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resulting in a fundamentally transformed business
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< Company overview >

We are Hyve

When people come together,
powerful things happen. Hyve
Group plc is the next-generation
events business powering global
industry communities and
creating platforms for progress.

14 tech- p -

enabled =8
programmes - ”

'in RG22

27
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We connect whole industry ecosystems
through our unmissable in-person events,
online platforms and hyper-productive
meeting programmes. By uniting vibrant
industry communities through our
omnichannel platforms, we aspire to
shape the future for our industries.
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29 in-person
events .

in FY22



< Company overview continued >

2022 Group
performance

Revenue (Em)

Headline profit/(loss) before tax (Em)

(0.4) 2018

* All numbers reflect continuing operations.
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Like-for-like revenue growth (%)

2021

(1) 2020

(Loss)/profit before tax (£Em)

(31.0) 2022 .

(27.5) 2021
(308.7) 2020
(26.4) 2019

(4.4) 2018

Headline diluted earnings per share (p)

Adjusted net debt (£Em)
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< Company overview continued >

Performance
by division

The shape of Hyve’s business has completely transformed,
with almost 95% of events now taking place in advanced
economies, compared with just 12% in 2017. We now principally
report our performance by sector, rather than geography,
reflecting the evolution of our strategy towards a focus on
digital-ready and growing sectors.

OFlALE

£45.0m

2021: £6.7m

£32.7m

2021: £1.0m

Retail, Manufacturing

EdTech & Natural Resources 26% : .
& Engineering

RetailTech & FinTech 37% Asia 5%

¥ £39.0m

" ¥ 2021: £10.1m

2021: £4.1m
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< Our strategy >

A fundamentally
different business

The

start of
a hew era

Compared with five years ago,
Hyve is unrecognisable.

Hyve’s transformation began in
2017, with the return of one of our
founders, Mark Shashouaq, as
CEO. He then spearheaded the
ambitious Transformation and
Growth (TAG) programme.
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Creating a scalable platform

This saw the implementation of a
centralised operating model, creating
consistency right across the global
business and instilling a best-practice
ethos throughout every team and event
- a vast departure from the Group’s
previous model, which was disconnected
and siloed. With all events using the
same systems, processes and policies,
Hyve was able to ensure best practice
across all events while driving industry-
leading like-for-like organic growth.

Shape shifting

Following the conclusion of the
TAG programme in 2019, Hyve's
transformation has accelerated.

2017 by geography

Central Asia  14%

Brands 12%

2022 by sector

EdTech & Natural Resources  26%
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Managing the portfolio

In order to focus on global, market-
leading events with high growth potential
which would benefit from our centralised
operating model, Hyve needed to sell

or close the majority of its smaller,
regionally focused events. Over the
course of the TAG programme, the
number of events reduced from 269 to
130, with the average revenue per event
more than trebling. That tfransformation
has continued fo today, with the Group
now holding just 33 in-person events,

but achieving a more than eight-fold
increase in average revenue.

Further significant disposals, including
the Central Asian, Russian, Ukrainian and
Turkish portfolios, have led to a swing
from a majority emerging markets focus

Russia 47%

Retail, Manufacturing o
¢ q 32%
& Engineering

RetailTech & FinTech 37%

Product-led acquisitions

Crucial to the strategy was making
product-led acquisitions o strengthen
Hyve's portfolio. These acquisitions
greatly contributed to the increase in
average revenue and included events
such as Spring Fair, Bett and Mining
Indaba. Since the end of the TAG
programme, Hyve has continued to
acquire cutting-edge products, including
Shoptalk, Retail Meetup and 121 Group.

to almost 95% of Hyve's events being
rooted in advanced economies. As such,
Hyve no longer classifies its events by
region, but by sector.

Eastern &
Southern  11%
Europe

Asia 16%




< Our strategy continued >

Mark’s take on our
transformation

Q&A with Mark What does the
Shashouaq, Chief transformation mean

Executive Officer to Hyve?

The transformation we have undergone
in recent years has seen Hyve flourish as
a leading business with enormous
opportunity for future growth. Our
continued commitment to transformation
and evolution allows us to remain at the
forefront of our industry.

Importantly, the changes we made
during the TAG programme, namely our
ever-increasing focus on market leading
events and our centralised operating
model, are what have allowed us to

not only survive COVID-19, but bounce
back stronger.

Why did you succeed?

A huge part of our success is down to our
people. | am enormously grateful to our
colleagues around the world for always
being open to change and embracing
transformation. We couldn’t have done

it without them.
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What are investors buying
into now?

The Hyve of today is unrecognisable
compared with the Hyve of five years
ago. We used to be best known for our
presence in emerging markets because
that is how this business was founded in
1991. But emerging markets now make
up only around 5% of our portfolio, and
we now operate in sectors that previously
didn’t feature in our portfolio.

As such, it has become increasingly
difficult for us in recent years to make
year-on-year comparisons, because we
are a fundamentally changed business.
Therefore, looking ahead, we are
drawing a line under our past and
reporting on the business in new ways,
focusing less on drawing comparisons
with years gone by.

Will Hyve continue
to change?

| believe evolution and transformation
should be constant and that this is how
we will continue to offer unrivalled return
on investment to our customers. We have
ambitious plans for our future which will
rely on change and Hyve's signature
pioneering spirit.




< Our strategy continued >

Focusing on market-

leading brands

Our portfolio today of 33 in-person
events and 23 tech-enabled products
now consists solely of market leading
brands. Since COVID-19, we have seen
an increase in like-for-like customer
spend of 14.2% (2021: +14.7%) across the
portfolio, demonstrating the continued
increase in demand for our products.

As such, we plan to double down on
our focus on those events and prioritise
organic growth.

How we are
maximising growth

Launching new events and

geo-clones

This year we saw the launch of several
new products, which were either
geo-clones or extensions of our
existing market-leading brands.

yahead

HIGHER EDUCATION

In answer to demands for

an event focused on higher
education, Ahead by Bett
launched in March 2022 alongside
the main Bett event in London.
The inaugural edition welcomed
more than 4,000 visitors from
over 80 countries. This amazing
event exists fo provide a place for
the higher education community
to congregate and tackle

the plethora of business and
pedagogical challenges faced

by the sector.
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Hyve will prioritise the organic growth of
these events throughout FY23, alongside
further new launches and geo-clones.

SHOPTALK

EUROPE

The successful European geo-
clone of world-leading event
Shoptalk was a resounding
success, bringing fogether more
than 3,500 decision-makers

to hear from over 170 keynote
speakers and attend in excess
of 4,700 hosted meetings. After
launching in London this year,
Shoptalk Europe moves to
Barcelona for the 2023 edition,
retaining ifs status as the new
home for Europe’s boldest and
bravest retail trailblazers.

,,...mﬂllf

GREEN ENERGY

SAVE THE DATE

SUMMIT s 2

Hyve's first sustainability-focused
event was launched alongside

Africa Oil Week just after the

financial year end in October.

The event saw over 1,000

delegates including global \
decision-makers and C-suite-level
players, 67 countries represented,
50+ ministers and government
officials and 400 companies in
attendance. Green Energy Africa
Summit is the global platform for
driving deals and investment info
energy projects. It looks fo provide
energy access and solutions

for the African continent and,
ultimately, to shape the future

of Africa.
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< Our strategy continued >

How we are
maximising growth

Making strategic
Continued brand development through product extensions where appropriate acquisitions

During FY23, Hyve made two strategic
acquisitions:

E-commerce E-commerce EdTech Natural FinTech Giftware Engineering

for retail for grocery Resources I2I GROUP

The specialist omnichannel meetings

INVESTNG 14 platform for the global mining

rl\Anﬁl?lllﬁ?;N investment community. This acquisition
Market- INDABA AUTUMNFAIR - ewWIEME added 10 tech-enabled in-person
leadingevent  SHOPTALK @ Aow FINTECHMeetup SPRINGFAIR % BERLIN events and two fully online networking
programmes to Hyve's portfolio, while
also supporting our digital diversification.
Launched
SHOPTALK 2022 as part i CWIEME
Geo-clone EuropE of Shoptalk @@t [sarsi F SHANGHAI
Europe
I The world'’s largest online fintech
Product >>ahead AFRICA VETEONE Source Home meetings event opened Hyve up to a
ey | e . & Gift brand new growth sector. The customer
Launched Launched Launch 2023 demand following the inaugural Fintech
2022 2022

Meetup has resulted in the launch of an
in-person event in 2023.
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< Our strategy continued >

We continue to look for opportunities to
diversify our portfolio with data-driven
and tech-enabled products. Most
recently, this has included the full launch
of Connect programmes across three
of our major events, Bett, CWIEME and
Spring Fair, and the expansion of

the existing programmes at Shoptalk,
Shoptalk Europe and Groceryshop.

The Connect platform will transform

the way our event communities connect

and collaborate. It does this through

creating thousands of individual Market-
meetings onsite af our events, which leading event
drive meaningful conversations that

result in positive change.

The full launch at Bett in March is
expected to enable thousands of
education buyers to meet directly with Meetings

over 500 solution providers for over programme

5,000 high-value, 15-minute meetings.

To ensure they’re valuable, all meetings

are double-opt in (both people want to

meet each other) and are scheduled

based on individual availability. Online
meetings

8 Hyve Group plc Annual Report and Accounts 2022

L
Digital
diversification

Our digital diversification roadmap

E-commerce E-commerce
for retail for grocery

SHOPTALK

1st edition as Hyve: = 2nd edition in 2022

8,000 meetings 6,500+ meetings
Retail Meetup Retail Meetup

EdTech

Trial launch 2022
750 meetings

Pending

Strategic report

Natural
Resources

INVESTING IN

AFRICAN
" (MINING

INDABA

121 Group first year
as part of Hyve

121 Group first year
as part of Hyve

FinTech

FINTECHMeetup

Launchin 2023

€.2,260 participants
¢.25,300 meetings

94% satisfaction rate

Giftware

AUTUMNFAIR
SPRINGFAIR

Launched 2022

Not suitable for
virtual format

Engineering

Launched 2022

Not suitable for
virtual format



< Chief Executive Officer’s statement >

Established

solid platform
for growth

9

In 2022 we drew a line in the sand on

the past and successfully completed the
structural transformation of Hyve, from a
portfolio of regionally focused, mixed-
scale events in more volatile emerging
markets, to large-scale, market leading,
high-quality global brands in advanced
economies and in key sectors with

future growth trajectories. This is
significant achievement.

Hyve Group plc Annual Report and Accounts 2022

This plan was first articulated in 2017.
Our proactive approach to managing
the challenges of both COVID-19 and
the Russian invasion of Ukraine has

accelerated the business’ transformation.

Hyve today is unrecognisable from its
form only five years ago. The portfolio
is now de-risked and almost 95% is
rooted in advanced economies, with
our divisions of RetailTech & FinTech,
EdTech & Natural Resources and Retail,
Manufacturing & Engineering all
operating through a centralised

model of best practice.

Officer

Mark Shashoua
Chief Executive

Strategic report




< Chief Executive Officer’s statement continued >

10

Our efforts are now delivering
results and we are beginning to
create real value for shareholders.
During the year:

e We achieved an industry-leading
performance with circa 90%' recovery
of revenues in FY22 and circa 110%' in
H2, both excluding China?

e We de-risked the portfolio to almost
95% advanced economies and
diversified our revenue mix, already
delivering 14% of revenues through
tech-enabled products after our first
year of trials;

® The quality of our events was evident,
with like-for-like customer spend
increasing by 14.2% in FY22 and
tracking at 14.8% into FY23 - the
third consecutive year of double
digit growth;

e We achieved above-average Net
Promoter Scores (NPS) (visitors +36
and exhibitors 15);

e Our performance materially
outperformed the industry at large,
proving our focus on market-leading
events and a centralised operating
model is successful;

e We gained visibility over quality of
future earnings from our forward
bookings of £98m; and

e After strong cash generation, we have
achieved net debt of £71m, which
is at the lower end of the £70-90m
guidance, while completing two value-
creating acquisitions during the year.
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In this landmark year we added further
tech-enabled products to our portfolio
through the acquisitions of 121 Group and
Fintech Meetup, and drove significant
organic growth through launching new
product extensions, such as Shoptalk
Europe and Ahead by Bett. In addition,
we are rolling out full-scale meeting
programmes for 2023, as the trials
during 2022 have proven demand.

New launches are planned, including an
in-person extension of Fintech Meetup.

As we move into 2023, we have
established ourselves as a highly
resilient, next-generation global events
business with good visibility of earnings,
a stronger balance sheet and clear
plans to drive further organic

growth and explore further digital
diversification, while delivering the
highest-quality customer experience
and return on investment.

Strong trading trajectory into 2023

Our financial performance for the full
year ended 30 September 2022 delivered
strong revenues of £122.5m (2021:
£21.8m) from continuing operations,
representing c. 90%' revenue recovery

to pre-COVID-19 levels excluding

China?, and headline EBITDA excluding
insurance proceeds of £4.4m (2021

loss of £37.0m).
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Headline profit before tax from
confinuing operations was £11.5m (2021:
£13.9m). Excluding the impact of
insurance proceeds of £19.3m (2021:
£65.0m) received in FY22, the Group’s
headline profits would have increased
by £43.3m, which highlights our solid
underlying tfrading and represents a
return to positive headline EBITDA
without reliance on insurance proceeds.

Hyve continues to focus on margin
improvement across the new portfolio,
while investing in future growth including
new launches, geo-clones and full-scale
meetings programmes.

Our adjusted net debt reduced to £71m
(2021: £80m), reflecting the strong
cash-generative qualities of our business.
This is at the lower end of the previously
guided range, despite significant
movements in the portfolio. Post period
end the refinancing was completed,

with a new debt facility of £135m now

in place.

The Group’s liquidity position at year end
was sustained at £129.6m despite the
macroeconomic headwinds faced during
the year.

Full revenue recovery in
second half

Momentum in our post-COVID-19
recovery continued during FY22, with

12 in-person events held in H1 2022

and 17 in-person events in H2. These
delivered revenues of £54.9m in H1

2022 and £67.5m in H2, achieving
approximately 110%' recovery in the
second half excluding China?. For the full
year 2022, Hyve achieved revenues of
£122.5m, circa 90%' revenue recovery
excluding China?. This is an exceptional
achievement, considering that during the
first half of the financial year we faced
Omicron-related uncertainty, as well as
the Russian invasion of Ukraine.

To reflect our refocused portfolio, from
FY22 we are reporting our divisional
revenue breakdown by sector-centric
divisions, rather than geographies, with
37% from RetailTech & FinTech; 32% from
Retail, Manufacturing and Engineering;
26% from EdTech & Natural Resources
and 5% from Asia. Of these fotal
revenues, 14% comes from our tech-
enabled meetings products, which we
envisage will grow as we roll out more
of our tech-enabled products.

1 Recovery is assessed with reference to pro forma FY19 revenues. The FY19 revenues have been adjusted
to include the FY19 results of acquisitions made since September 2019 and to exclude the FY19 results of
businesses that have since been disposed of. The FY22 revenues are after excluding discontinued operations

in respect of Russia, Ukraine and Turkey.

2 Asno events were able to run in China in the year, FY22 China revenues were £nil. The FY19 revenues for China
have been removed to show the recovery level of events that were able to run during the year.



< Chief Executive Officer’s statement continued >

We have a streamlined
and de-risked portfolio,
95% rooted in advanced
economies.

We know that our customers prioritise
market leading events, and our even
further honed focus on these is paying
off. Customers are returning with a
higher allocation of marketing budgets,
which has resulted in continued growth in
like-for-like customer spend, increasing
14.2% from the previous edition.
Momentum is continuing into FY23,
tracking at 14.8%, which would be the
third consecutive year of double-digit
growth in like-for-like customer spend.
The quality of our events resulted in
above industry average Visitor NPS

(at +36) and Exhibitor NPS (at +15).

Our forward bookings as at 12 December
of £98m give us strong visibility of
earnings, supporting the positive
momentum as the business goes

into 2023.

Portfolio transformation completed

The most significant change to our
portfolio during the year was the sale

of the Russian business, which reduced
our total portfolio by 15 events and
significantly changed the shape of Hyve.
The sale was initiated following Russia’s
invasion of Ukraine and care was taken
to find an outcome which overcame the
moral, legal and compliance obligations
of continuing to operate in Russia.

The Russian business has historically
made a significant financial contribution
to the Group but continuing fo operate

in the country became untenable
following the Russian invasion of Ukraine.
The decision to sell the business was
taken after considering feedback from

11 Hyve Group plc Annual Report and Accounts 2022

Strategic report |

a number of the Group’s stakeholders,
including customers and shareholders,
in order to protfect the reputation of
the Group.

The disposal ultimately achieved our
objectives of protecting the future
prospects of our strategically important,
market-leading events outside Russia

by exiting the Russian market in a prompt
manner and with the prospect of value
being returned to the Company.
Importantly, this also provided stability

to our 200+ former Russian colleagues.

As previously reported, we sold our
Turkish business in October shortly

after the management buy-out of the
Ukrainian portfolio in July, thereby
completing the disposal in full of our
former Eastern and Southern Europe
division. Earlier in the year, we also exited
Indonesia and our ABEC Indian business.

Hyve’s operations are now nearly 95%
concentrated in advanced economies,
with approximately 30% of revenues
generated in the US, whereas in 2017,
c.90% of our revenues were sourced
from emerging markets and only c.10%
came from advanced economies.

The portfolio transformation was
supported by the acquisitions of 121
Group, a market leading omnichannel
meetings programme organiser focused
on Mining, and Fintech Meetup, the
financial technology industry’s leading
online event, both contributing to the
continued digital diversification of the
Group’s portfolio.

During the year, we continued to invest in
our brands through launching product
extensions such as Ahead by Bett and
Shoptalk Europe, and invested in growing
our omnichannel portfolio with the trials
of Connect programmes for Bett,
CWIEME and Spring Fair.

After the portfolio changes in the year
we now have 33 in-person events and
14 tech-enabled programmes. This
represents £3.7m revenue per event
based on total FY22 revenues,
compared to 2017 when we had a
portfolio of 269 events and revenues of
£0.5m per event. The marked increase
in our average revenue per event
endorses the investments we have
made and the subsequent increased
return on investment we provide our
customers with.

As we move into 2023, the historical
comparisons to pre-COVID-19 financial
performance do not relate to the Hyve of
today, owing to its streamlined portfolio
and fundamentally different shape,
centred around market-leading event
brands in sectors of growth.

£3.7m

revenue per event

33 in-person
events



< Chief Executive Officer’s statement continued >
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Weaving ESG into our DNA

We made significant progress in 2022 in
embedding environmental, social and
governance (ESG) considerations
throughout Hyve.

Having launched our ‘Creating Platforms
for Progress’ strategy last year, we see
our biggest impact as putting ESG issues
on the agenda and inspiring change
inside and outside our Company. That

is why colleagues are being given one
personal objective aligned to our
strategy, and we have started to roll out
Carbon Literacy Project-accredited
training to deepen understanding.

In order to empower local communities,
we set aside 0.5% of our headline profit
before tax in FY22 to invest in community
projects throughout FY23. We also rolled
out volunteering schemes and agreed a
new partnership with ‘Making the Leap’,
a social mobility organisation, to help
under-represented individuals find
meaningful careers.
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This year, a diversity and inclusion audit
was undertaken, and we added an
inclusion module fo our employee
engagement survey. We also launched
Pryde, our inaugural employee resource
group, to support LGBTQ+ colleagues,
and used significant dates in the year
such as International Women'’s Day and
Black History Month to host important
conversations and educational
opportunities.

In terms of addressing our impact on the
planet, we now comprehensively track
our scope 1and 2 carbon emissions and,
for the first time, calculated the average
carbon footprint of an attendee at one
of our events (our scope 3).

From a governance point of view, we
began fo review and analyse the
climate-related risks and opportunities
facing Hyve and are now incorporating
this into our overall Group risk review
process. We will also now start to
evaluate the financial impact that
different climate scenarios would

have on our Company.

0.5%

of our headline PBT
in FY22 set aside
to be invested in
community projects
throughout FY23
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Reflections on 2022 and
what’s next

FY22 has been a landmark year for Hyve.

We have successfully delivered on the
ambitious structural transformation of
the business first outlined in 2017. The
de-risked portfolio is now 95% focused
on advanced economies, with high-
quality events in growing sectors.
Hyve now has a strong platform fo
deliver organic growth.

Our numbers at year end show the
tangible results of the refocused
portfolio. The business performed
strongly, with full revenue recovery on

a pro-forma basis, excluding Ching, to
pre-COVID-19 levels in H2 and 90% for
the full year. Net debt is at the lower

end of guidance following strong cash
generation, and we have secured a new
£135m debt facility.

Our relentless focus on market leading
events makes us best placed to weather
macroeconomic challenges ahead, as
marketing spend continues to gravitate
towards must-attend leading events that
drive return on investment. The quality of
our events was evident, with like-for-like
customer spend increasing by 14.2%,
tracking strongly into FY23, which would
be the third consecutive year of double-
digit growth. Our NPS scores are also
significantly above the industry average.

In March 2023 we will be holding two
Investor Days: one in Las Vegas at
Shoptalk and the other in London at
Bett UK to showcase those key brands.
As well as bringing to life our unmissable
in-person events, these events will
showcase the best of our tech-enabled
products, which are at the forefront of
the global events industry.

Hyve has a very exciting future and we
have made great progress executing
our strategic priorities fo date. With our
cash-generative business model and
forward bookings of £98m, we have
good visibility of future earnings and
remain confident as we enter 2023. The
business is well positioned for growth
and to deliver sustainable long-term
value for all our stakeholders.

| would like to end by thanking all my
colleagues for their commitment and
hard work. | look forward to the year
ahead with excitement as Hyve enters
this new era and we reap the benefit
of our transformation.

Mark Shashoua
Chief Executive Officer
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< Chair’s statement >

Post-COVID-19 recovery Revenue for the financial year ending
30 September 2022 amounted to
£122.5m (2021: £21.8m), which is
above 2019’s pre-COVID-19 revenue
of £121.5m (restated to exclude
discontinued operations).

Over the course of the year, we have
seen the continued recovery of the
majority of our events, with many now
outperforming their pre-pandemic
editions. This is with the exception of

China, where all events in the financial Headline EBITDA for the financial year
year were cancelled, as the country was £23.7m, compared to £28.0m in
continues fo experience disruption. 2021. Excluding the impact of insurance

proceeds of £19.3m (2021: £65.0m),
headline EBITDA has increased by
£41.4m to £4.4m (2021: loss of £37.0m).

This is a strong illustration of the value
our customers place in market-leading
in-person events.

Richard Last
Chair

Retu rninﬁ
fo growt
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< Chair’s statement continued >

14

Portfolio evolution

2022 brought further challenges, in
particular Russia’s invasion of Ukraine,
which necessitated the sale of our
Russian business. Since then, we have
also sold the Ukrainian business to its
management. The Turkish business has
also been sold. This leaves Hyve with a
streamlined and de-risked portfolio,
more than 90% rooted in advanced
economies.

In addition, we have continued to
diversify our portfolio with additional
tech-enabled products and events,
through both acquisitions and

new launches.

Dividends

We do not plan to recommence dividend
payments this year, but will continue to
keep this under review and reintroduce
them when it becomes appropriate to
do so, in line with a return to sustained
cash generation and profitability.

ESG

Significant progress has been made this
year fowards our ESG strategy. We have
measured our carbon footprint, including
our scope 3 emissions, allowing us to
better understand the impacts of our
business on the planet. In addition, we
have conducted an in-depth review of
the climate-related risks facing our
business and are providing disclosures
in line with the TCFD’s recommendations
for the first time.
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This important and necessary
groundwork completed during the year
provides us with the baseline needed fo
further develop our ESG strategy and
targets, and confribute to the global
drive to tackle climate change.

The Board

During the year, we successfully
completed a Board evaluation process
using a third-party provider, to measure
the effectiveness of our governance
and the accountability of our Board
members. You can find further details

in the Governance report.

Stephen Puckett, having completed

nine years tenure, stepped down from
the Board in February 2022. During his
time Stephen was Chair of the Risk
Committee and a member of the Audit
Committee. Stephen was also the Senior
Independent Director.

Sharon Baylay, who has served the
Board since April 2014, stepped down
in March 2022. During her time,
Sharon was Chair of the Remuneration
Committee and oversaw the formation
of Hyve's ESG Committee. | would like
to sincerely thank Stephen and Sharon
for their excellent support during their
time with Hyve and wish them well for
the future.
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Rachel Addison joined us as a Non-
Executive Director in March 2022. Rachel
brings nearly 30 years of finance and
operational management experience
and has most recently been Chief
Financial Officer of Future plc, the global
platform business for specialist media.
Rachel is a chartered accountant, having
started her career at Arthur Andersen,
and is currently a Non-Executive Director
at Marlowe Plc, Watkin Jones Plc,
Gamma Communications Plc and
Mango Publishing Group. Rachel is
Chair of Hyve’s Remuneration
Committee and a member of the

Risk and Audit Committees.

Anna Bateson also joined as a Non-
Executive Director in March 2022;
however, she resigned in September,
as a requirement of being appointed
Chief Executive Officer of Guardian
Media Group. The recruitment process
for Anna’s replacement is underway.

Our people

| would like to take this opportunity to
thank our teams around the world for
their commitment to Hyve and their
passion for our products. It has been
this dedication which has driven the
continued growth and evolution of our
products, and led to the successful
performance we have seen this year.

Looking ahead

We are cautious of ongoing
macroeconomic headwinds - in
particular the ongoing COVID-19
restrictions in China and the global
recession. We do, however, remain
confident in our ability to weather those
challenges thanks fo our de-risked
and diversified portfolio, our strong
forward bookings and the prospect
of our new product launches in the
coming 12 months.

Richard Last
Chair



< Business model >

What we deliver

Hyve events have the power
to transform.

Crea’ringh
game-c
Impact
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Trade

Through our deep industry
knowledge and cutting-edge
solutions, we help the right
people fo meet at the right time.
At our events, deals are made,
partnerships are formed,
investments are secured and
supply chains are optfimised.
Our platforms are playing a
particularly important role as
industries rebuild following the
COVID-19 pandemic.

Network

We bring together entire industry
ecosystems using multiple formats,
including in-person events, meetings
programmes and online experiences.
Our decades of experience put us af
the heart of the industries and, through
our platforms, business becomes
personal and our customers meet
the people who matter.

Learn

We curate the most relevant and
representative content programmes
to bring the latest trends and thought
leadership to industries. Increasingly,
we use our influence to educate,
empower and drive positive change
across the industries we work with on
a global scale. At our events, today’s
leaders inspire fomorrow’s.



< Business model confinued)

Who our customers are

Our customers are buyers, sellers,
businesses, investors, analysts,
governments, educators, influencers and
decision-makers - to name just a few.

The place to meet

Hyve events catalyse business
communities around the world, providing
a place to meet, discuss, do business and
get inspired. At any one of our events,
thousands of new and opportunity-filled
connections are made.

Multiple sectors

We play a significant role across major
sectors, such as education technology,
e-commerce and energy, by hosting
important discussions which have the
power to influence the future.

Strategic report

Special guests

In addition to exhibitors and visitors,
we also consider our sponsors,
speakers and special guests to be our
customers, as they too have something
to add to and gain from our events,
whether that be marketing, tfrading

or influencing.

Marketing platforms

Our platforms are important marketing
opportunities for our customers, and we
see a clear trend towards increasing
spend at market-leading events.
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< Business model continued >

What we do How we make money

Our revenue model is evolving as the shape of our business

We offer two core products...

Unmissable events

Our 33 market-leading in-person event brands span
major industries. From Bett, bringing together the
world’s leaders in education fechnology, to Fintech
Meetup, which kickstarts the year for an entire
industry, our events are important dates in the
calendars of major industries, and are where our
customers come to get inspired, expand their
network and do business.

Tech-enabled meetings
programmes

Our tech-enabled meetings programmes use data
to expertly match customers ahead of our events,
greatly improving their return on investment.
These programmes mean that meeting the right
people is no longer left to chance. These meetings
programmes are being rolled out at our in-person
events, as well as dedicated online events.
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changes. We still receive a large percentage of our revenue
(47)% from selling space at our in-person events to exhibitors,
but revenue from delegates (19%) and our tech-enabled
products (14%) is increasing with each year.

Space Non-space

47% 537
(o) o

(2021: 60%) (2021: 40%)

Comes from delegate sales
at our conferences

M Space
Technical
. Bl Sponsorship
Comes from tech- Tech bled
enabled revenue M Tech-enable

streams such as online
events and meeting [ | Delego’res

progrcxmmes.
Other

Comes from selling sponsorship

opportunities - for example,

stage branding or supporting Comes from sale of technical

an awards programme services fo exhibitors, such as
stand construction




< Business model continued >

The Hyve way

We are unlike any other events
company. Here’s what sets
us apart...

Our ambition

It all starts here. At Hyve, we pride
ourselves on instilling an entrepreneurial
spirit among our feams. We give people
the freedom and space fo do things
their way, enabling us to benefit from

a diverse wealth of experience

and knowledge.
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Centralised operating model

Our business operates as one unified
global team. By implementing our
centralised operating model, we ensure
that no matter which Hyve event you
attend, you know you will always be
met with the same standard.

Meetings products

Through the use of cutting-edge
technology, we provide the most
valuable meetings programmes in the
business which are certain to deliver
enormous returns on investment.

Strategic report |
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Data

By getting to know our attendees, we
are able to build detailed profiles of our
visitors and their reasons for attending
our events. And this is highly valuable
data both for our customers and for
our forward planning.

.J
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Tailored approach

We deliver a range of products to our
customer communities, each with the
aim of creating transformational impacts
for them, year-round.

*

Commitment to quality

We are absolutely committed to
quality and delivering world-class
products that provide enormous
value for our customers.



< Our people and values >

People powered

We consider ourselves experts in
connecting people, and that doesn'’t
stop with our customers. This year,
as our business has almost fully
recovered from COVID-19, we

have been delighted to bring our
people back together and create
unmissable moments.

Listening to our people

It's undeniable that people’s expectations

of work are changing. At Hyve, the

way we stay informed about this and
navigate it is through Peakon, our
monthly engagement pulse survey tool.
Each month, we receive hugely valuable
insights, direct from our people, on what
they love and where they’d like to see
improvements. Not only does this help to
make sure our people feel heard, but it
also helps us to hone our people strategy,
making it work for our people as well as
the business.

Top 25%

We have maintained an
employee net promoter
score (eNPS) in the top
25% of all companies
using Peakon throughout
the year
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Inspiring opportunities

We know our event model works, and
this year we’ve doubled down on taking
some of the best bits and applying it to
our culture. One great example is our
schedule of inspiring talks and events
that we have hosted specifically for our
people. From a talk by self-titled Tech
Humanist Kate O’Neill all about digital
transformation, to an empowering
conversation with Adelle Barker about
her gender transition, there have been
lots of opportunities for our global teams
to get inspired.

Making time to talk

Social is big at Hyve and we know how
to put on a party. Highlights include our
British summer garden party which
brought together our London feam along
with their family and friends, our spooky
New York Halloween costume party

and our New Delhi team’s celebrations
for Diwali.

150+

Saying ‘Hy’

During the year, we launched our new
onboarding programme, allowing us
to help our newest colleagues feel
connected from day one. In addition to
posting a welcome pack to the homes
of new joiners fo get them excited
before they start, our new colleagues
also receive a series of welcome emails
during week one, get assigned a buddy
who ensures they have someone to ask
all those first-week questions to and line
managers are better supported in how
to manage new feam members.

Jo Rabbett
Chief of Staff

colleagues, friends and
family attended our

summer BBQ



< Our people and values continued >

Bettering our benefits

Peakon highlighted a number of ways
our colleagues wanted to see our
benefits improved, and we took action
on those.

® Our people told us that our gym
partnership wasn’t good enough, so
we signed a new partnership with
Gympass giving the majority of our
global teams free access to gyms
worldwide.

® Feedback said that our private medical
insurance was good, but could be
better. As a resulf, we removed the cap
on existing illnesses to make our policy
more accessible.

® Our teams also told us that our
parental pay policy didn’t work for
them, so this year we doubled paid
parental leave for both new mums
and new dads, including those who
are adopting, fostering or having a
baby using a surrogate.

We are now investigating local
alternatives for our non-UK colleagues
to also realise these enhanced benefits.

Prioritising our minds

We