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The information in this preliminary prospectus is not complete and may be changed. Neither we nor the selling
stockholders may sell these securities until the registration statement filed with the Securities and Exchange
Commission is effective. This preliminary prospectus is not an offer to sell, and it is not soliciting an offer to buy,
these securities in any state where the offer or sale is not permitted.

Subject to completion, dated March 31, 2017

PRELIMINARY PROSPECTUS

Shares

Emerald Expositions Events, Inc.

Common Stock

This is the initial public offering of the common stock of Emerald Expositions Events, Inc. We are selling shares of common
stock, and the selling stockholders named herein are selling shares of common stock. The selling stockholders in this offering are
affiliates of Onex Partners Manager LP. The underwriters also have an option for a period of up to 30 days from the date of this
prospectus to purchase up to additional shares of common stock from the selling stockholders. We will not receive any of the
proceeds from the shares of common stock sold by the selling stockholders.

Prior to this offering, there has been no public market for our common stock. The initial public offering price is expected to be
between $ and $ per share. We have applied to list our common stock on the New York Stock Exchange under the symbol
“EEX.”

After the completion of this offering, funds managed by Onex Partners Manager LP and its affiliates will own approximately %
of our common stock (% if the underwriters exercise their option to purchase additional shares in full). Accordingly, we expect to be a
“controlled company” within the meaning of the corporate governance standards of the New York Stock Exchange.

We are an “emerging growth company”, as defined in Section 2(a) of the Securities Act of 1933, as amended, and will be subject
to reduced reporting requirements. This prospectus complies with the requirements that apply to an issuer that is an emerging growth
company.

Investing in our common stock involves risk. See “Risk Factors” beginning on page 23 to read about factors you should
consider before buying shares of our common stock.

Per Share Total
Price to public $ $
Underwriting discounts and commissions(!) $ $
Proceeds, before expenses, to us $ $
Proceeds, before expenses, to the selling stockholders $ $

(1)  See “Underwriting” for additional information regarding underwriting compensation.

Delivery of the shares of common stock will be made on or about ,2017.

Neither the Securities and Exchange Commission (the “SEC”), nor any other regulatory body has approved or disapproved of
these securities or determined if this prospectus is truthful or complete. Any representation to the contrary is a criminal offense.

BofA Merrill Lynch Barclays Goldman, Sachs & Co.
Citigroup Credit Suisse Deutsche Bank Securities RBC Capital Markets
Baird

The date of this prospectus is ,2017.






TABLE OF CONTENTS




TABLE OF CONTENTS

TABLE OF CONTENTS

MARKET AND INDUSTRY DATA

CERTAIN TRADEMARKS, TRADE NAMES AND SERVICE MARKS
BASIS OF PRESENTATION

USE OF NON-GAAP FINANCIAL MEASURES

SUMMARY

RISK FACTORS

CAUTIONARY NOTE REGARDING FORWARD-LOOKING STATEMENTS
USE OF PROCEEDS

DIVIDEND POLICY

CAPITALIZATION

DILUTION

SELECTED CONSOLIDATED FINANCIAL DATA

MANAGEMENT’S DISCUSSION AND ANALYSIS OF FINANCIAL CONDITION AND RESULTS OF OPERATIONS
BUSINESS

MANAGEMENT

EXECUTIVE COMPENSATION

PRINCIPAL AND SELLING STOCKHOLDERS

CERTAIN RELATIONSHIPS AND RELATED PARTY TRANSACTIONS
DESCRIPTION OF CAPITAL STOCK

DESCRIPTION OF SENIOR SECURED CREDIT FACILITIES

SHARES ELIGIBLE FOR FUTURE SALFE

MATERIAL U.S. FEDERAL TAX CONSIDERATIONS FOR NON-U.S. HOLDERS OF OUR COMMON STOCK
UNDERWRITING

LEGAL MATTERS

EXPERTS

CHANGE IN AUDITOR

WHERE YOU CAN FIND MORE INFORMATION

INDEX TO FINANCIAL STATEMENTS

-]

o

Ii—‘- Ib—t- ®©
o b= =

— o
— o
—

—
— o
—

EEBEREEBBEIBE R
O\OO\]MUJI\)P—‘OOOL»JlP—‘l

—
]
[o2e}

—
—
S

—_—
—_
[\

—
—
(@)

—_—
—_
[o2e}

—
[\
(-

—
1\
B~

[
o8}
[—

—
o8}
—_

[
o8}
[—

—
(9
[\

G
—

You should rely only on the information contained in this prospectus and any free writing prospectus prepared by or on behalf of
us that we have referred to you. Neither we, the selling stockholders nor the underwriters have authorized anyone to provide you with
additional or different information. If anyone provides you with additional, different, or inconsistent information, you should not rely
on it. Offers to sell, and solicitations of offers to buy, shares of our common stock are being made only in jurisdictions where offers and
sales are permitted. The information contained in this prospectus is accurate only as of the date of this prospectus, regardless of the time
of delivery of this prospectus or of any sale of our common stock. Our business, financial condition, operating results, and prospects
may have changed since such date.

No action is being taken in any jurisdiction outside the United States to permit a public offering of our common stock. Persons
who come into possession of this prospectus in jurisdictions outside the United States are required to inform themselves about and to
observe any restriction as to this offering and the distribution of this prospectus applicable to those jurisdictions.
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MARKET AND INDUSTRY DATA

This prospectus includes information and data about the market and industry in which we compete. We obtained this information
from periodic general and industry publications and surveys and studies conducted by third parties, as well as from our own internal
estimates and research. In addition, we commissioned an independent research report from Stax Inc. (“Stax”) for our use in connection
with this offering. In conjunction with this report, Stax interviewed more than 1,600 exhibitors and attendees across our portfolio of
events, obtaining both quantitative and qualitative feedback on show performance and positioning.

Industry publications, surveys and studies, including Stax’ report, generally state that the information contained therein has been
obtained from sources believed to be reliable; however, they do not guarantee the accuracy or completeness of such information, and
while we believe the data from these third-party sources is reliable, we have not independently verified any third-party information. In
presenting this information, we have made certain assumptions that we believe to be reasonable based on these sources and on our
knowledge of, and our experience to date in, the industry sectors in which we operate. Market and industry data presented herein is
subject to change and may be limited by the availability of raw data, the voluntary nature of the data gathering process and other
limitations. In addition, the discussions herein regarding our various industry sectors are based on how we define the markets for our
products and services, which may be either part of larger overall markets or markets that include other types of products or services.
Further, projections, assumptions and estimates of the future performance of the industry in which we operate and our future
performance are necessarily subject to uncertainty and risk due to a variety of factors, including those described in “Risk Factors” and
“Cautionary Note Regarding Forward-Looking Statements.” These and other factors could cause results to differ materially from those
expressed in the estimates made by the independent parties and by us.

Third-party sources referenced in this prospectus include research and other materials published by: Trade Show Executive
(“TSE”), a leading provider of news and tools for trade show managers, which publishes annual lists of the fastest growing trade shows
based on net square footage (“NSF”) of paid exhibit space, number of exhibiting companies and number of attendees; Trade Show
News Network (“TSNN”), a leading news and online resource for the trade show, exhibition and event industry, which publishes an
annual list of the 250 largest trade shows in the United States based on NSF; and Exhibit Surveys Trade Show Benchmarks and Trends.
Particular studies referenced include: LinkedIn Technology Marketing Research on B2B Lead Generation, 2015; Center for Exhibition
Industry Research (“CEIR”): How the Exhibit Dollar is Spent 2014; CEIR 2016 Index Report; and AMR International Globex Report
2016 (the “AMR Report”).

When we refer to the relative position of one of our trade shows or describe them as “market leading” or a “leader” or use words
of similar meaning, for our 31 trade shows that are ranked within the top 250 trade shows in the country by TSNN, we mean that such
trade show is the largest or one of the largest by NSF in its industry vertical in the United States, and for our other events we rely on
Stax research, including the interviews described above, in each case unless otherwise indicated. When we describe our trade shows as
“large-scale,” we mean that such trade shows were ranked in TSNN’s 2016 list of the top 250 trade shows in the country. When we
describe our trade shows as “fast-growing,” we mean that such trade shows were included in TSE’s 2016 lists of fastest growing trade
shows, which is the most recent data published by TSE.

CERTAIN TRADEMARKS, TRADE NAMES AND SERVICE MARKS

This prospectus contains trademarks, trade names and service marks that we use in our business. Each one of these trademarks,
trade names and service marks is either (i) our registered trademark, trade name or service mark, (ii) a trademark, trade name or service
mark for which we have a pending application, (iii) a trademark, trade name or service mark for which we claim common law rights or
(iv) a trademark, trade name or service mark that is owned by a third party and used by us under license. All other trademarks, trade
names or service marks appearing in this prospectus belong to their respective owners. Solely for convenience, trademarks, trade names
and service marks referred to in this prospectus may appear without the ®, ™ or SM symbols, but such references are not intended to
indicate, in any way, that we will not assert, to the fullest extent under applicable law, our rights or the right of the applicable licensor to
these trademarks, trade names and service marks. We do not intend our use or display of other parties’ trademarks, trade names or
service marks to imply, and such use or display should not be construed to imply, a relationship with, or endorsement or sponsorship of
us by, these other parties.

i
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BASIS OF PRESENTATION

Except where the context requires otherwise, references in this prospectus to “Emerald Expositions”, “Emerald”, “the Company”,
“we”, “us”, and “our” refer to Emerald Expositions Events, Inc., formerly known as Expo Event Holdco, Inc., together with its
consolidated subsidiaries. In this prospectus, when we refer to our fiscal years, we refer to the year number, as in “2016,” which refers

to our fiscal year ended December 31, 2016.

When we refer to “NSF renewal rate”, we mean the NSF purchased by returning exhibitors as a percentage of the prior event’s
total NSF. For the purpose of calculating NSF renewal rates, “win-backs” represent customers who did not exhibit in the immediately
preceding event but who previously exhibited in the event within the past five years.

When we refer to “organic revenue growth,” this represents the growth in our overall revenue from one period to the next
excluding the impact of acquisitions and excluding any change in revenues from now discontinued events.

Unless indicated otherwise, the information included in this prospectus (1) assumes no exercise by the underwriters of the option

to purchase up to an additional shares of common stock from the selling stockholders and (2) reflects the amendment of our
certificate of incorporation on , 2017 to effect a  -for-one stock split of our common stock and an increase in our authorized
capital stock to shares of common stock.

Numerical figures included in this prospectus have been subject to rounding adjustments. Accordingly, numerical figures shown as
totals in various tables may not be arithmetic aggregations of the figures that precede them. In addition, we round certain percentages
presented in this prospectus to the nearest whole number. As a result, figures expressed as percentages in the text may not total 100%
or, as applicable, when aggregated may not be the arithmetic aggregation of the percentages that precede them.

USE OF NON-GAAP FINANCIAL MEASURES

This prospectus contains “non-GAAP financial measures”, which are financial measures that are not calculated and presented in
accordance with generally accepted accounting principles in the United States, or “GAAP”.

The SEC has adopted rules to regulate the use in filings with the SEC and in other public disclosures of non-GAAP financial
measures. These rules govern the manner in which non-GAAP financial measures are publicly presented and require, among other
things:

* a presentation with equal or greater prominence of the most comparable financial measure or measures calculated and
presented in accordance with GAAP; and

«  astatement disclosing the purposes for which the registrant’s management uses the non-GAAP financial measure.

Specifically, we make use of the non-GAAP financial measures “Adjusted EBITDA”, “Adjusted EBITDA margin”, “Acquisition
Adjusted EBITDA”, “Adjusted Net Income” and “Free Cash Flow” in evaluating our past performance and future prospects. For the
definitions of Adjusted EBITDA and Acquisition Adjusted EBITDA and a reconciliation to net income, their most directly comparable
financial measure presented in accordance with GAAP, see footnote 8 to the table under the heading “Summary—Summary
Consolidated Financial Data.” Adjusted EBITDA margin is defined as Adjusted EBITDA divided by revenue for the appropriate
period. For the definition of Adjusted Net Income and a reconciliation to net income, its most directly comparable financial measure
presented in accordance with GAAP, see footnote 9 to the table under the heading “Summary—Summary Consolidated Financial
Data.” For the definition of Free Cash Flow and a reconciliation to net cash provided by operating activities, its most directly
comparable financial measure presented in accordance with GAAP, see footnote 10 to the table under the heading “Summary—
Summary Consolidated Financial Data.”

We present Adjusted EBITDA, Adjusted EBITDA margin, Acquisition Adjusted EBITDA and Adjusted Net Income because we
believe they assist investors and analysts in comparing our operating performance across reporting periods on a consistent basis by
excluding items that we do not believe are indicative of our core operating performance. Management and our board of directors use
Adjusted EBITDA, Adjusted EBITDA margin and Acquisition Adjusted EBITDA to assess our financial performance and believe they
are helpful in highlighting trends because they exclude the results of decisions that are outside the control of management, while other
measures can differ significantly depending on long-term strategic decisions regarding capital structure, the tax jurisdictions in which
we operate and capital investments. Further, our executive incentive compensation is based in part on

il
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Acquisition Adjusted EBITDA. In addition, we use Acquisition Adjusted EBITDA as calculated herein for purposes of calculating
compliance with our debt covenants in our Senior Secured Credit Facilities (as defined herein).

We use Adjusted Net Income as a supplemental metric to evaluate our business performance in a way that also considers our
ability to generate profit without the impact of certain items. For example, it is useful to exclude stock-based compensation expenses
because the amount of such expenses in any specific period may not directly correlate to the underlying performance of our business,
and these expenses can vary significantly across periods due to the timing of new stock-based awards. We also exclude the amortization
of intangible assets and certain discrete costs, including deferred revenue adjustments, impairment charges and transaction costs
(including professional fees and other expenses associated with acquisition activity) in order to facilitate a period-over-period
comparison of our financial performance. Each of the normal recurring adjustments and other adjustments described in this paragraph
help to provide management with a measure of our operating performance over time by removing items that are not related to day-to-
day operations.

We present Free Cash Flow because we believe it is a useful indicator of liquidity that provides information to management and
investors about the amount of cash generated from our core operations that, after capital expenditures, can be used for strategic
initiatives, including investing in our business, making strategic acquisitions and strengthening our balance sheet. We use Free Cash
Flow to evaluate the amount of cash generated by our business that can be used to maintain and grow our business, for the repayment of
indebtedness, payment of dividends and to fund strategic opportunities, including investing in our business and strengthening our
balance sheet.

Adjusted EBITDA, Acquisition Adjusted EBITDA, Adjusted Net Income and Free Cash Flow have limitations as analytical tools,
and you should not consider such measures either in isolation or as a substitute for analyzing our results as reported under GAAP. Some
of these limitations include:

*  Adjusted EBITDA, Acquisition Adjusted EBITDA and Adjusted Net Income do not reflect changes in, or cash requirements
for, our working capital needs;

*  Adjusted EBITDA, Acquisition Adjusted EBITDA and Adjusted Net Income are not adjusted for all noncash income or
expense items that are reflected in our financial statements;

*  Adjusted EBITDA, Acquisition Adjusted EBITDA and Adjusted Net Income do not reflect the noncash component of
employee compensation;

*  Adjusted EBITDA and Acquisition Adjusted EBITDA do not reflect any cash income taxes that we may be required to pay;

*  Adjusted EBITDA, Acquisition Adjusted EBITDA and Adjusted Net Income do not reflect certain one-off cash requirements
or one-time cash adjustments resulting from matters we consider to not be indicative of our ongoing operating performance;

*  Adjusted EBITDA and Acquisition Adjusted EBITDA do not reflect the significant interest expense or the cash requirements
necessary to service interest or principal payments on our debt; and

»  other companies in our industry may calculate these measures differently than we do, limiting their usefulness as comparative
measures.

We compensate for these limitations by relying primarily on our GAAP results and using Adjusted EBITDA, Acquisition Adjusted
EBITDA, Adjusted Net Income and Free Cash Flow only as supplemental information.

v
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SUMMARY

This summary highlights information contained in this prospectus and does not contain all of the information that you should
consider in making your investment decision. Before investing in our common stock, you should carefully read this entire prospectus,
including our consolidated financial statements and related notes thereto included elsewhere in this prospectus and the information
in “Risk Factors”, “Cautionary Note Regarding Forward-Looking Statements” and “Managements Discussion and Analysis of
Financial Condition and Results of Operations.”

Our Company

We are the largest operator of business-to-business (“B2B”) trade shows in the United States by NSF, with our oldest trade
shows dating back over 110 years. We currently operate more than 50 trade shows, including 31 of the top 250 trade shows in the
country as ranked by TSNN, as well as numerous other events. In 2016, our events connected over 500,000 global attendees and
exhibitors and occupied over 6.5 million NSF of exhibition space. We have been recognized with many awards and accolades that
reflect our industry leadership as well as the importance of our shows to the exhibitors and attendees we serve.

All of our trade show franchises are profitable and typically hold market-leading positions within their respective industry
verticals, with significant brand value established over a long period of time. Each of our trade shows is held at least annually, with
certain franchises offering multiple trade shows per year. As our shows are frequently the largest and most well attended in their
respective industry verticals, we are able to attract high-quality attendees, including those who have the authority to make purchasing
decisions on the spot or subsequent to the show. The participation of these attendees makes our trade shows “must-attend” events for
our exhibitors, further reinforcing the leading positions of our trade shows within their respective industry verticals. Our attendees
use our shows to fulfill procurement needs, source new suppliers, reconnect with existing suppliers, identify trends, learn about new
products and network with industry peers, which we believe are factors that make our shows difficult to replace with non-face-to-
face events. Our portfolio of trade shows is well-balanced and diversified across both industry sectors and customers. The scale and
“must-attend” nature of our trade shows translate into an exceptional value proposition for participants, resulting in a self-reinforcing
“network effect” whereby the participation of high-value attendees and exhibitors drives high participant loyalty and predictable,
recurring revenue streams.

For the year ended December 31, 2016, we generated $323.7 million of revenue, $22.2 million of net income, $93.0 million of
net cash provided by operating activities, $152.1 million of Adjusted EBITDA, $158.5 million of Acquisition Adjusted EBITDA,
$63.6 million of Adjusted Net Income and $89.6 million of Free Cash Flow.

We generated 92% of our revenue for 2016 (and an even higher percentage of our gross profit) through the live events that we
operate. The remaining 8% of our revenue for 2016 was generated from other marketing services, including digital media and print
publications that complement our event properties in the industry sectors we serve. Each of our other marketing services products is
profitable and allows us to remain in close contact with, and market to, our existing event audiences throughout the year.

* Excludes discontinued revenue, which represented less than 1% of total 2016 revenue.
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We have a highly attractive business model with:

strong revenue growth, achieving a compound annual growth rate (“CAGR”) of 9% from 2014 to 2016;
attractive organic revenue growth of over 5% from 2014 to 2015 and over 3% from 2015 to 2016;
a demonstrated ability to regularly source and integrate accretive acquisitions;

high NSF renewal rates averaging 81% from 2014 to 2016 (excluding win-backs), resulting in a consistent, predictable and
recurring revenue stream;

significant revenue visibility, with approximately 87% and 98% of our eventual 2016 revenue from booth space sales
(which represents 74% of our total 2016 revenue) sold by the end of the first and second quarters of 2016, respectively;

a demonstrated capacity to achieve regular annual price increases across our portfolio;
diversification by industry sector and customer, with no single customer accounting for even 1% of total revenue; and

a highly fragmented industry structure, which presents significant opportunities to grow through accretive acquisitions, but
also limited direct competition at the individual show level.

In addition, we convert a high proportion of our revenue into cash due to:

our efficient cost structure, as evidenced by our Adjusted EBITDA margin (calculated as Adjusted EBITDA divided by
our revenue for the applicable period) in excess of 45% for each of the last three years;

our asset-light business model, which requires minimal capital expenditures for property and equipment ($2.4 million in
2016, of which less than one quarter related to maintenance capital expenditures);

our ability to collect cash deposits from our customers in advance of our shows, resulting in attractive working capital
dynamics; and

our expected low effective tax rate (relative to Adjusted EBITDA), which is primarily attributable to two favorable tax
attributes. First, we have approximately $450.0 million of aggregate amortization deductions related to our recent
acquisitions, which is expected to result in an estimated annual deduction of $35.0 million through 2028 and an estimated
average annual deduction of approximately $7.0 million from 2029 through 2032. In addition, we had $59.9 million in
federal net operating losses (“NOLs”) as of December 31, 2016, which we expect to fully utilize in 2017. The expected
cash tax savings attributable to our amortization deductions and NOLs will arise only to the extent that we generate
sufficient taxable income in the applicable periods, and could increase in connection with future acquisitions.
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Our Industry Sectors

We operate leading trade shows, which serve a large and broad set of global exhibitors and attendees, across multiple attractive,
fragmented sectors that represent significant portions of the U.S. economy. Exhibitor and attendee fragmentation is an especially
important aspect of the trade show industry. In markets characterized by diffuse exhibitors and attendees, trade shows uniquely offer
the opportunity for live interaction between large numbers of participants on both sides of a potential transaction (a “many-to-many”
environment) within a short period of time. Further, the highly fragmented nature of our markets enhances the stability of our entire
platform as the loss of any single exhibitor or attendee is unlikely to cause other exhibitors or attendees to derive less value and stop
attending a show.

We operate trade shows in a number of broadly-defined industry sectors, as summarized in the table below.
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The table below shows our revenue growth from 2014 to 2016 broken down by industry sector.

(dollars in millions) 2016 2015 2014 ’14-°16 CAGR
Gift, Home & General Merchandise $ 124§ 118  $ 112 5%
Sports 71 67 54 14%
Design & Construction 27 26 19 21%
Technology(! 12 12 11 6%
Jewelry 20 20 20 0%
Other Trade Shows 26 23 19 17%
Total Trade Shows $ 280 $ 266 $ 235 9%
Other Events 18 12 10 31%
Total Events $ 298 § 278 $ 245 10%
Other Marketing Services 26 25 22 9%
Discontinued Revenues 0 3 7

Total Revenues $ 324 § 306 $ 274 9%

(1) Revenues for the Technology industry sector do not reflect revenues attributable to the RFID LIVE! and Digital Dealer shows (as defined below)
staged in 2016, which occurred prior to our acquisition of RFID LIVE! and Digital Dealer, or of CEDIA and InterDrone (as defined below), each of
which we acquired in 2017. We estimate that RFID LIVE!, Digital Dealer, CEDIA and InterDrone on a standalone basis generated approximately $16
million, collectively, of revenues in 2016.

Gift, Home & General Merchandise: 'We currently operate 13 trade shows in this sector that are focused on a broad range of
consumer goods mostly used in and around the home. These shows bring together exhibitors who manufacture and/or distribute such
products with attendees who primarily represent the retailers or wholesalers that purchase these goods for resale. Our two largest
franchises in this sector are ASD Market Week and NY NOW, representing four trade shows—ASD Market Week March, ASD
Market Week August, NY NOW Winter and NY NOW Summer—each of which is a large, horizontal (i.e., multi-category) show that
aggregates several distinct marketplaces spanning a wide range of products in a single location. The significant category
diversification at both ASD Market Week and NY NOW adds to the stability and resiliency of our business. Our other franchises are
vertical (i.e., single category) shows and include ICFF (contemporary furniture), KBIS (kitchen and bath products) and NSS
(stationery and specialty paper products). Our shows are particularly important to participants in this sector as they provide a many-
to-many environment that enables a large and diverse group of attendees and exhibitors from all over the world to buy and sell a
wide variety of products in a short period of time. Shows within this sector tend to have significant “order-writing” activity where
exhibitors generate sales during the trade show itself. The product assortment offered by our exhibitors is constantly evolving, which
creates a further need for our attendees to return to our shows year after year to be able to see, sample, learn about and order new
goods or services. In addition, the highly fragmented base of exhibitors and attendees creates a strong network effect that mitigates
the potential loss of any single exhibitor. Revenues in this industry sector grew at a CAGR of 5% from 2014 to 2016.

Sports: We currently operate 18 trade shows in this sector. These shows are among the largest in the United States and the
world, and include iconic franchises such as Outdoor Retailer (“OR”) and Surf Expo, as well as other leading shows such as
Interbike, Imprinted Sportswear Shows (“ISS”) and the Sports Licensing & Tailgate Show, each of which is well-known within its
respective industry vertical. Exhibitors at these shows are manufacturers or distributors of equipment, gear and other goods serving
these markets, while attendees are typically retailers or wholesalers who purchase these goods for resale. These shows also have a
many-to-many environment where thousands of specialty sports retailers interact with hundreds of specialty equipment and athletic
apparel manufacturers. The Sports shows target the highly fragmented sports retail market where sports enthusiast clientele are
typically served by independent specialized retailers. Attendees and exhibitors in this market tend to be primarily focused on high-
end, performance-oriented, experiential products, where minor improvements in performance are a differentiator. Given these
characteristics, it is important for attendees to test and learn about the products in person to be able to sell them to their customers,
which makes this market ideally suited for trade shows. The consistent and frequent introduction of young startup brands and new
categories, such as E-bikes, in the active lifestyle and outdoor markets offers growth opportunities. Revenues in this industry sector
grew at a CAGR of 14% from 2014 to 2016.

Design & Construction: We currently operate 5 trade shows in this sector including the Hospitality Design Exposition &
Conference (“HD Expo”), GlobalShop and the Healthcare Design Expo & Conference (“HCD”),
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which focus on interior designers, architects, owners/operators, developers, specifiers and purchasers working within a range of
sectors, including hotels, resorts, restaurants, bars, spas, retail stores and healthcare facilities. The Design & Construction sector is
particularly well suited for trade shows because design and construction are highly visual processes requiring in-person interaction.
Our shows provide value to industry participants by enabling designers and architects to stay current with trends in product styles,
which tend to change from year to year, and earn continuing education credits for their professional certifications. These shows also
offer participants exposure to upcoming remodeling, renovation and new-build construction projects, which are often discussed at
our shows, making it important for participants to return every year in order to stay close to the pipeline of future business. In
addition, the aggregation of a wide range of products and service providers under one roof allows participants to save time and
expense. Revenues in this industry sector grew at a CAGR of 21% from 2014 to 2016.

Technology: We currently operate 6 trade shows in the Technology sector, which we entered in 2014 with the acquisition of
the Internet Retailer Conference and Expo (“IRCE”), a brand within GLM. IRCE brings together exhibitors who provide, and retailer
attendees who need, eCommerce solutions and services, and is the largest show of its type in the country. Exhibitors cover the full
spectrum of eCommerce solutions, including online marketplaces, payment processors and supply chain solutions providers. We
expanded our presence in the Technology sector through the acquisitions of Digital Dealer Conference and Expo (“Digital Dealer”)
and RFID Journal LIVE! (“RFID LIVE!”) in 2016 and CEDIA Expo (“CEDIA”) and the International Drone Conference &
Exposition (“InterDrone”) in 2017. Digital Dealer is the retail automotive industry’s leading digital strategy trade show and
conference focused on introducing, exploring and implementing the various digital components that automotive dealers use to
engage automotive customers. RFID LIVE! is the world’s largest show focused on radio frequency identification (“RFID”) and
related technologies, bringing together attendees, exhibitors, researchers, academics, consultants and others interested in using RFID
technologies to identify, track and manage assets and inventories across a wide range of industries. CEDIA is the largest trade show
in the home technology market, serving industry professionals that manufacture, design and integrate goods and services for the
connected home. InterDrone is the leading trade show in the U.S. commercial drone market. Revenues in this industry sector grew at
a CAGR of 6% from 2014 to 2016.

Jewelry: We currently operate 6 trade shows in this sector that showcase high-end and mid-tier jewelry. Our key franchises
include COUTURE, JA New York and the Las Vegas Antique Jewelry & Watch Show. The Jewelry sector as a whole is conducive to
the trade show business model, as there are tactile and visual elements to selecting jewelry, expanding product offerings and
remaining current with new trends. Revenues in this industry sector grew at a CAGR of 0.4% from 2014 to 2016.

Other Trade Shows: Our remaining 10 trade shows span five sectors in which we maintain leading shows: Photography, Food,
Healthcare, Industrials and Military. Aggregate revenues in these industry sectors grew at a CAGR of 17% from 2014 to 2016.

Other Events:  We currently operate more than 70 additional events across a wide variety of formats including B2B
conferences, business-to-consumer (“B2C”) events, summits, awards and luxury private sales. One of our larger categories within
the Other Events sector is our antique portfolio, consisting of the Original Miami Beach Antique Show (“OMBAS”), the New York
Antique Jewelry & Watch Show and LUEUR Spring. We also hold B2C luxury private sales events under our Soiffer Haskin brand.
Revenues from Other Events grew at a CAGR of 31% from 2014 to 2016.

The Trade Show Industry
Self-Reinforcing Network Effects

The trade show industry serves as a forum to connect attendees and exhibitors within specific industry sectors. At these shows,
primarily held in convention centers at periodic intervals, exhibitors set up exhibits, or “booths,” in order to promote their products
and services to attendees who are authorized buyers for retail or wholesale organizations or businesses (as opposed to individual
consumers, who would typically attend B2C events). These shows are part of exhibitors’ regular annual marketing budgets and
attendees’ regular annual procurement budgets, as well as new product research and industry networking initiatives. Attendees use
our shows to fulfill procurement needs, source new suppliers, reconnect with existing suppliers, identify trends, learn about new
products and network with industry peers. Exhibitors see trade shows as marketing events that enable them to generate sales,
introduce new products, generate leads, build their brands, learn about competitors’ offerings, educate the market and service
customers. Trade shows are critical networking events for both attendees and exhibitors, and are difficult to displace
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and replicate through interactions that are not face-to-face. The key value proposition of a trade show is its ability to provide
otherwise fragmented bases of attendees and exhibitors the opportunity to interact in person and examine a wide variety of products
in a short period of time for a reasonably low cost. As illustrated in the chart below, more survey respondents view trade shows and
conferences as “very effective” for lead generation than any other alternative marketing method.

Source: LinkedIn Technology Marketing Research on B2B Lead Generation, 2015

Effective trade shows are characterized by a self-reinforcing business model, in which attendees with authority to make
purchasing decisions make trade shows “must-attend” events for key industry suppliers. High-quality exhibitors, in turn, introduce
new products and innovations and set trends, thereby driving increased attendance. This self-reinforcing “network effect” helps
solidify a trade show’s leading position for the long term and establishes significant competitive advantages.

The value of a trade show to an exhibitor is a function of the quality and quantity of the attendee base. The quality of attendees
can be measured by the extent to which attendees have the authority to make purchasing decisions, as well as by the amount of
purchasing that occurs during or after a show. According to Exhibit Surveys Trade Show Benchmarks and Trends, approximately
82% of trade show attendees in 2015 (the last full year for which such data is available) held some purchasing decision-making
power in their respective organizations, while approximately 51% of trade show attendees planned to make purchases during or
following shows. Importantly, this
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statistic and the overall level of attendance at trade shows have remained quite stable for more than a decade, despite internet and
digital media growth. We believe this demonstrates the strength and enduring nature of the trade show business model, with shows
valued by exhibitors and attendees alike.

Source: CEIR 2016 Analysis for number of attendees; Exhibit Surveys Trade Show Benchmarks and Trends for percentage of attendees planning to make
purchases and percentage of attendees with authority to make purchases

Revenue and Cash Flow Model

Trade show organizers generate revenues primarily by selling trade show exhibit space to exhibitors on a per square foot basis.
Other revenue streams include fees for ancillary exhibition services and attendee registration fees. The sales cycle for a trade show
typically begins during the prior show and, as a result, show operators usually have significant revenue visibility. This contributes to
the highly favorable working capital cycle of our business as non-refundable deposits for exhibit space are received well in advance
of each show and the bulk of our expenses are incurred around the time of the show. We also engage third-party sales agents to
support our marketing efforts. More than 95% of our sales are made by our employees, with less than 5% made by third-party sales
agents. These agents, who are mainly based in Asia and Europe, are paid a commission based on a percentage of sales.

Prior to each show, a trade show organizer selects and manages venues, hotels and vendors for set-up, registration, travel,
lodging, audio-visual services and other services. Trade show organizers regularly subcontract much of the work that goes into
setting up the physical show itself to exhibition services companies, or “decorators,” who typically bill exhibitors directly for the
substantial majority of decorating expenses. After floor space is sold, the exhibitors work directly with the decorator or other
suppliers of services to coordinate the construction, transportation and installation of their booths. Rental of the floor space from the
trade show organizer only represents approximately one-third of a typical exhibitor’s total cost of exhibiting at a trade show, while
marketing, decorating, travel and lodging represent the remainder. We believe this decreases exhibitor sensitivity to increases in the
price of trade show booth space since it typically represents only a modest portion of the overall cost of participation.

Market Size and Structure

The United States has the largest and most developed B2B trade show market in the world at an estimated size in excess of
$13.5 billion in revenue in 2016, according to the AMR Report. Although the growth trajectory of any individual show will be a
function of its particular sector, the industry overall is expected to grow at a CAGR of nearly 5% from 2016 through 2020. This
growth is anticipated to be driven by a combination of volume growth in line with real GDP growth and consistent price increases.
For any individual show operator, acquisitions and new show launches would be additive to this growth.

While the trade show industry on the whole is large, it is highly fragmented, with the four largest for-profit organizers (Emerald
Expositions, Reed Exhibitions, UBM and Informa Exhibitions) accounting for 9% of the wider U.S. market in 2015 (the last full
year for which such data is available). There are nearly 9,400 trade shows per year in the United States of varying sizes, the majority
of which are owned by entrepreneurs and non-profit industry associations. Based on data in the AMR Report, we estimate our 2015
total events revenue represents a market share of approximately 2%. Although the overall market is fragmented, any given trade
show competes only against the
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other trade shows that are relevant to its sector. For example, our OR Summer Market does not in any way compete with our
International Pizza Expo and neither show has significant competitors in its respective category in the United States. As noted,
nearly all of our shows are the market leaders within their respective industry verticals.

Source: AMR Report

Our Strengths

Largest U.S. Trade Show Organizer. We believe we sell more NSF and operate more large-scale and fast-growing trade
shows in the United States than any other operator based upon publicly available information published by TSNN and
TSE. There are currently no major publicly-traded companies in the United States that function as “pure-play” exhibition
companies. Our 2016 Adjusted EBITDA margin of 47% 1is the result of our significant scale, our centralized back-office
operations and our highly attractive and profitable show portfolio. Our trade shows have garnered numerous awards and
accolades, including five shows named to TSE’s “Fastest 50” growing U.S. shows in 2016, four shows named to TSE’s
“Next 50 fastest growing list for 2016 and 13 shows ranked in TSE’s 2015 “Gold 100.” Our ASD Market Week franchise
was voted “Trade Show of the Year” by TSNN in 2016. Our large existing operating platform provides us with economies
of scale, creating the opportunity to efficiently and profitably grow both organically, by way of new show launches, and by
making acquisitions.

Market-Leading Shows Drive Revenue Growth and Bolster Leading Market Positions. Approximately 95% of our
trade show revenue is generated by events that we believe are market leaders within their respective industry verticals in
the United States. We have maintained these strong market positions over time and believe they benefit from their
incumbency, leading brands, proprietary databases of exhibitor and attendee contacts and a self-reinforcing “network
effect” whereby high-quality attendees attract exhibitors, and those exhibitors in turn attract high attendance. The “must-
attend” nature of our events positions us to grow our attendance, exhibitors, NSF and pricing, which in turn drive
consistent revenue growth. For a hypothetical new trade show in a given industry vertical to be successful, it would need
to attract a critical
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mass of both high-quality exhibitors and attendees quickly from a standstill, which is difficult to accomplish. Furthermore,
the theoretical savings a new entrant could offer exhibitors in the form of a lower price are limited because booth space
typically only represents approximately one-third of the total cost of exhibiting at a show.

*  Proven Ability to Create Value Through Acquisitions. Our ability to create stockholder value through acquisitions is
meaningful. We approach acquisitions in a disciplined manner with a focus on ensuring only highly desirable events that
complement our existing portfolio are acquired at attractive prices. Our management team has significant industry
relationships that it leverages in order to originate and execute acquisitions, with robust processes in place to properly vet
targets so that only highly desirable events are acquired, and that such acquisitions are completed in a cost effective
manner. Once acquired, we believe we typically achieve margin improvement for acquired shows through a combination
of revenue, direct cost and SG&A synergies. We have made 13 acquisitions since 2014 for total consideration of
approximately $530.0 million, including the acquisition of George Little Management (“GLM”) in 2014 for $335.0
million. All of these acquisitions were completed at attractive EBITDA purchase multiples, and produced substantial
favorable tax attributes. Assuming we generate taxable income in the future, we expect these tax attributes will be used to
reduce our cash tax obligations for up to 15 years. These acquisitions have added approximately 3.0 million NSF, extended
our leadership positions within existing sectors and positioned us to move into leadership positions in new sectors such as
Technology, Food and Industrials. Given the substantial fragmentation in the market, we expect our acquisition efforts will
continue to be an important driver of future growth.

*  Strong Customer Loyalty Results in Significant Revenue Visibility. Our customers are extremely loyal, as evidenced by
our weighted-average NSF renewal rate of 81% over the period from 2014 to 2016 across all of our trade shows. Including
“win-backs” of exhibitors who did not exhibit in the last show but did exhibit in a prior one, our NSF renewal rate over the
same period averaged 83% across all our shows. Our portfolio’s NSF renewal rate was in the 95th percentile for our
industry in 2016, according to Stax and other industry sources, which is indicative of healthy, market-leading events. The
combination of high renewal rates and the fact that our customers pay us before our events take place results in significant
revenue visibility. For example, by the end of the first quarter of 2016 we had already sold 87% of our eventual 2016
booth space revenue, and we had sold 98% of our eventual 2016 booth space revenue by the end of the second quarter.

*  Resilient Financial Performance. We operate in distinct industry sectors that represent significant segments of the U.S.
economy. Within each sector, we are highly diversified by exhibitor, with no single customer accounting for even 1% of
our total revenue. In addition, the largest 10 exhibitors at each of our top five shows in 2016 represented an average of
only 6% of each respective show’s total revenue. The diversified nature of our sectors and customers enhances the stability
of our entire platform. In our experience, the leadership positions of our trade shows reduce the impact of recessions on
our business because during a downturn, exhibitors are more likely to continue spending money on the leading trade show
within a given industry vertical and reduce their spending on other, less essential events.

*  Continuously Expanding Technological Innovation Drives Value Proposition. Technological innovation enhances the
effectiveness of our shows and our sales force. Much of this innovation leverages our proprietary exhibitor and attendee
contact databases, which are difficult to replicate and offer a distinct competitive advantage. We have made technology-
enabled enhancements in the following areas: (1) website and mobile applications that allow attendees to preview
exhibitors, plan their visits and set up meetings in advance of our events; (i) marketing visualization tools that integrate
exhibitor data and provide insights that enhance the effectiveness of our sales force; (ii1) digital marketing strategies that
utilize social media and other channels to effectively generate leads; and (iv) real-time customer engagement tools to
create feedback loops and drive customer retention. We believe our implementation of technology-enabled solutions
increases exhibitor-attendee interaction, improving their experience and enhancing the value proposition of our events.

*  Robust Profit Margins and Excellent Cash Flow Conversion. In 2016, our Adjusted EBITDA margin was 47%. In
addition, our business requires minimal maintenance capital expenditures. Our favorable working capital dynamics and
substantial favorable tax attributes enable us to convert a significant portion of our Adjusted EBITDA into cash. Our
favorable tax attributes consist of benefits attributable to: (i) amortization expense related to our recent acquisitions, which
we expect will offset cash taxes on an
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aggregate of approximately $450.0 million of income over the next 15 years, and (ii) $59.9 million in federal NOLs as of
December 31, 2016, which we expect to fully utilize in 2017, in each case assuming we generate taxable income in the
applicable period.

Best-in-Class Management Team. Previously serving as president of Nielsen Expositions, our predecessor company,
David Loechner has been our CEO since we were acquired by Onex on June 17, 2013, and brings over 30 years of
industry experience. David was recently named the “2016 Industry Icon” by TSNN and is supported by a deep bench of 13
executives with over 300 years of collective industry experience. Other members of our management team have significant
experience in the trade show industry and the broader information services sector.

Our Growth Strategy

Our goal is to expand our market leadership position and capture an increasing share of the growing U.S. trade show industry.
Our strategies to achieve this goal include:

Increase NSF and Attendance. We intend to focus on growing NSF and attendance at our shows by working closely
with our attendees, exhibitors, vendors and other industry partners to increase the return on investment from participating
in our shows, drive customer satisfaction and deepen our engagement with our marketplaces. To reinforce our leading
market positions and capitalize on the growth trends underlying our sectors, we are using new technologies and marketing
strategies, including greater deployment of social media tools and leveraging of our proprietary database of attendees and
exhibitors, to help influence exhibitor and attendee interaction and improve their experiences.

Manage Pricing Growth. As a company, we are focused on delivering sustainable, long-term growth and have therefore
generally sought to implement price increases each year and intend to continue doing so going forward, always taking into
consideration underlying market conditions, attendance and satisfaction trends, planned changes to our shows, any venue
changes and other relevant drivers.

Continue to Make Accretive Acquisitions. The U.S. trade show market is highly fragmented, with numerous potential
acquisition targets. We will continue to take a disciplined approach to evaluating acquisitions, focusing only on those that
meet our financial contribution and return on investment objectives. Historically, we have completed acquisitions at
EBITDA purchase multiples that are typically in the mid-to-high single digits. Our acquisitions have historically been
structured as asset deals that have resulted in the generation of long-lived tax assets, which in turn have reduced our
purchase multiples when incorporating the value of the created assets. In the future, we intend to pursue acquisitions with
similarly attractive valuation multiples. With our significant experience acquiring and integrating leading trade shows and
our increased efficiencies due to our scale, we believe we are well-positioned as a buyer of choice. We use highly selective
criteria for evaluating acquisitions and will focus on expanding our presence within sectors we currently serve as well as
on establishing a leading presence in sectors that have strong underlying growth potential, such as Technology, which we
entered via acquisition in 2014. We expect our ongoing pipeline of deals will allow us to further drive growth as we
continue to focus on acquisitions that offer value accretion through attractive purchase price multiples, tax-efficient
transaction structures and cost synergies. In addition, we expect to drive revenue synergies by cross-selling newly-acquired
shows to existing customers in common sectors.

Launch New Shows and New Categories within Existing Shows. We intend to leverage our existing brands, industry
expertise and market strength to launch new categories within existing shows as well as entirely new shows. With minimal
capital expenditure requirements, we have historically incubated new category and new trade show launches in a cost-
effective manner. For example, our ASD Market Week trade show has grown from one single category to its current
collection of nine categories, each with unique exhibitors and each held in its own area of the broader ASD Market Week
show. At NY NOW, we have plans in place to add multiple new categories including antiques, vintage products, outdoor
lifestyle products, gourmet foods, textiles and lighting. In 2016, we successfully launched four new shows and events:
LUEUR Spring, Get Outdoors-NYC, International Contemporary Furniture Fair (“ICFF”) Miami and Fall CycloFest. We
consider each of the four show launches to have been a success, and we currently plan to repeat these shows in 2017.
Further, we have several new shows in various stages of development, with several planned launches in 2017, and we plan
to continue to assess other potential launches.
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*  Grow Internationally. While all of our trade shows are currently hosted in the United States, international exhibitors and
attendees represent an important component of our total participant base. There remains a significant opportunity for us to
increase the number of international exhibitors and attendees at our shows. In the future we may also launch, partner with
or acquire international trade shows that are complementary to our core business and could represent a substantial growth
opportunity.

11



TABLE OF CONTENTS

Risks Associated with Our Business

Our business is subject to numerous risks described in “Risk Factors” immediately following this prospectus summary and
elsewhere in this prospectus. These risks represent challenges to the successful implementation of our strategy and to the growth and
future profitability of our business. Some of the more significant risks are:

At any given point in time, general economic conditions may have an adverse impact on the industry sectors in which our
trade shows and conferences operate, and therefore may negatively affect demand for exhibition space and attendance at
our trade shows and conferences;

The success of each of our trade shows depends on the reputation of that show’s brand;
We may not be able to secure or retain desirable dates and locations for our trade shows;

Attendance at our shows could decline as a result of disruptions in global or local travel conditions, such as congestion at
airports, the risk of or an actual terrorist action, adverse weather or fear of communicable diseases;

We may fail to accurately monitor or respond to changing market trends and adapt our trade show portfolio accordingly;

If we fail to attract leading brands as exhibitors in, or high-quality attendees to, our trade shows, we may lose the benefit
of the self-reinforcing “network effect” we enjoy today;

We may face increased competition from existing trade show operators or new competitors;
A significant portion of our revenue is generated by our top five trade shows;
We intend to continue to be highly acquisitive, and our acquisition growth strategy entails risk;

Our exhibitors may choose to use an increasing portion of their marketing and advertising budgets to fund online
initiatives or otherwise reduce the amount of money they have available to spend in connection with our trade shows;

We may lose the services of members of our senior management team or of certain of our key full time employees and we
may not be able to replace them adequately;

We use third-party agents whom we do not control to sell space at our trade shows, particularly to international exhibitors;

Changes in legislation, regulation and government policy as a result of the U.S. presidential and congressional elections
may have a material adverse effect on our business in the future;

A loss or disruption of the services from one or more of the limited number of outside contractors who specialize in
decoration, facility set-up and other services in connection with our trade shows could harm our business;

The industry associations that sponsor and market our trade shows could cease to do so effectively, or could be replaced or
supplemented by new industry associations who do not sponsor or market our trade shows;

Our launch of new trade shows or new initiatives with respect to current trade shows may be unsuccessful and consume
significant management and financial resources;

We do not own certain of the trade shows that we operate or certain trademarks associated with some of our shows;
The infringement or invalidation of proprietary rights could have an adverse effect on our business;

Our information technology systems, including our ERP business management system, could be disrupted;

We could fail to protect certain employee or customer data;

We face risks associated with event cancellations or other interruptions to our business, which the insurance we maintain
may not fully cover;

We may face material litigation;
We may be unable to fully utilize the benefits associated with our favorable tax attributes; and

We previously identified a material weakness in our internal control over financial reporting. If we experience additional
material weaknesses in the future or otherwise fail to maintain an effective system of internal controls in the future, our
ability to prevent or detect a material misstatement in our financial statements could be adversely affected.

See “Risk Factors” immediately following this prospectus summary for a more thorough discussion of these and other risks and
uncertainties we face.
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Organizational Structure

The chart below summarizes our ownership and corporate structure after giving effect to this offering, assuming no exercise of
the underwriters’ option to purchase additional shares.

(1)  If the underwriters exercise in full their option to purchase additional shares, Onex and members of management would own approximately % of our
common stock and investors in this offering would own approximately % of our common stock.

13
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include:

Implications of Being an Emerging Growth Company

As a company with less than $1.0 billion in revenue during our last fiscal year, we qualify as an “emerging growth company” as
defined in the Jumpstart Our Business Startups Act of 2012 (the “JOBS Act”). An emerging growth company may take advantage of
specified reduced reporting and other requirements that are otherwise applicable generally to public companies. These provisions

we are not required to engage an auditor to report on our internal controls over financial reporting pursuant to Section
404(b) of the Sarbanes-Oxley Act of 2002 (the “Sarbanes-Oxley Act”);

we are not required to comply with any requirement that may be adopted by the Public Company Accounting Oversight
Board (the “PCAOB”) regarding mandatory audit firm rotation or a supplement to the auditor’s report providing additional
information about the audit and the financial statements (i.e., an auditor discussion and analysis);

we are not required to submit certain executive compensation matters to stockholder advisory votes, such as “say-on-pay”,
“say-on-frequency” and “say-on-golden parachutes”; and

we are not required to disclose certain executive compensation related items such as the correlation between executive
compensation and performance and comparisons of the chief executive officer’s compensation to median employee

compensation.

We may take advantage of these provisions until the last day of our fiscal year following the fifth anniversary of the completion
of this offering or such earlier time that we are no longer an emerging growth company. We would cease to be an emerging growth
company upon the earliest of: (i) the last day of the first fiscal year in which our annual gross revenues are $1.0 billion or more; (ii)
the end of any fiscal year in which the market value of our common stock held by non-affiliates exceeded $700.0 million as of the
end of the second quarter of that fiscal year; or (iii) the date on which we have, during the previous three-year period, issued more
than $1.0 billion in non-convertible debt securities. We have elected to take advantage of some of the reduced disclosure obligations
listed above in this prospectus, and may elect to take advantage of other reduced reporting requirements in future filings. In
particular, we have elected to adopt the reduced disclosure with respect to our executive compensation disclosure. As a result of this
election, the information that we provide stockholders may be different than you might get from other public companies.

The JOBS Act permits an emerging growth company like us to take advantage of an extended transition period to comply with
new or revised accounting standards applicable to public companies. We are choosing to irrevocably “opt out” of this provision and,
as a result, we will comply with new or revised accounting standards as required when they are adopted.

14
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Corporate Information

We were incorporated as Expo Event Holdco, Inc. in Delaware in 2013 and renamed Emerald Expositions Events, Inc. on
March 29, 2017. Our principal executive offices are located at 31910 Del Obispo Street, Suite 200, San Juan Capistrano, California
92675. Our telephone number is (949) 226-5700. We maintain a website at www.emeraldexpositions.com. The information
contained on, or that can be accessed through, our website is not a part of, and should not be considered as being incorporated by
reference into, this prospectus.

We were acquired by an affiliate of certain investment funds managed by an affiliate of Onex Partners Manager LP and/or Onex
Corporation (“Onex”) on June 17, 2013 (the “Onex Acquisition”). Prior to the Onex Acquisition, we were named Nielsen Business
Media Holding Company and operated as a separate business of The Nielsen Company B.V. (“Nielsen”). Following the
consummation of this offering, we expect to be a “controlled company” for the purposes of the New York Stock Exchange rules.

Our Sponsor

Onex is one of the oldest and most successful private equity firms in North America. Through its Onex Partners and ONCAP
private equity funds, Onex acquires and builds high-quality businesses in partnership with talented management teams. At Onex
Credit, Onex manages and invests in leveraged loans, collateralized loan obligations and other credit securities. Onex has
approximately $24 billion of assets under management, including $6 billion of Onex proprietary capital. With offices in Toronto,
New York, New Jersey and London, Onex invests its capital through its two investing platforms and is the largest limited partner in
each of its private equity funds.

Onex has extensive experience investing in leading business services companies. Notable examples of Onex’ investments in the
business services sector over its 32-year history include Clarivate Analytics (formerly the IP & Science business of Thomson
Reuters), sgsco, USI Insurance Services, CSI Global Education, Canadian Securities Registration Systems and SITEL Worldwide
Corporation.

After giving effect to this offering, Onex and its affiliates are expected to own approximately % of our common stock (or %
if the underwriters exercise in full their option to purchase additional shares). Onex will have the ability to control the outcome of
matters submitted to our stockholders for approval, including the election of our directors and the approval of any change in control
transaction. For a discussion of our relationship with Onex and more details on Onex’ ownership interest and conflicts of interest, see
“Certain Relationships and Related Party Transactions,” “Description of Capital Stock” and “Risk Factors—Risks Relating to this
Offering and Ownership of Our Common Stock—Our directors who have relationships with Onex may have conflicts of interest
with respect to matters involving us.”
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Issuer

Shares of common stock
offered by us

Shares of common stock offered by the selling
stockholders

Shares of common stock to be outstanding after this
offering

Option to purchase additional shares

Use of proceeds

Controlled company

Dividend policy

Proposed stock exchange symbol

The Offering

Emerald Expositions Events, Inc., a Delaware corporation.

shares.

shares (or shares if the underwriters exercise their option to
purchase additional shares in full).

shares. See “Description of Capital Stock.”

The underwriters have an option to purchase up to additional
shares of common stock from the selling stockholders. The
underwriters can exercise this option at any time within 30 days from
the date of this prospectus.

We estimate that the net proceeds to us from this offering, after
deducting underwriting discounts and estimated offering expenses, will
be approximately $ million, assuming the shares are offered at $
per share (the midpoint of the price range set forth on the cover page of
this prospectus). We intend to use the net proceeds to us from this
offering to repay $ million outstanding under the Term Loan
Facility with the balance, if any, for working capital and other general
corporate purposes. We will not receive any proceeds from any sale of
shares by the selling stockholders. See “Use of Proceeds.”

We will be a “controlled company” within the meaning of the corporate
governance standards of the New York Stock Exchange. See “Principal
and Selling Stockholders” and “Description of Capital Stock.”

After completion of this offering, we intend to pay quarterly cash
dividends on our common stock of §  per share (or § per annum),
commencing in the second quarter of 2017. Based on the shares
of common stock expected to be outstanding after the offering, our
dividend policy implies a quarterly cash requirement of approximately
$ million (or an annual cash requirement of approximately $

million), which amount may be changed or terminated in the future at
any time and for any reason without advance notice. The payment of
such dividend in the second quarter of 2017 and any future dividend is
subject to the discretion of our board of directors. Our business is
conducted through our subsidiaries. Accordingly, our ability to pay
dividends to our stockholders is dependent on the earnings and
distributions of funds from our subsidiaries. See “Dividend Policy.”

“EEX.”
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Risk factors Investing in our common stock involves a high degree of risk. See
“Risk Factors” beginning on page 23 of this prospectus for a discussion
of factors you should carefully consider before investing in our
common stock.

Unless otherwise indicated, all information contained in this prospectus:

*  assumes an initial public offering price of $ per share, which is the midpoint of the price range set forth on the cover
page of this prospectus;

«  gives effect to our amended and restated certificate of incorporation and our amended and restated bylaws, which will be
in effect upon the listing of our common stock on the New York Stock Exchange;

»  assumes the underwriters’ option to purchase additional shares of our common stock from the selling stockholders has not
been exercised; and

* gives effectto a -for-one stock split of our common stock and an increase in our authorized capital stock to
shares of common stock that occurred on ,2017.
The number of shares of common stock to be outstanding after this offering is based on shares of common stock outstanding
as of , 2017, after giving effect to the -for-one stock split that occurred on , 2017, and excludes:
. shares of common stock issuable upon the exercise of options outstanding under the Expo Event Holdco, Inc. 2013

Stock Option Plan (the “2013 Option Plan”) as of  , 2017, at a weighted average exercise price of §  per share; and

. shares of common stock reserved for future issuance under the new omnibus incentive plan that we intend to adopt in
connection with this offering.
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Summary Consolidated Financial Data

necessarily indicative of the results expected for any future period.

elsewhere in this prospectus.

Year Ended December 31,

The following table presents summary consolidated financial data for the periods and at the dates indicated. The summary
consolidated financial data as of December 31, 2016 and 2015, and for the years ended December 31, 2016, 2015 and 2014, have
been derived from our audited consolidated financial statements included elsewhere in this prospectus. Our historical results are not

The following information should be read in conjunction with “Capitalization”, “Management’s Discussion and Analysis of
Financial Condition and Results of Operations”, “Business” and our consolidated financial statements and related notes included

2016(D

2015

2014D

Statement of income (loss) and comprehensive income (loss) data:

(in thousands, except share and per share data)

Revenue $ 323,749 § 306,407 $ 273,558
Cost of revenues 84,368 83,448 82,251
Selling, general and administrative expense(z) 98,891 93,051 90,824
Depreciation and amortization expense 40,047 39,072 37,546
Intangible asset impairment charge(3 ) — 8,946 —
Operating income 100,443 81,890 62,937
Interest expense 51,400 51,937 56,017
Loss on extinguishment of debt™ 12,780 — 1,918
Other income — — 119
Income before income taxes 36,263 29,953 5,121
Provision for income taxes 14,096 10,330 12,757
Net income (loss) and comprehensive income (loss) $ 22,167 $ 19,623 §$ (7,636)
Net income (loss) per share attributable to common stockholders

Basic $ 4479 $ 39.66 $ (15.65)

Diluted $ 43.78 $ 39.24 § (15.65)
Weighted average common shares outstanding

Basic 494,875 494,773 487,827

Diluted 506,353 500,130 487,827
Pro forma net income (loss) per share attributable to common stockholders®)

Basic

Diluted
Pro forma weighted average common shares outstanding(s)

Basic

Diluted
Statement of cash flows data:

Net cash provided by operating activities $ 92976 $ 87,778 $ 72,652

Net cash used in investing activities $ (51,874) $ (87,022) $ (335,730)

Net cash (used in) provided by financing activities $ (42,421) $ (26,300) $ 282,488
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As of December 31,
2016 2015
(dollars in thousands)

Balance sheet data:

2

3

“4)

)

(6)

(7

@®)

Cash and cash equivalents $ 14942 $ 16,261
Total assets(®) $ 1,572,519 $ 1,538,095
Total debt(”) $ 702,066 $ 731,598
Total liabilities $ 1,044,751 $ 1,035,563
Year Ended December 31,
2016 20151 20141
(dollars in thousands)

Other financial data:

Adjusted EBITDA® $ 152,131 $ 142,773 $ 125214
Acquisition Adjusted EBITDA®) $ 158,540 $ 147491 $ 129,576
Adjusted Net Income(® $ 63,649 $ 58,074 $ 32,004
Free Cash Flow(!?) $ 89,550 $ 85,015 § 68,755
(1) Financial data for the year ended December 31, 2016 included the results of the International Gift Exposition in the Smokies and The Souvenir Super

Show (“IGES”) since their acquisition on August 1, 2016, the Swim Collective Trade Show (“Swim Collective”) and the Active Collective Trade
Show (“Active Collective” and, together with Swim Collective, “Collective”) since their acquisition on August 8, 2016, the Digital Dealer Conference
and Expo (“Digital Dealer”) since its acquisition on October 11, 2016, the National Pavement Expo (“Pavement”) since its acquisition on October 18,
2016, RFID Journal LIVE! (“RFID LIVE!”) since its acquisition on November 15, 2016 and the American Craft Retailers Expo (“ACRE” and together
with IGES, Collective, Digital Dealer, Pavement and RFID LIVE!, the “2016 acquisitions™) since its acquisition on December 13, 2016. Financial data
for the year ended December 31, 2015 includes the results of Healthcare Design Conference and Expo, Healthcare Design Magazine, Environments
For Aging and Construction SuperConference (collectively, “HCD Group”) since their acquisition on February 27, 2015, the International Pizza Expo
(“Pizza Expo”) and the trade magazine Pizza Today (“Pizza Today” and, together with Pizza Expo, “Pizza Group™) since their acquisition on March 3,
2015, HOW Interactive Design Conference (“HOW?) since its acquisition on October 14, 2015 and the National Industrial Fastener & Mill Supply
Expo (“Fastener Expo” and together with HCD Group, Pizza Group and HOW, the “2015 acquisitions™) since its acquisition on November 12, 2015.
Financial data for the year ended December 31, 2014 includes the results of GLM since its acquisition on January 15, 2014.

Selling, general and administrative expenses for the years ended December 31, 2016, 2015 and 2014 included $7.7 million, $5.1 million and $12.0
million, respectively, in acquisition-related transaction, transition and integration costs, including legal and advisory fees. Also included in selling,
general and administrative expenses for the years ended December 31, 2016, 2015 and 2014 were stock-based compensation expenses of $3.0 million,
$5.1 million and $6.4 million, respectively.

The intangible asset impairment charge for the year ended December 31, 2015 was recorded to align the carrying value of indefinite-lived intangible
assets with their implied fair value. No other impairment charges were recorded in 2015 including in connection with our annual test of goodwill for
the year ended December 31, 2015.

On October 28, 2016, in connection with the Third Amendment to our Senior Secured Credit Facilities (the “Third Amendment”), we redeemed all of
our $200.0 million aggregate principal amount of our 9.000% Senior Notes due 2021 (the “Senior Notes™) at a redemption price of 104.50%. The $9.0
million redemption premium was included in loss on extinguishment of debt in the consolidated statements of income (loss) and comprehensive
income (loss). Due to the extinguishment of the Senior Notes, we also wrote off $3.8 million of outstanding deferred financing fees which were
included in loss on extinguishment of debt in the consolidated statements of income (loss) and comprehensive income (loss).

On July 21, 2014, we entered into the Second Amendment to the Senior Secured Credit Facilities (the “Second Amendment”) which re-priced the
facility by lowering the interest rate and LIBOR floor rate. We applied debt modification accounting guidance and determined the modification was
significant for several lenders in the term facility syndicate. Therefore, $1.9 million of deferred financing fees and original issue discount was written
off in the third quarter of 2014.

Reflects (i) a -for-one stock split of our common stock and an increase in our authorized capital stock to shares of common stock that
occurred on , 2017 and (ii) the issuance by us of shares of our common stock in this offering.

As of December 31, 2016, total assets included goodwill of $930.3 million and other intangible assets, net, of $541.2 million. As of December 31,
2015, total assets included goodwill of $890.3 million and other intangible assets, net, of $559.4 million.

As of December 31, 2016, total debt of $702.1 million consisted of $713.3 million of borrowings outstanding under the Term Loan Facility, net of
unamortized deferred financing fees of $5.2 million and unamortized original issue discount of $6.0 million. As of December 31, 2015, total debt of
$731.6 million consisted of $550.3 million of borrowings outstanding under the Term Loan Facility, net of unamortized deferred financing fees of $7.1
million and unamortized original issue discount of $7.2 million, and $195.7 million in aggregate principal amount of the Senior Notes, net of
unamortized deferred financing fees of $4.3 million.

In addition to net income presented in accordance with GAAP, we use Adjusted EBITDA and Acquisition Adjusted EBITDA to measure our financial
performance. Adjusted EBITDA and Acquisition Adjusted EBITDA are supplemental non-GAAP financial measures of operating performance and are
not based on any standardized methodology prescribed by GAAP. Adjusted EBITDA and Acquisition Adjusted EBITDA should not be considered in
isolation or as alternatives to net income, cash flows from operating activities or other measures determined in accordance with GAAP. Also, Adjusted
EBITDA and Acquisition Adjusted EBITDA are not necessarily comparable to similarly titled measures presented by other companies.
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We define Adjusted EBITDA as net income before (i) interest expense, (ii) loss on extinguishment of debt, (iii) income tax expense, (iv) depreciation
and amortization, (v) stock-based compensation, (vi) deferred revenue adjustment, (vii) intangible asset impairment charge, (viii) unrealized loss on
interest rate swap and floor, net, (ix) the Onex management fee and (x) other items that management believes are not part of our core operations. We
define Acquisition Adjusted EBITDA as Adjusted EBITDA for each period presented as further adjusted for the results of shows associated with
acquisitions made during such period as if they had been completed as of the first day of the period presented. We present Adjusted EBITDA and
Acquisition Adjusted EBITDA because we believe they assist investors and analysts in comparing our operating performance across reporting periods
on a consistent basis by excluding items that we do not believe are indicative of our core operating performance. Management and our board of
directors use Adjusted EBITDA and Acquisition Adjusted EBITDA to assess our financial performance and believe they are helpful in highlighting
trends because they exclude the results of decisions that are outside the control of management, while other measures can differ significantly
depending on long-term strategic decisions regarding capital structure, the tax jurisdictions in which we operate and capital investments. Furthermore,
our Senior Secured Credit Facilities use Acquisition Adjusted EBITDA (which is defined as “Consolidated EBITDA” in the credit agreement
governing the Senior Secured Credit Facilities) to measure our compliance with certain limitations and covenants. We reference Adjusted EBITDA and
Acquisition Adjusted EBITDA frequently in our decision-making because they provide supplemental information that facilitates internal comparisons
to the historical operating performance of prior periods. In addition, executive incentive compensation is based in part on Acquisition Adjusted
EBITDA, and we base certain of our forward-looking estimates and budgets on Acquisition Adjusted EBITDA. Adjusted EBITDA and Acquisition
Adjusted EBITDA have limitations as analytical tools, and you should not consider such measures either in isolation or as a substitute for analyzing
our results as reported under GAAP. For a discussion of these limitations, see “Use of Non-GAAP Financial Measures.”

Year Ended December 31,
2016 20150 2014M
(dollars in thousands)
Net income (loss) $ 22,167 % 19,623 $ (7,636)
Add:
Interest expense 51,400 51,937 56,017
Loss on extinguishment of debt® 12,780 — 1,918
Income tax expense 14,096 10,330 12,757
Depreciation and amortization 40,047 39,072 37,546
Stock-based compensation(b) 2,898 5,039 6,355
Deferred revenue adjustment(c) 303 1,931 5,556
Intangible asset impairment charge(d) — 8,946 —
Management fee(®) 750 750 750
Other items® 7,690 5,145 11,951
Adjusted EBITDA $ 152,131  $ 142,773  $ 125,214
Add:
Acquisitions(® 6,409 4,718 4,362
Acquisition Adjusted EBITDA $ 158,540 § 147,491 § 129,576

(a) Represents loss on extinguishment of debt as described in Note (4) above.
(b) Represents costs related to stock-based compensation associated with certain employees’ participation in the 2013 Option Plan.

(c) Deferred revenue balances in each of the opening balance sheets of acquired assets and liabilities for Emerald, GLM, and the 2015 and 2016
acquisitions, reflected the fair value of the assumed deferred revenue performance obligations at the respective acquisition dates. If the
businesses had been continuously owned by us throughout 2016, 2015 and 2014, the fair value adjustments of $0.8 million, $1.9 million and $2.6
million would not have been required and the revenues for the years ended 2016, 2015 and 2014 would have been increased by $0.3 million,
$1.9 million and $5.6 million, respectively.

(d) Represents intangible asset impairment charge as described in Note (3) above.

(e) Represents the annual management fee of $0.8 million payable to an affiliate of Onex under the services agreement between Onex and the
Company, dated as of June 17, 2013 (the “Services Agreement”), put into place as a result of the Onex Acquisition. In connection with this
offering, the Services Agreement will be terminated and the management fee will no longer be paid.

(f)  Other adjustments include amounts management believes are not representative of our core operations. For the year ended December 31, 2016,
the $7.7 million included (i) $4.0 million in transaction costs incurred in connection with certain acquisition transactions that were completed or
pending and those that were pursued but not completed during 2016, (ii) $1.3 million in legal and consulting fees related to this offering and (iii)
$2.4 million in transition costs, primarily related to information technology and facility rental charges for terminated leases. For the year ended
December 31, 2015, the $5.1 million included: (i) $2.8 million in transaction expenses related to the 2015 acquisitions, (ii) $1.4 million in
expenses related to transition and integration costs related to the 2015 acquisitions and (iii) $0.9 million for transition and integration costs
related to the 2014 acquisition of GLM. For the year ended December 31, 2014, the $12.0 million included (i) $1.2 million in transaction
expenses related to the GLM acquisition, (ii) $2.3 million in expenses related to one-time transition and integration costs, principally comprised
of advisor fees, (iii) $3.5 million for severance, (iv) $4.1 million for our transition from Nielsen and (v) $0.9 million in transaction costs for
acquisitions that were pursued but not completed. We anticipate that we will continue to incur cash expenses related to sourcing, completion and
integration of acquisitions. Other items would also include an adjustment for scheduling changes with respect to annual trade shows to enable
investors to compare our results on a “like-for-like” basis when applicable during the period presented. We have not made any such adjustment
during the periods presented in this prospectus.
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€)

(g) Reflects the portion of Adjusted EBITDA generated by acquisitions completed in a given year for which the applicable events were staged prior
to the acquisition date and therefore not captured in our consolidated financial statements for the applicable year.

In addition to net income presented in accordance with GAAP, we present Adjusted Net Income because we believe it assists investors and analysts in
comparing our operating performance across reporting periods on a consistent basis by excluding items that we do not believe are indicative of our
core operating performance. Our presentation of Adjusted Net Income adjusts net income for (i) loss on extinguishment of debt, (ii) stock-based
compensation, (iii) deferred revenue adjustment, (iv) intangible asset impairment charge, (v) the Onex management fee, (vi) other items that
management believes are not part of our core operations, (vii) amortization of deferred financing fees and discount, (viii) amortization of (acquired)
intangible assets and (ix) tax adjustments related to non-GAAP adjustments.

We use Adjusted Net Income as a supplemental metric to evaluate our business’s performance in a way that also considers our ability to generate profit
without the impact of certain items.

For example, it is useful to exclude stock-based compensation expenses because the amount of such expenses in any specific period may not directly
correlate to the underlying performance of our business, and these expenses can vary significantly across periods due to timing of new stock-based
awards. We also exclude the amortization of intangible assets and certain discrete costs, including deferred revenue adjustments, impairment charges
and transaction costs (including professional fees and other expenses associated with acquisition activity) in order to facilitate a period-over-period
comparison of our financial performance. This measure also reflects an adjustment for the difference between cash amounts paid in respect of taxes
and the amount of tax recorded in accordance with GAAP. Each of the normal recurring adjustments and other adjustments described in this paragraph
help to provide management with a measure of our operating performance over time by removing items that are not related to day-to-day operations or
are noncash expenses.

Adjusted Net Income is a supplemental non-GAAP financial measure of operating performance and is not based on any standardized methodology
prescribed by GAAP. Adjusted Net Income should not be considered in isolation or as an alternative to net income, cash flows from operating activities
or other measures determined in accordance with GAAP. Also, Adjusted Net Income is not necessarily comparable to similarly titled measures
presented by other companies.

Year Ended December 31,
20161 20151 2014D
(dollars in thousands)
Net income $ 22,167 $ 19,623 $ (7,636)
Add (Deduct):
Loss on extinguishment of debt® 12,780 — 1,918
Stock-based compensation(b) 2,898 5,039 6,355
Deferred revenue adjustment(c) 303 1,931 5,556
Intangible asset impairment charge(d) — 8,946 —
Management fee(®) 750 750 750
Other items(® 7,690 5,145 11,951
Amortization of deferred financing fees and discount 5,293 4,681 4,328
Amortization of (acquired) intangible assets(® 38,324 36,802 34,663
Tax adjustments related to non-GAAP adjustments(h) (26,556) (24,843) (25,881)
Adjusted Net Income $ 63i649 $ 58i074 $ 32i004

(10)

(a) Represents loss on extinguishment of debt as described in Note (4) above.
(b) Represents costs related to stock-based compensation associated with certain employees’ participation in the 2013 Option Plan.

(c) Deferred revenue balances in each of the opening balance sheets of acquired assets and liabilities for Emerald, GLM, and the 2015 and 2016
acquisitions, reflected the fair value of the assumed deferred revenue performance obligations at the respective acquisition dates. If the
businesses had been continuously owned by us throughout 2016, 2015 and 2014, the fair value adjustments of $0.8 million, $1.9 million and $2.6
million would not have been required and the revenues for the years ended 2016, 2015 and 2014 would have been $0.3 million, $1.9 million and
$5.6 million higher, respectively.

(d) Represents intangible asset impairment charge as described in Note (3) above.

(e) Represents the annual management fee of $0.8 million payable to an affiliate of Onex under the Services Agreement put into place as a result of
the Onex Acquisition. In connection with this offering, the Services Agreement will be terminated and the management fee will no longer be
paid.

(f)  Represents other items as described in footnote (f) to Note (8) above.

(g) We have historically grown our business through acquisitions and have therefore acquired significant intangible assets the value of which is
amortized over time. These acquired intangible assets are amortized over an extended period ranging from seven to ten years from the date of
each acquisition.

(h) Reflects application of U.S. federal and state enterprise tax rates of 39.0% in 2016, 39.3% in 2015 and 39.5% in 2014.

In addition to net cash provided by operating activities presented in accordance with GAAP, we present Free Cash Flow because we believe it is a
useful indicator of liquidity that provides information to management and investors about the amount of cash generated from our core operations that,
after capital expenditures, can be used for strategic initiatives, including investing in our business, making strategic acquisitions and strengthening our
balance sheet.

We use Free Cash Flow to evaluate the amount of cash generated by our business that can be used to maintain and grow our business, for the
repayment of indebtedness, payment of dividends and to fund strategic opportunities, including investing in our business and strengthening our balance
sheet.
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Free Cash Flow is a supplemental non-GAAP financial measure of liquidity and is not based on any standardized methodology prescribed by GAAP.
Free Cash Flow should not be considered in isolation or as an alternative to cash flows from operating activities or other measures determined in
accordance with GAAP. Also, Free Cash Flow is not necessarily comparable to similarly titled measures used by other companies.

Year Ended December 31,
20161 20151 2014D
Net Cash Provided by Operating Activities $ 92,976 $ 87,778 $ 72,652
Less:
Capital expenditures 3,426 2,763 3,897
Free Cash Flow $ 89,550 3 85,015 $ 68,755
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RISK FACTORS

Investing in our common stock involves a high degree of risk. You should carefully consider the following factors, as well as other
information contained in this prospectus, before deciding to invest in shares of our common stock. The trading price of our common
stock could decline due to any of these risks, and you may lose all or part of your investment in our common stock.

Risks Relating to Our Business and Industry

At any given point in time, general economic conditions may have an adverse impact on the industry sectors in which our trade
shows and conferences operate, and therefore may negatively affect demand for exhibition space and attendance at our trade shows
and conferences.

Our results are influenced by domestic as well as global general economic conditions because we draw exhibitors and attendees
from around the world. However, we are affected to a larger degree by conditions within the individual industry sectors in which our
trade shows operate. For example, the downturn in the domestic housing market that began in 2007 had a negative impact on the
performance of KBIS during the period from 2008 to 2013. The longer a recession or economic downturn continues, the more likely it
becomes that our customers may reduce their marketing and advertising or procurement budgets. Any material decrease in marketing or
procurement budgets could reduce the demand for exhibition space or reduce attendance at our trade shows, which could have a
material adverse effect on our business, financial condition, cash flows and results of operations.

The success of each of our trade shows depends on the reputation of that show’s brand.

Our exhibitors and attendees primarily know us by the names of our trade shows that operate in their specific industry sector rather
than by our corporate brand name, Emerald Expositions. In addition, a single brand name is sometimes used for shows that occur more
than once a year; for example, the brand name “ASD Market Week” is used at our ASD Market Week March and ASD Market Week
August shows, and the brand name Outdoor Retailer is used for both the OR Summer Market and OR Winter Market versions of the
show. If the image or reputation of one or more of these shows is tarnished, it could impact the number of exhibitors and attendees
attending that show or shows. A decline in one of our larger shows could have a material adverse effect on our business, financial
condition, cash flows and results of operations.

The dates and location of a trade show can impact its profitability and prospects.

The demand for desirable dates and locations is high. Consistent with industry practice, we typically maintain multi-year non-
binding reservations for dates at our trade show venues. Aside from a nominal deposit in some cases, we do not pay for these
reservations, and, while they almost always entitle us to a last look before the venue is rented to someone else during the reservation
period, these reservations are not binding on the facility owners until we execute a definitive contract with the owner. We typically sign
contracts that guarantee the right to specific dates at venues only one or two years in advance. Therefore, our multi-year reservations
may not lead to binding contracts with facility owners. Consistency in location and all other aspects of our trade shows is important to
maintaining a high retention rate from year to year, and we rely on our highly loyal customer base for the success of our shows.
External factors such as legislation and government policies at the local or state level, including policy related to social issues, may
depress the desire of exhibitors and attendees to attend our trade shows held in certain locations. For example, we expect that our
organic revenue growth in 2017 will be modestly adversely impacted by certain political issues in Utah that are affecting exhibitor
signup at our 2017 OR Summer Market show. Our inability to secure or retain desirable dates and locations for our trade shows could
have a material effect on our business, financial condition, cash flows and results of operations.

Attendance at our shows could decline as a result of disruptions in global or local travel conditions, such as congestion at airports,
the risk of or an actual terrorist action, adverse weather or fear of communicable diseases.

The number of attendees and exhibitors at our trade shows may be affected by a variety of factors that are outside our control.
Because many attendees and exhibitors travel to our trade shows via airplane, factors that depress the ability or desire of attendees and
exhibitors to travel to our trade shows, including, but not limited to, an increased frequency of flight delays or accidents, outbreaks of
contagious disease or the potential for infection, increased costs associated with air travel, actual or threatened terrorist attacks, the
imposition of heightened security standards or bans on visitors from particular countries outside the United States, or acts of nature,
such as earthquakes, storms and
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other natural disasters, could have a material adverse effect on our business, financial condition, cash flows and results of operations.
While we are generally insured against direct losses, one or more of the factors described above could cause a long-term reduction in
the willingness of exhibitors and attendees to travel to attend our trade shows, which could have a material adverse effect on our
business, financial condition, cash flows and results of operations.

We may fail to accurately monitor or respond to changing market trends and adapt our trade show portfolio accordingly.

Our success depends in part upon our ability to monitor changing market trends and to adapt our trade shows, acquire existing
trade shows or launch new trade shows to meet the evolving needs of existing and emerging target audiences. The process of
researching, developing, launching and establishing profitability for a new trade show may lead to initial operating losses. During 2017,
we expect to launch several new shows. Our efforts to adapt our trade shows, or to introduce new trade shows into our portfolio, in
response to our perception of changing market trends, may not succeed, which could have a material adverse effect on our business,
financial condition, cash flows and results of operations.

If we fail to attract leading brands as exhibitors in, or high-quality attendees to, our trade shows, we may lose the benefit of the self-
reinforcing “network effect” we enjoy today.

The leading brands represented by our exhibitors attract attendees who, in many cases, have authority to make purchasing
decisions, or who offer other benefits (such as publicity or press coverage) by virtue of their attendance. The presence of these
exhibitors and attendees creates the self-reinforcing “network effect” that benefits our business; however, if representatives of leading
brands decide for any reason not to participate in our trade shows, the number and quality of attendees could decline, which could lead
to a rapid decline in the results of one or more trade shows and have an adverse effect on our business, financial condition, cash flows
and results of operations.

We may face increased competition from existing trade show operators or new competitors.

Although the trade show market is highly fragmented, we currently face competition in certain of our industry sectors. Further, our
high profit margins and low start-up costs could encourage new operators to enter the trade show business. Both existing and new
competitors present an alternative to our product offerings, and if competition increases or others are successful in attracting away our
exhibitors and attendees, it could have a material adverse effect on our business, financial condition, cash flows and results of
operations.

A significant portion of our revenue is generated by our top five trade shows.

We depend on our top five trade shows to generate a significant portion of our revenues. For the year ended December 31, 2016,
our top five shows were ASD Market Week March, ASD Market Week August, NY NOW Summer, NY NOW Winter and OR Summer
Market. For the year ended December 31, 2016, these shows represented 35% of our total revenues. Notwithstanding the fact that ASD
Market Week and NY NOW represent multiple product categories and that all of our shows are highly diversified by customer, a
significant decline in the performance or prospects of any one of these significant trade shows could have a material adverse effect on
our business, financial condition, results of operations and cash flows.

We intend to continue to be highly acquisitive, and our acquisition growth strategy entails risk.

Our acquisition growth strategy entails various risks, including, among others:

»  the risks inherent in identifying desirable acquisition candidates, including management time spent away from running our
core business and external costs associated with identifying such acquisition candidates;

» the risk that we turn out to be wrong with respect to selecting and consummating what we had believed to be accretive
acquisitions;

» the risk of overpaying for a particular acquisition;
»  the risks of successfully integrating an acquisition and retaining the key employees and/or customers of acquired businesses;
. the risks relating to potential unknown liabilities of acquired businesses;

. the cultural, execution, currency, tax and other risks associated with any future international expansion; and
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» the risks associated with financing an acquisition, which may involve diluting our existing stockholders, reducing our
liquidity or incurring additional debt, which in turn could result in increased debt service costs and/or a requirement to
comply with certain financial or other covenants.

Our exhibitors may choose to use an increasing portion of their marketing and advertising budgets to fund online initiatives or
otherwise reduce the amount of money they have available to spend in connection with our trade shows.

Our trade shows have high NSF renewal rates, and we expect to continue to derive the substantial majority of our revenues from
selling booth space to exhibitors. Although we have not observed a decline in demand for our trade shows as a result of the increasing
use of the internet and social media for advertising and marketing, the increasing influence of online marketing and any resulting
reductions of the budgets our participants allocate to our trade shows could have a material adverse effect on our business, financial
condition, cash flows and results of operations.

We may lose the services of members of our senior management team or of certain of our key full time employees and we may not be
able to replace them adequately.

We benefit substantially from the leadership and experience of members of our senior management team and we depend on their
continued services to successfully implement our business strategy. The loss of any member of our senior management team or other
key employee could materially and adversely affect our financial condition and results of operations. We currently maintain key man
insurance only for our CEO. We cannot be certain that we will continue to retain our executives’ services, or the services of other key
personnel, many of whom have significant industry experience and/or institutional knowledge. Moreover, we may not be able to attract
and retain other qualified personnel. The loss of the services of senior management or other key full-time employees, or our inability to
attract and retain other qualified personnel, could have a material adverse effect on our business, financial condition, cash flows and
results of operations.

We use third-party agents whom we do not control to sell space at our trade shows, particularly to international exhibitors.

We supplement our sales employees with third-party agents, who often have deeper connections in international markets than we
could have on our own. We do not have full control over these agents, and they have the potential to expose us to reputational and legal
risks either through representing our company poorly, selling exhibition space at our trade shows to low quality or otherwise
inappropriate exhibitors or violating certain laws or regulations including the U.S. Foreign Corrupt Practices Act and other applicable
anti-bribery laws in contravention of our policies and procedures. Our relationships with these agents are not always exclusive, and any
of a number of factors could lead to a reduction or cessation of their efforts to sell exhibit space at our trade shows, potentially reducing
participation at our trade shows and having a material adverse effect on our business, financial condition, cash flows and results of
operations.

Changes in legislation, regulation and government policy, including as a result of U.S. presidential and congressional elections,
may have a material adverse effect on our business in the future.

The recent presidential and congressional elections in the United States could result in significant changes in, and uncertainty with
respect to, legislation, regulation and government policy. While it is not possible to predict whether and when any such changes will
occur, changes at the local, state or federal level could significantly impact our business. Specific legislative and regulatory proposals
discussed during and after the election that could have a material impact on us include, but are not limited to, reform of the federal tax
code; infrastructure renewal programs; changes to immigration policy; modifications to international trade policy, including
withdrawing from trade agreements and taxes on imports; and changes to financial legislation and public company reporting
requirements. In particular, changes to immigration policy could make it more difficult for some exhibitors and attendees to attend our
events.

We are currently unable to predict whether policy change discussions will meaningfully change existing legislative and regulatory
environments relevant for our business. To the extent that such changes have a negative impact on us, including as a result of related
uncertainty, these changes may materially and adversely impact our business, financial condition, cash flows and results of operations.
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A loss or disruption of the services from one or more of the limited number of outside contractors who specialize in decoration,
facility set-up and other services in connection with our trade shows could harm our business.

We, and to a greater extent, our exhibitors, use a limited number of outside contractors for decoration, facility set-up and other
services in connection with our trade shows, and we and our exhibitors rely on the availability, capability and willingness of these
contractors to provide services on a timely basis and on favorable economic and other terms. Notwithstanding our long-term contracts
with these contractors, many factors outside our control could harm these relationships and the availability, capability or willingness of
these contractors to provide these services on acceptable terms. The partial or complete loss of these contractors, or a significant
adverse change in our or our exhibitors’ relationships with any of these contractors, could result in service delays, reputational damage
and/or added costs that could harm our business and customer relationships to the extent we or our exhibitors are unable to replace
them in a timely or cost-effective fashion, which could have a material adverse effect on our business, financial condition, cash flows
and results of operations.

Some facilities where we hold our trade shows require decorators, facility set-up and other service providers to use unionized
labor. Any union strikes or work stoppages could result in delays in launching or running our trade shows, reputational damage and/or
added costs, which could have a material adverse effect on our business, financial condition, cash flows and results of operations.

The industry associations that sponsor and market our trade shows could cease to do so effectively, or could be replaced or
supplemented by new industry associations who do not sponsor or market our trade shows.

We often enter into long-term sponsorship agreements with industry associations whereby the industry association endorses and
markets our trade show to its members, typically in exchange for a percentage of the trade show’s revenue. Our success depends, in
part, on our continued relationships with these industry associations and our ability to enter into similar relationships with other
industry associations. Although we frequently enter into long-term agreements with these counterparties, these relationships remain
subject to various risks, including, among others:

»  failure of an industry trade association to renew a sponsorship agreement upon its expiration;

»  termination of a sponsorship agreement by an industry trade association in specified circumstances;

« the willingness, ability and effectiveness of an industry trade association to market our trade shows to its members;

»  dissolution of an industry trade association and/or the failure of a new industry trade association to support us; and

» the ability on the part of an industry trade association to organize a trade show itself.

Any disruptions or impediments in these existing relationships, or the inability to establish a new relationship, could have a
material adverse effect on our business, financial condition, cash flows and results of operations.
Our launch of new trade shows or new initiatives with respect to current trade shows may be unsuccessful and consume significant
management and financial resources.

From time to time, we launch new trade shows or new initiatives with respect to current trade shows. During 2017, we expect to
launch several new shows. We may expend significant management time and start-up expenses during the development and launch of
new trade shows or initiatives, and if such trade shows or initiatives are not successful or fall short of expectations, we may be
adversely affected. Because we have limited resources, we must effectively manage and properly allocate and prioritize our efforts.
There can be no assurance that we will be successful or, even if successful, that any resulting new trade shows or new initiatives with
respect to current trade shows will achieve customer acceptance.

We do not own certain of the trade shows that we operate or certain trademarks associated with some of our shows.

Risks associated with our relationships with industry trade associations or other third-party sponsors of our events are particularly
applicable in the case of KBIS, which is a trade show owned by an industry association, and in the case of the JA New York trade
shows and our Military trade shows, which are the trade shows in our portfolio where the show trademarks are owned by an industry
association or other third party and not by us. Any material disruption to our relationship with these third parties could have a material
adverse impact on the revenue stream from these trade shows.
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The infringement or invalidation of proprietary rights could have an adverse effect on our business.

We rely on trademark, trade secret and copyright laws in the United States and on company policies and confidentiality
agreements with our employees, consultants, advisors and collaborators to protect our proprietary rights, including with respect to the
names of our trade shows, our exhibitor and attendee contact databases and other intellectual property rights. Our confidentiality
agreements may not provide adequate protection of our proprietary rights in the event of unauthorized use or disclosure of our
proprietary information or if our proprietary information otherwise becomes known, or is independently developed, by competitors.
Failure to obtain or maintain adequate protection of our intellectual property rights for any reason could have a material adverse effect
on our business. We rely on our trademarks, trade names and brand names to distinguish our trade shows from those of our competitors,
and have registered and applied to register many of these trademarks. We cannot assure you that our trademark applications will be
approved or that our federal registrations will be upheld if challenged. Third parties may oppose our applications or otherwise challenge
our use of our trademarks through administrative processes or litigation. In the event that our trademarks are successfully challenged,
we could be forced to rebrand our products and/or services, which could result in the loss of brand recognition and could require us to
devote resources to advertising and marketing new brands. Further, we cannot assure you that competitors will not infringe our
trademarks, or that we will identify all such infringements or have adequate resources to properly enforce our trademarks.

In addition, our business activities could infringe upon the proprietary rights of others, who could assert infringement claims
against us. If we are forced to defend against any such claims, whether they are with or without merit or are determined in our favor,
then we may face reputational damage, costly and time-consuming litigation, diversion of management’s attention and resources or
other adverse effects on our products and services. As a result of such a dispute, we may have to rebrand our products or services, or
enter into royalty or licensing agreements in order to obtain the right to use a third party’s intellectual property. Such royalty or
licensing agreements, if required, may be unavailable on terms acceptable to us, or at all. If there is a successful claim of infringement
against us, we could be required to pay significant damages, enter into costly royalty or licensing agreements, or discontinue certain of
our brands, any of which could adversely affect our business.

Our information technology systems, including our ERP business management system, could be disrupted.

The efficient operation of our business depends on our information technology systems. Since the Onex Acquisition, we have
implemented an ERP business management system, and we recently implemented applications, including Hyperion planning software
and a new customer relationship management tool. We also are in the process of transferring data storage functions to a new cloud
storage services provider. We rely on our information technology systems and certain third-party providers to effectively manage our
business data, communications, supply chain, order entry and fulfillment and other business and financial processes. Our failure to
properly and efficiently implement our information technology systems, or the failure of our information technology systems to
perform as we anticipate, could disrupt our business and could result in transaction errors, processing inefficiencies and the loss of
revenue and customers, causing our business and results of operations to suffer. In addition, our information technology systems may
be vulnerable to damage or interruption from circumstances beyond our control, including fire, natural disasters, power outages,
systems failures and viruses. While we maintain disaster recovery plans, any such damage or interruption could have a material adverse
effect on our business.

We could fail to protect certain employee or customer data.

We collect and retain certain employee and customer data, including personally identifiable information, and, in some cases, credit
card data. Our various information technology systems enter, process, summarize and report such data. The integrity and protection of
such data is critical to our business, and our customers and employees have an expectation that we will adequately protect their
personal information. The regulatory environment governing information, security and privacy laws, as well as the requirements
imposed on us by the credit card industry, are increasingly demanding and continue to evolve rapidly. Maintaining compliance with
applicable information security and privacy regulations may increase our operating costs. We rely on third-party vendors to host our
websites, customer databases and billing system. Any errors, failures, interruptions or delays experienced in connection with these
third-party technologies and information services or our own systems could negatively impact our relationships with customers,
adversely affect our brands and business and expose us to third-party liabilities. We exercise limited control over these third-party
vendors, which increases our vulnerability to problems with services they provide. Furthermore, a compromised data system or the
intentional, inadvertent or negligent release or disclosure of data by us or our third-party providers could result in theft, loss, or
fraudulent or unlawful use of customer, employee or
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company data, any of which could harm our reputation and/or result in costs, fines or lawsuits, which could materially adversely affect
our financial condition and operating results.

We face risks associated with event cancellations or other interruptions to our business, which the insurance we maintain may not
fully cover.

We maintain business interruption, event cancellation, casualty, general commercial and umbrella and excess liability insurance, as
well as policies relating to workers’ compensation, director and officer insurance and property and product liability insurance. Our
insurance policies may not cover all risks associated with the operation of our business and may not be sufficient to offset the costs of
all losses, lost sales or increased costs experienced during business interruptions or event cancellations. For example, we may be forced
to cancel trade shows in the event of natural or man-made disasters. In addition, many of our trade shows are held in government-
owned facilities, including three that are held on military bases operated by the U.S. government. These governmental entities may
have the right to exclude us from the venues, or may not give us executed venue contracts until immediately prior to a scheduled trade
show. While we are insured against losses arising from event cancellations, we are not reimbursed for any property that is discarded or
destroyed or that we are required to replace because our existing assets are temporarily inaccessible. Such losses could have a negative
impact on our business.

Certain events can also lead to reputational harm which could have a long-term negative impact on a trade show that would not be
mitigated by insurance coverage. For some risks, we may not obtain insurance if we believe the cost of available insurance is excessive
related to the risks presented. As a result of market conditions, premiums and deductibles for certain insurance policies can increase
substantially and, in some instances, certain insurance policies may become unavailable or available only for reduced amounts of
coverage. As a result, we may not be able to renew our insurance policies or procure other desirable insurance on commercially
reasonable terms, if at all. Losses and liabilities from uninsured or underinsured events and delay in the payment of insurance proceeds
could have a material adverse effect on our financial condition and results of operations.

We may face material litigation.

Although we are not currently subject to any litigation that we believe would have a material adverse effect on our business,
financial condition, cash flows or results of operations, we may in the future become subject to litigation or claims that arise in the
ordinary course of business, such as employment-related or intellectual property-related litigation. Litigation can be expensive, time-
consuming and disruptive to normal business operations, including to our management team due to the increased time and resources
required to respond to and address the litigation. An unfavorable outcome with respect to any particular matter or costs related to the
settlement of any such matter could have a material adverse effect on our business, financial condition, cash flows and results of
operations.

We may be unable to fully utilize the benefits associated with our favorable tax attributes.

As of December 31, 2016, we had $59.9 million of NOLs for U.S. federal income tax purposes, which we expect to fully utilize in
2017. In addition, our favorable tax attributes include amortization of intangibles resulting primarily from our historical acquisitions. If
we generate taxable income in the future, we may be able to utilize these NOLs and amortization expense to offset future federal
income tax liabilities. We expect amortization expense relating to recent acquisitions will be available to offset cash taxes on an
aggregate of approximately $450.0 million of income over the next 15 years. To the extent possible, we will structure our operating
activities to minimize our income tax liabilities. However, there can be no assurance we will be able to reduce it to a specified level.

In addition, while this offering will not result in a change of control under Section 382 of the U.S. Internal Revenue Code of 1986,
any subsequent accumulations of common stock ownership leading to a change of control under that section, including through sales of
our common stock by large stockholders after this offering, all of which are outside of our control, could limit our ability to utilize our
NOLs to offset future federal income tax liabilities.

Risks Relating to our Indebtedness

Our substantial indebtedness could adversely affect our financial condition and limit our ability to raise additional capital to fund
our operations.

We have a significant amount of indebtedness. As of December 31, 2016, we had $713.3 million of borrowings outstanding under
the Term Loan Facility, with $99.4 million in additional borrowing capacity under the Revolving Credit Facility (after giving effect to
$0.6 million of outstanding letters of credit).
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Our high level of indebtedness could have important consequences to us, including:
*  making it more difficult for us to satisfy our obligations with respect to our debt;

* limiting our ability to obtain additional financing to fund future working capital, capital expenditures, investments or
acquisitions or other general corporate requirements;

*  requiring a substantial portion of our cash flows to be dedicated to debt service payments instead of other purposes, thereby
reducing the amount of cash flows available for working capital, capital expenditures, investments or acquisitions or other
general corporate purposes;

*  increasing our vulnerability to adverse changes in general economic, industry and competitive conditions;

»  exposing us to the risk of increased interest rates as borrowings under our Senior Secured Credit Facilities (to the extent not
hedged) bear interest at variable rates, which could further adversely impact our cash flows;

*  limiting our flexibility in planning for and reacting to changes in our business and the industry in which we compete;
»  restricting us from making strategic acquisitions or causing us to make non-strategic divestitures;

*  impairing our ability to obtain additional financing in the future;

»  placing us at a disadvantage compared to other, less leveraged competitors; and

*  increasing our cost of borrowing.

Any one of these limitations could have a material effect on our business, financial condition, cash flows, results of operations and
ability to satisfy our obligations in respect of our outstanding debt.

Despite our current debt levels, we may incur substantially more indebtedness, which could further exacerbate the risks associated
with our substantial leverage.

We and our subsidiaries may be able to incur additional indebtedness in the future, which may be secured. While our Senior
Secured Credit Facilities limit our ability and the ability of our subsidiaries to incur additional indebtedness, these restrictions are
subject to a number of qualifications and exceptions and thus, notwithstanding these restrictions, we may still be able to incur
substantially more debt. In addition, provided that no default or event of default (as defined in the Senior Secured Credit Facilities) has
occurred and is continuing, we have the option to add one or more incremental term loan or revolving credit facilities or increase
commitments under the Revolving Credit Facility by an aggregate amount which does not cause our total first lien net leverage ratio, on
a pro forma basis (in each case, as defined in the Senior Secured Credit Facilities), to exceed 4.50 to 1.00, plus an additional $100.0
million (of which $71.8 million remained available as of December 31, 2016). As of December 31, 2016, we had $713.3 million of
borrowings outstanding under the Term Loan Facility, with $99.4 million in additional borrowing capacity under the Revolving Credit
Facility (after giving effect to $0.6 million of outstanding letters of credit). To the extent that we incur additional indebtedness, the risks
that we now face related to our substantial indebtedness could increase.

To service our indebtedness, we require a significant amount of cash, which depends on many factors beyond our control.

Based on our current level of operations, we believe our cash flow from operations, available cash and available borrowings under
our Senior Secured Credit Facilities will be adequate to meet our liquidity needs for the next twelve months. We cannot assure you,
however, that our business will generate sufficient cash flow from operations, or that future borrowings will be available to us under our
Senior Secured Credit Facilities in amounts sufficient to enable us to fund our liquidity needs.

If we do not generate sufficient cash flow from operations to satisfy our debt obligations, we may have to undertake alternative
financing plans, such as:

»  refinancing or restructuring our debt;
»  selling assets; or

»  seeking to raise additional capital.
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We cannot assure you that we would be able to enter into these alternative financing plans on commercially reasonable terms or at
all. Moreover, any alternative financing plans that we may be required to undertake would still not guarantee that we would be able to
meet our debt obligations. Our inability to generate sufficient cash flow to satisfy our debt obligations, or to obtain alternative
financing, could materially and adversely affect our business, results of operations, financial condition and business prospects. See
“Management’s Discussion and Analysis of Financial Condition and Results of Operations—Liquidity and Capital Resources.”

We will need to repay or refinance borrowings under our Senior Secured Credit Facilities.

The Term Loan Facility and the Revolving Credit Facility are scheduled to mature in June 2020 and 2018, respectively. As of
December 31, 2016, we had $713.3 million of borrowings outstanding under the Term Loan Facility, with $99.4 million in additional
borrowing capacity under the Revolving Credit Facility (after giving effect to $0.6 million of outstanding letters of credit).

We will need to repay, refinance, replace or otherwise extend the maturity of our Senior Secured Credit Facilities. Our ability to
repay, refinance, replace or extend these facilities by their maturity dates will be dependent on, among other things, business conditions,
our financial performance and the general condition of the financial markets. If a financial disruption were to occur at the time that we
are required to repay indebtedness outstanding under our Senior Secured Credit Facilities, we could be forced to undertake alternate
financings, negotiate for an extension of the maturity of our Senior Secured Credit Facilities or sell assets and delay capital
expenditures in order to generate proceeds that could be used to repay indebtedness under our Senior Secured Credit Facilities. We
cannot assure you that we will be able to consummate any such transaction on terms that are commercially reasonable, on terms
acceptable to us or at all.

Our variable rate indebtedness subjects us to interest rate risk, which could cause our debt service obligations to increase
significantly.

Borrowings under our Senior Secured Credit Facilities are at variable rates of interest and expose us to interest rate risk. Interest
rates are still near historically low levels and are projected to rise in the future. If interest rates rise, our debt service obligations on the
variable rate indebtedness will increase even though the amount borrowed may remain the same, and our net income and cash flows
will correspondingly decrease. Assuming no prepayments of the Term Loan Facility (under which we had $713.3 million of borrowings
outstanding as of December 31, 2016) and that the $100.0 million Revolving Credit Facility is fully drawn (and to the extent that
LIBOR is in excess of the floor rate of our Senior Secured Credit Facilities), each 0.125% change in interest rates would result in a $1.0
million change in annual interest expense on the indebtedness under our Senior Secured Credit Facilities.

In March 2014, we entered into forward interest rate swap and floor contracts effectively converting the interest ratio on $100.0
million of borrowings under the Senior Secured Credit Facilities from a floating to a fixed rate in order to reduce interest rate volatility.
The contracts have effective dates of December 31, 2015. Any swaps we enter into have costs associated with them and may not fully
or effectively mitigate our interest rate risk. See “Management’s Discussion and Analysis of Financial Condition and Results of
Operations—Interest Rate Swap and Floor” in this prospectus for additional details regarding these instruments.

The covenants in our Senior Secured Credit Facilities impose restrictions that may limit our operating and financial flexibility.

Our Senior Secured Credit Facilities contain a number of significant restrictions and covenants that limit our ability, among other
things, to:

. incur additional indebtedness;

*  pay dividends or distributions on our capital stock or repurchase or redeem our capital stock;
*  prepay, redeem or repurchase specified indebtedness;

. create certain liens;

« sell, transfer or otherwise convey certain assets;

. make certain 