as the biggest challenge for the industry. 

“The production role is changing and having increasing overlap with marketing and sales. 
Pressure for innovation tends to land on the producer. There isn’t enough time in the day 
to pursue new ideas and still hit deadlines. Long story short, more and more work to do 
in the same amount of time.”

Operations
Recent changes in technology have impacted 
most heavily on the operations teams of 
events companies - new innovations are 
meaning changes to everything including 
event formats.

Director Level
Director-level respondents seem to be 
broadly in line with the rest of the industry, 
with the majority expecting IT, Technology 
and Telecoms to be the main growth area. 
Directors are also the most concerned about 
the challenges of hiring the best people, and 
are the group whose quotes highlighted the 
issues around acquisitions we've discussed 
above. 

44%

think the main
challenge is finding

high quality speakers

55%

think that hiring
good people is a
major challenge
for the industry

57%

see innovation as
the key challenge
for the industry

55%

think that hiring
good people is a
major challenge
for the industry



Position Analysis

“Events companies will continue to shift their spend from sales to marketing, with increased 
use of automation.”

“Differentiating through building an event brand is crucial, but extremely difficult.”

“We need to make sure the paid-for delegate model is sustained”

“There is a lack of respect for the conference 
industry (same as estate agents). Due to 
competition there’s lots of pressure to 
generate revenue which leads to “quick-
wins” selling where business development 
executives don’t really care about the needs 
of the client. This has earned the industry a 
bad reputation.”

“It’s important to be ahead of the market so that you offer a genuine thought-leadership 
platform and a first-rate networking opportunity”

Marketing
Marketers seem to be most focussed on the audience - their biggest worry is delegate 
revenue, which ties in to some of our previous comments about a shift to digital marketing 
with many events businesses focussing on online channels to drive delegates. Marketers 
also feel that this is an area to focus on, with their biggest worry being attracting and 
engaging with the audience.

Sales
It's probably not a big shock that the majority of event salespeople responding to our 
survey see driving revenue as the big issue facing them. We think the biggest challenge 
is to balance the pressure to bring in short-term cash against the need to deliver true 
long-term value for both sponsors and delegates, which can help turn a good event into 
a market-leader.

“The competition for marketing dollars is intense and the need to demonstrate real ROI 
is increasing rapidly.”

83%

see generating
delegate revenue
as their biggest

challenge

50%

think that attracting
and engaging with
the audience is the
biggest challenge

for the industry

52%

of sales professionals
think sponsorship

revenue is the
biggest challenge



This is arguably the most competitive market for quality content with all of the    
major players competing to have the leading event in the industry. 2014 saw a 
coup for GSMA who managed to get Mark Zuckerberg to speak. 

We’re slightly surprised to see limited growth predictions in Asia despite the number 
of large companies in the region. There’s been acquisition news here too as Money 
20/20 was acquired by i2i events in the face of fierce competition from all the 
major event businesses.

think that the sector will see the biggest growth in 2015

think that Europe and North America will see the most 
growth

think that generating sponsorship and exhibition revenue is         
the biggest challenge in the sector 

think that the Economist and CloserStill are best at new   
event initiatives 

Sector Analysis

Events in fashion are continuing to follow the pattern of the industry. Growth 
is expected to be concentrated in Europe, home to three of the world’s major              
fashion capitals, and in Asia where a boom in luxury goods still seems to be gathering 
pace. 

Interestingly the events business doesn’t seem to expect much growth in the Middle 
East, despite an evident appetite for high-end brands there. 

think that Europe will also be a main area for growth

think that Asia is the main area for growth in the sector

think that finding quality speakers is not an issue facing the  
sector

IT, Tech and Telecoms

Retail and Fashion

33%

57%

50%

27%

33%

41%

95%



Our survey suggests that UBM have had the strongest year, perhaps due to the 
continued strength of EcoBuild. It also predicts growth in Asia, where DMG are 
poised to capitalise with their Big 5 events. 

With Informa acquiring Hanley Wood’s construction events to increase their 
standing in the market and with construction vacancies increasing by 60%, the 
next 12 months should be a very interesting period for the sector.

think that Africa will be the main region for growth for the    
sector in 2015

think that hiring good people for the business will be the 
main challenge 

Sector Analysis

Construction and Manufacturing

think that generating sponsorship and exhibition revenue is 
the biggest challenge in the sector 

Mining and metals remains something of a niche market. As with many other 
areas of the industry hiring seems to be an issue – perhaps because of the level of 
specialist knowledge required to deal with professionals in this market.

think that the sector will see the biggest growth in 2015

Mining and Metals

Finance and Insurance
We saw both the rate of hiring and the average salary on offer for finance events go 
up last year, whilst the same numbers for insurance went down – it seems that the 
industry might expect that to continue in the next twelve months, with confidence 
running high around finance events but quite the opposite for insurance.

think that the Finance sector will grow in 2015 but only 4% 
think that Insurance will grow

overwhelmingly think that Europe will see the most growth

71%

43%

33%

57%

39%

64%



Clarion and DSEI are a clear market leader with DSEI still the biggest event in the 
defence business. It seems a safe guess that a conservative victory in the election 
will mean stable defence spending in the UK for the next few years but with politics 
seemingly becoming more unpredictable and the shock victory of Syriza in Greece 
that pattern may not be repeated everywhere.

think that Europe will see the most growth

think that Oil, Gas and Energy will see the most growth 

think that fresh and engaging content is the main challenge  
facing the sector 

Sector Analysis

It all seems to be about oil rich Africa in the energy sector: there’s been an increase 
in event development in the region and ITE Group recently entered the fray with its 
acquisition of Oil Week. It will be interesting to see the oil market’s response to the 
recent price drop.

of respondents from the sector think that it will see growth in  
2015

think most of that growth will come from Africa

agree that hiring good people is the main challenge for the 
business

voted for Terrapinn being best at introducing new event       
initiatives

Oil, Gas and Energy

Defence and Security

think that developing fresh and engaging content is a 
problem facing the whole indsutry 

66%

33%

30%

22%

38%

23%

  9%

80%



It looks as though the status quo persists in legal events - our respondents feel that 
Informa, Euromoney and Incisive Media are still the leading players. Since they’ve 
all boasted strong legal conference, event and training portfolios hiring might be 
what divides these three front-runners this year - it’s always tough to find exactly 
the right people for legal events, where attention to detail and the ability to deal 
with an exacting client-base are paramount.

think that hiring good people for the sector is the main    
challenge over the next 12 months

think that keeping up to date with and successfully utilising 
technology is the biggest challenge for the sector

Legal

GovNet, Dods and Capita lead the way in UK public sector events, providing a 
mix of analysis and events. With a lot of their events overlapping this is a pretty 
crowded and competitive space, and it’s tough to keep up with the relentless pace 
of change in British politics. Our survey also expects growth in the US, in the lead-
up to the next presidential election.

of respondents from the sector think securing high quality   
speakers is the main challenge

see North America as the main region for growth

Sector Analysis

Government and Politics

Pharmaceuticals and Healthcare
With North America accounting for 41% of global pharmaceutical sales it’s perhaps 
not surprising that many companies are targeting that area. Arena and WBR for 
example are heavily focussed on the US, and it’s no surprise North America has the 
most growth.

think that overall, Informa are the best at delivering new event  
initiatives

think that North America will be the main area for growth

36%

37%

66%

43%

43%

43%



Contact: Tim South 
tim@caseltonclark.co.uk

020 7559 6700

Our Media Team

Tim South      tim@caseltonclark.co.uk

Tim heads up our media business, working closely with our clients and 
with senior professionals from all disciplines. Tim was previously a senior 
executive at Informa Media and ran specialist media recruiter TTCS for 7 
years.

Hannah Todd    hannah@caseltonclark.co.uk
  

Hannah specialises in working with professionals in sales, production and 
operations from entry level up to junior management. Hannah, who joined 
us from an events management company, is also our key contact for 
graduate applicants.

James Dickinson   james@caseltonclark.co.uk
  

James is responsible for all of our work with marketing professionals at 
all levels, from executives right up to marketing directors. His client list 
includes many of London’s top media businesses.

Julia Prodrick    julia@caseltonclark.co.uk
  

Former Hyatt Hotels executive Julia heads up our work with senior 
production and operations specialists, with a particular focus on the events 
business.
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