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FORWARD-LOOKING STATEMENTS

This presentation contains forward-looking statements within the meaning of Section
27A of the US Securities Act of 1933, as amended, and Section 21E of the US Securities
Exchange Act of 1934, as amended. These statements are subject to a number of risks
and uncertainties that could cause actual results or outcomes to differ materially from
those currently being anticipated. The terms “outlook”, “estimate”, “project”, “plan”,
“intend”, “expect”, “should be”, “will be”, “believe” and similar expressions identify
forward-looking statements. Factors which may cause future outcomes to differ from
those foreseen in forward-looking statements include, but are not limited to,
competitive factors in the industries in which Reed Elsevier operates; demand for
Reed Elsevier’s products and services; exchange rate fluctuations; general economic
and business conditions; legislative, fiscal, tax and regulatory developments and
political risks; the availability of third party content and data; breaches of our data
security systems and interruptions in our information technology systems; changes in
law and legal interpretations affecting Reed Elsevier’s intellectual property rights and
other risks referenced from time to time in the filings of Reed Elsevier with the US
Securities and Exchange Commission.
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Mike Rusbridge

CEO, Reed Exhibitions
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Reed Exhibitions: A key part of Reed Elsevier today

2012 Revenue 2012 Adjusted operating profit
£6,116m £1,713m
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We are the world’s leading exhibition organiser

e ~500 events in 42 countries serving 44 industries
e Over 7 million participants annually
* £854m revenue in 2012, with good growth and good margins

e Strongly cash generative and high returns on capital
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We operate in a large, growing, global industry

e Total market size c$27bn *
e Growth across the economic cycle

e Organising spend as a percentage of total GDP in emerging countries below that of
developed markets and growing, with additional venue capacity coming on

Exhibition organising markets as a percentage of GDP (2012)*

India jm—0.013%
China  — 0.019%
Mexico |EEG— 0.025%
Brazil — 0.025%
GCC — 0.034%
Russio S 0.042%
Italy S 0.046%
Turkey | 0.047%
Average I (.051%
Germany | 0.059%

France | 0.060%
UK 0.065%
us | 0.072%
Hong Kong 0.152%

*Source: AMR International 2013 ‘Globex” market report
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Revenue by geographic format*

2012 revenue

*on an event location basis
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We are the leader in a fragmented industry

Industry revenues and market shares 2012

HRX
mUBM
Messe Frankfurt
Comexposium
B Messe Basel
mITE

Messe Munich
B Messe Hannover
mInforma

HKTDC
W Messe Cologne
M Nielsen
W GL Events
m Other

Source: AMR International 2013 ‘Globex’ market report
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Total market share represented by top 14 companies = 20%
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We have a broad geographic spread with leading
positions ...

| KR
#2/3
. ' -

Small 5"‘
. New Markets

Not present
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Food / Business services, Aerospace /
hospitality, 3% 3%__ marine, 2%
I Engineering, 15%
Other industry,
4%
IT & Telecom, 4%
R ion, 5% Entertainment,
ecreation, 5% 11%
Environment, 7%
Travel, 8%
Design, 7%
Construction, 7% Property, 8%
Health, 8% Homes, 8%
2012 revenue analysis — externally reported
G\Reed Exhibitions 10




Financial performance

Revenue (Em)
693 707 854
485
2010 2011 2012 H12013
Underlying revenue growth*
+10%
+7% +7%
-3% . .
2010 2011 2012 H12013
Margin 22.8% 23.6% 24.6% 31.0% |
* Underlying growth excluding biennial event cycling
SR G Reed Exhibitions | — 11
Strategic priorities
e Drive organic growth through improving customer value, supported
by:
— increased customer insight
— global technology platforms
— sector groups
e Prioritise faster growing geographies and sectors through launches
and selective acquisitions
— G Reed Exhibitions | — 12




Richard Mortimore

CEO, Reed Exhibitions UK
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Agenda

About Reed Travel Exhibitions
Responding to customer needs
Enhancing the face-to-face format
Adding value through technology

e N e

Improving customer satisfaction by providing choice

Followed by a tour of the exhibition

— (2 Reed Travel Exhibitions
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The World's Leading Travel & Tourism Events Organiser

20 exhibitions, 4 portfolios, 8% of Reed Exhibitions’ revenue

Leisure Travel
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Luxury Travel

*| INTERNATIONAL
LUXURY TRAVEL
MARKET

* | INTERMNATIONAL
" LUXURY TRAVEL
| MARKET | ASIA

" | INTERNATIONAL
' LUXURY TRAVEL
MARKET

* | INTERNATIONAL
LUXURY TRAVEL
MARKET | AFRICA

7 | INTERNATIONAL
' LUXURY TRAVEL
MARKET

" | INTERNATIONAL
l‘ | LUXURY TRAVEL
| MARKET |SPA

Sports Travel

" g International
Golf Travel
Market®

International

D ot
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(2. Reed Travel Exhibitions

Serving the travel industry around the world
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Connecting the travel industry throughout the year

[ san | Feb | Mar | Apr | May [ sun | sul | Aug [ Sep | Oct | Nov | Dec |
Liftm! @%'

* g Intemational
Golf Travel
Markst®
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Bringing together all B2B players of travel

Visitors & Exhibitors Exhibitors
Buyers & Visitors
=N
T T TS SR SN |
! Distribution Zfourism Boards/Destination . | Related -,
1 . Product Suppliers A
I Channels 1 Management Companies | Industries "
|
| 1 Accommodation Hotels Spas I Travel 1 1
| Tour il National Tourist Boards . 1 Training / 1 1
I Operators / |1 R L I Education I,
| Wholesalers |1 1 I |
1 Transport Airlines Coach I 1
1 y N Travel 1
Local & City T t Board N
|  Online Tour i i R =021 Rail Rental Cars Cruise Lines : Media :I
| | Operators/ 1 | . 1
|| Travel Travel 1! | !
1 . . . "
| Agents Agents II National, Regional, City Convention Activities / Attractions | Travel . 1
| I Bureau Technology | 1
I ! I 1
1 i | 1 |
Hai . . 1 Travel I
1 Destiriation Management Companies Ground Handling L I
n I Associations |,
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Driving revenue performance

—  Revenue CAGR 2005-2012 ~+7%
—  Cloned events now represent 40% of revenue

~$100m

Travel revenue

2005 2006 2007 2008 2009 2010 2011 2012

| — Q Reed Travel Exhibitions’ —— 19

Responding to customer needs

World-leading global events and brands

—  Based in mature markets, limited ability to strongly penetrate emerging regional
markets

Clone to meet demand for regionally-focused events
—  Utilising the brand strength of global event

& - * First edition 1994
. * The leading travel exhibition in the Middle East
7 arabian - 2,730 exhibitors
’ travel market”

B « Regionally adapted with early focus on tourism investment & development

G
.y
y Id / " First edition 2013
wor ’ g twr|°r|dl + The leading global event for the Latin American travel industry
travel > 4 mm © 1,235 exhibitors
+ First full WTM brand clone. Largest RX-UK launch event.
Latin Amvica SN

= \
markEt \ Targeting lucrative inbound and outbound Latin American travel industry
\

° \
Laun.ChEd 1980 A p d' * First edition 2014 (new launch)
. Leadlng global event for Y g I * The leading global event for the African travel industry
the travel industry J lﬂm « Targeting sub-Saharan African inbound and outbound travel industry
* Part of Africa Travel Week, co-located with other event clones
*42,000m?

*4,900 exhibitors

(2. Reed Travel Exhibitions' —_— 20
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Responding to customer needs

Clone to meet demand for regionally-focused events

—  Utilising brand strength of global event

THE GLOBAL MEETINGS
& EVENTS EXPO

*Acquired 1998

*The global meetings and
events exhibition

*14,000m?

3,600 exhibitors

| CHiNA

* First edition 2007

« China's leading meetings, incentives and business
travel exhibition

* 530 exhibitors

55 * First edition 2007

* The Middle East’s dedicated business platform
connecting the region’s MICE & business travel

* Over 300 exhibitors

« First edition 2011

* The leading global exhibition for the US meetings,
business travel and events industry

* 732 exhibitors

55 o First edition 2013

“* e The leading global event for India’s meetings,
incentives and business travel industry

* 72 exhibitors (table-top format)

.5 * First edition 2014 (new launch)

* IBTM Africa is the new invitation only event for
Africa’s incentives, meetings and business travel
industry

* Table-top format

—_ (2 Reed Travel Exhibitions —_ 21
Responding to customer needs
Clone to meet demand for regionally-focused events
—  Utilising brand strength of global event
* | INTERMATIOMNAL © First edition 2007
l‘ LUXLEY TRAVEL  * The leading ‘by invitation only’ event for the luxury
1 MARKET | ASIA travel community of the Asia Pacific
/ * 500 exhibitors
* First edition 2012
7 * The leading ‘by invitation only’ event for the Americas’
" f INTERNATION/RL community of the luxury travel industry
LUXURY TRAVEL « * 240 exhibitors (table-top format)
| MARKET S
on « First edition 2013
\ * The leading ‘by invitation only’ event that unlocks the
. \\ Japanese luxury travel industry
-Acqulred 2005 \ * 36 exhibitors (table-top format)
*The leading 'by invitation only' Y
event for the global luxury "| INTERNATIONAL * First edition 2013
A l' LUXLRY TRAVEL  » The leading ‘by invitation only’ event that showcases
travel community MARKET | AFRICA  the best of African luxury suppliers
.7,000m2 * 72 exhibitors (table-top format)
1,380 exhibitors
 — (2. Reed Travel Exhibitions' — 2
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Responding to customer needs

Expanding into adjacencies

« First edition 2012

* The leading ‘by invitation only’ event dedicated to innovators of luxury spa
and wellness travel

* 37 exhibitors (table-top format)

16

International ° First edition 2014 (new launch)

g International
@ Golf Travel -=> ; Ski Travel * The premier event for the ski travel industry

Market® Market" « Table-top format

— (2 Reed Travel Exhibitions —
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Enhancing the face-to-face format

Face-to-face experience continues to
be the most effective for doing business

Traditional model of large trade exhibitions
— Still a very relevant model for many exhibitors and visitors
— ‘Must-attend’ events for the industry fulfilling numerous exhibitor objectives

¢ Brand awareness, directly meeting trade, education, industry debate, media
exposure, networking, competitive monitoring

Drivers of change

— Customers’ increasing need for business-focussed events
— Clearer ROI and accountability for governments/national tourist boards

— (2 Reed Travel Exhibitions —
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Enhancing the face-to-face format

Innovation at large exhibitions

— Clearly brokered relationships offering a customised experience
e Host buyers qualified to have business to place
e Arrange pre-scheduled meetings exhibitors and buyers
e Both parties identify who they want to meet

Random/mass Proactively putting
market model buyer/seller together

g.ig.
iRiii
X/ 24

A2AAS
RRARR

Visitors

Exhibitors

e

— Q Reed Travel Exhibitions’ —
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Enhancing the face-to-face format

Formats have evolved further in past two years

‘Table-top’ summit for focused markets
e Exhibitors purchase a table, and receive a diary of pre-scheduled meetings with
buyers
e Reed Exhibitions host buyers on a 1:1 ratio with exhibitors
* Offering wholly brokered relationships without expense of an exhibition

Benefits of table-top summits

— For exhibitors
e Test new markets at lower cost (no stand build)
* Guaranteed time with buyers

— For Reed Exhibitions’ expansion
* Speed to market

— Q Reed Travel Exhibitions’ —
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Adding value through Technology

Technology permeates all of our events
— Numerous opportunities to innovate using technology
— Enhances the face-to-face experience : il
— Extends our role as a relationship broker i -
. . *2chnology
* Provides content ;

e Connects the industry into a year-round community,
beyond the ‘show floor’

Technology now the cornerstone of WTM’s content encompassing all
digital elements on the exhibition floor and conference programme

— Technology
— Social Media Genesys
— Blogging ) )
— Mobile the travel P
@tech show ?@;THRVELSLHGBERSUNHE
“travelperspective s
- (2 Reed Travel Exhibitions - 27

Enhancing the event experience
Match-making technology to broker relationships
— Buyers and exhibitors identify who they want to meet
— Software matches these preferences according to:

1. Mutual matches

2. Buyer preferences

3. Exhibitor preferences s =
— Creates individual schedules of

meetings and education sessions

over the full event
— ‘Meeting-led’ events with attendees

fulfilling meeting commitments - — —
— Reed Travel Exhibitions pre-scheduled 210,000 meetings in 2013

= Over 55,000 hours of meetings

= Q Reed Travel Exhibitions — 28
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Enhancing the event experience

Online & smartphone technology for a seamless visit
— ‘My WTM’ and the WTM smartphone app
* Plan a comprehensive and customised visit

* Personalised diaries of meetings

* Full exhibitor listings and interactive floor plans
* Full events schedules and latest news

* Search and connect with attendees

e Fully synchronised

— (2 Reed Travel Exhibitions —
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Extending the community’s reach

Social Media provides enormous brand reach (. j
- market \’: = Google:

* Roving social media reporters = YoullH

¢ Dedicated, onsite video teams for instant online content
e Digital Conference sessions broadcast online — practice what we preach

WTM Social Media Growth 2011-2013

+187%

120,000

100,000

80,000

60,000
+285%

40,000

+258% +176%
20,000

o0 meullE
E=3 Linked T You T

— (2 Reed Travel Exhibitions —
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Extending the community’s reach

Connect anyone, anytime via digital
— More than an exhibition organiser, by creating digital connections
¢ Education, discussion, interviews, news and other content provided year-round
via digital channels
Connect anyone, anytime via digital
— WTM TV, featuring Decision Makers TV

¢ Online interviews with top executives of leading . =
travel and tourism companies DESTINATION
=7 [EADERS

d

ecision

e Also launched e
/ e

— Destination Leaders — heads of tourism boards # J | TRAVEL|

LEADERS

Future Travel Leaders — young bright individuals in travel

'
David Barling Paul Simmons Rolf Schafroth Diane Bouzebiba Daniel Robb Andy Washington Roger A\\ar;i Sir David Michels
TUI easylet Kuoni Amadeus Google Expedia All Leisure Group Michels & Taylor
—_ (2 Reed Travel Exhibitions —_ 31
Improving customer satisfaction by providing choice
— Value-led pricing introduced to respond to customers’ preferences
— Research indicated WTM customers value open sides, location and price points
— Monitoring footfall to refine zones and rates
— Exhibitor satisfaction increased to 70%
Zone 2
Zone 3
— Q\ Reed Travel Exhibitions’ — 32
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Reed Exhibitions strategy in action

e Driving organic growth through improving customer value
— Enhancing the face-to-face format
— Adding value through technology
— Extending community reach

e Expanding into new geographies and adjacencies

— (2 Reed Travel Exhibitions —
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Reed Travel Exhibitions

Q&A

5 November 2013
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