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CRISIS CONSEQUENCES ON COMMUNICATION-MIX 
Traditional communication is loosing, internet is g aining 

 

 

The economic crisis accelerates the 

paradigm shift in communication, thus 

acting as a catalyst for marketing 

expenses.  

 

Traditional above-the-line media like print, 

radio, television, cinema and outdoor are 

loosing whereas the below-the-line 

communication tools are more stable and: 

It is the internet which is the winner in this 

crisis. This is a core result of ‘Uniplan Live 

Trends 2009’, an annual survey carried 

out by the Leipzig School of Graduate 

Management for the Cologne-based 

international agency Uniplan among over 

400 marketing decision makers from 8 

industries. 

 

Sprinters, hurdlers and marathon 

runners 

 

A quarter of the companies surveyed have 

a positive outlook for the future. These 

‘sprinters’  expect general economic 

conditions to improve as early as at the 

end of this year. The energy / food and 

health industry, in particular, belongs to 

this type. Despite the relatively small 

influence the crisis has had on these 

industries, they have decided to rethink 

their communications mix. 

 

Almost half of the companies surveyed are 

‘hurdlers’ . This group is currently strongly 

affected by the economic crisis but 

believes to be able to overcome the crisis 

within the first half of 2010. This includes 

suppliers to the automotive industry as 

well as industrial and high-tech 

companies. 

 

The third cluster group, the ‘marathon 

runners’  - mainly companies from the 

automotive and banking sector - felt the 

impact of the crisis more than average. 

They make up more than on fifth of the 

companies surveyed and do not see an 

end to the crisis before 2011. These 

companies face particular challenges, 

especially since the economic crisis has 

also brought to light structural problems in 

these industries. 

 

Internet gaining ground 

 

There is a clear trend that unifies all 

surveyed companies: Traditional 

communication is loosing out to the 

internet. The ‘hurdlers’ are vigorously 

stepping on the breaks concerning their 

communication budget. Almost half of the 

companies in this cluster dramatically 

reduce traditional advertising in 2009; 

more than one third also consider live 
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communication activities including fairs 

and exhibitions to be less significant. 

An even clearer shift can be seen among 

the ‘marathon runners’: every second 

company is pulling the rip cord when it 

comes to the communication budget. The 

clear winner is yet again the internet. 

 

Integration of real and virtual marketing 

 

But during the crisis, in particular, 

personnel communication between people 

and thus between a company’s team and 

their customers make the critical 

difference in competition. Therefore trade 

fairs and exhibitions remain a top choice 

also during hard times. To overcome the 

crisis many companies strengthen the ties 

with their existing customers. They want to 

achieve stronger customer loyalty and 

create more customer proximity and trust.  

 

Relationship marketing counts 

 

This is why in future it is vital to 

intelligently link online marketing, also with 

a view towards new social media, and real 

face-to-face relationship marketing. 

Whereas the internet is able to intensify 

communication and spread information it 

cannot establish authentic relationship 

between people. Relationship marketing 

needs to be even extended in future in a 

combination of face-to-face 

communication and online channels. 

 

 
 

 

RE-LAUNCH OF WEBSITES 
KME and ITA revamp their online appearance 

 

 
KME Consulting Group has revamped 

its websites www.kme-consulting.com  

and www.tradefair-academy.com . 

 

The look and feel of the websites has 

been changed, adapting even more 

intensively to needs of the modern 

exhibition world. Furthermore the 

navigation and link structure are easier to 

handle. 

 

It is also possible to ask for information in 

a simple way, using the contact form 

placed on the homepage of both 

websites. 

You are invited to have a look at: 

 

KME Consulting Group 

 

http://www.kme-consulting.com 

 

ITA International Trade Fair Academy 

 

http://www.tradefair-academy.com 
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ECONOMIC IMPACT OF TRADE FAIRS & EXHIBITIONS IN GERMANY 
Direct expenses & investments of 12 bill Euro per y ear 

 

 

Domestic and foreign exhibitors spend 

a yearly average of around 7.8 bill Euro 

for their participation at German 

exhibitions, thereof 6.4 bill Euro at 

international trade fairs in Germany. 

 

On the visitors’ side the overall yearly 

expenses amount to 3.9 bill Euro, thereof 

2.9 bill Euro related to international trade 

fairs. 

 

The average investment of the German 

exhibition companies accumulate to 

around 0.4 bill Euro per year. 

 

Thus the direct expenditure and 

investments related to trade fairs and 

exhibitions in Germany result in around 12 

bill Euro per year. 

 

These are core results of a brand new 

study of the ifo institute on behalf of 

AUMA, analysing the economic impact of 

exhibitions in Germany in the period 2005 

- 2008. 

 

The overall production effects (direct and 

multiplier effects) of trade fairs and 

exhibitions for the German economy sum 

up to around 23.5 bill Euro on a yearly 

basis. This corresponds to 0.5 % of the 

German GDP. 

 

 

Economic Impact
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Direct Economic Impact of Trade Fairs & 
Exhibitions in Germany (yearly average 2005 - 2008) 

Source: ifo institute / AUMA / KME 2009 
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STRUCTURE OF EXHIBITORS’ AND VISITORS’ EXPENSES 
Only 20.7 % of exhibitor costs allotted to booth re ntal 

 

 
The detailed cost structure of the 

exhibitors’ expenses at trade fairs & 

exhibitions in Germany reveals that 

only 20.7 % of their overall spendings 

are allotted to booth rental incl. extra 

booth-related charges. Stand 

construction, transportation, cleaning 

and security cost represent the highest 

cost block on the exhibitor side with 

30.8 %. 

 

Thus half of the exhibitors’ expenses are 

spent for stand construction and booth 

rental (51.5 %). Travel cost, 

accommodation, food & beverage and 

leisure expenses sum up to around one 

fourth of the exhibitors’ expenses 

(25.5 %). 

 
The visitors’ costs are dominated by travel 

expenditure piling up to 29 %, followed by 

accommodation (23 %) and catering 

(20.9 %). 

 

The above breakdown of costs pictures 

the yearly average related to the years 

2005 - 2008. 

 

 

Exhibitors' Expenditure at Trade Fairs & Exhibition s in Germany 
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Visitors' Expenditure at Trade Fairs & Exhibitions in Germany 
 

Visitors' Expenditure
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Source: ifo institute / AUMA / KME 2009 
 
 

 

INTERNATIONAL EXHIBITION NIGHT IN NEW DELHI 
India Habitat Centre hosts networking event on 23 O ctober 2009 

 

 
The ITA International Trade Fair 

Academy, Germany, will hold its 

second 3-day training course on 

International Trade Fair Management 

(ITM) in New Delhi from 21 to 23 

October 2009 . 

 

On the evening of the third day of this 

training event the KME Consulting Group 

and its Indian partner INK Business Media 

invite the Indian exhibition community to 

join the international networking evening 

on the Delhi ‘O’ Delhi Terrace at the India 

Habitat Centre in the heart of the 

metropolis of New Delhi. 

 

 
India Habitat Centre, New Delhi 
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The panel discussion with the participation 

of high-ranking exhibition industry leaders 

features the topic ‘The Indian exhibition 

industry: Challenges 2010’.  

 

The Indian Exhibition Industry Association 

(IEIA) is supporting the event. A majority 

of the association's member companies 

are awaited to join the Exhibition Night and 

the networking dinner. 

 

 

 

After the grand success of ITA’s first 

training academy in Mumbai in May 2009 

the Delhi event will be organised in 

partnership with IEIA. The event enjoys 

the lead sponsorship of Schenker 

Germany and RE Rogers India; the 

Losberger Group will be present as an 

Associate Sponsor. 

 

 

 

 

 

(see program brochure on the ITA 

website) 

 

 
 

 

GERMAN LOUNGE 
New German Lounge concept for visitors at trade sho ws outside of Germany 

 

 
Especially in times of though budgets 

not only the decision to participate at a 

trade show as an exhibitor, but also as 

a trade visitor is thoroughly 

questioned in many companies. 

 

The KME Consulting Group has therefore 

developed the new German Lounge 

concept and a special design, offering the 

following added value for trade visitors:  

 

 

 

·  Special & exclusive communication 

area 

·  Targeted personal matchmaking 

·  Individual company counter 

·  Positioning with company logo under 

the umbrella label ‘Made in Germany’ 
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German Lounge: Hot Spot for selected 

business communication  

 

The participating company representa-

tives get the exclusive opportunity to use 

the German Lounge and to conduct 

individual business talks with pre-selected 

exhibitors and high-ranking members of 

the administration. This enables an 

especially efficient matchmaking with 

exhibiting companies, representatives of 

industry & trade associations and political 

decision makers. 

 

 

 

Individual company counter in the 

German Lounge 

 

As an add-on an individual company 

counter may be rented, offering a special 

communication and presentation area at 

the German Lounge. 

The company counter offers the following 

benefits:  

 

·  Individual company table with logo 

·  Own brochure rack 

·  Possibility to display catalogue 

material 

·  Placement of small samples (upon 

agreement) 

·  Integration in the trade show 

catalogue with logo and company 

description 

 

Thus the company counter offers an 

opportunity of ‘light exhibiting’ especially 

for market newcomers. 

 

 
 

 

GERMAN TRADE MISSION TO KIEV 
German delegation at Bezpeka | Security 

 

 
The msi agency | germany organises a 

German Trade Mission to the 

Bezpeka/Security (14th edition from 

2 - 5 November 2009) for 

representatives of German companies 

and trade associations active in the 

area of technical security systems, 

security equipment and security related 

services. 
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The international trade show 

Bezpeka/Security is the leading b2b event 

in Ukraine offering a comprehensive 

market overview and including several 

accompanying b2b conferences (e.g. for 

security matters concerning the UEFA 

Euro 2012 and for information security 

topics). 

 

Product groups of Bezepka | Security   

 

The full list of the exhibited products and 

services may be viewed here.  

 

Exhibitors from neighbouring countries 

 

Besides Ukrainian companies a range of 

exhibitors from the neighbouring states, 

especially from Belarus, Poland, Hungary 

and Russia have confirmed their 

participation. Altogether more than 180 

exhibitors and 8,000 trade visitors are 

expected at KyivExpoPlaza, a modern 

exhibition venue with 3 halls featuring 

28,000 sqm. 

 

 
KyivExpoPlaza 

 

Euroindex Ltd., the leading b2b exhibition 

company in Ukraine, with a portfolio of 

more than 20 trade shows and exhibitions 

is the organiser of Bezpeka/Security. 

Euroindex Ltd. has over 15 years of 

professional experience and know-how in 

the exhibition business.  

 

Alongside with Bezpeka | Security three 

other trade shows are held at the venue: 

BMSystems, elcom autumn and 

RENEXPO Eastern Europe. 

 

 

 

German Trade Mission   

 

Within the frame of a special trade mission 

German company representatives will gain 

access to relevant market information and 

decision makers from the security sector, 

thus getting a comprehensive picture for 

their potential future engagement in 

Ukraine. The trade mission will be 

endorsed by the Delegation of the German 

Industry in Ukraine as well as the German 

Embassy and given a briefing by high 

ranking German officials. 

 

German Lounge   

 

To facilitate the efficient matchmaking with 

exhibitors, representatives of industry & 
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trade associations and political decision 

makers the participants have the 

possibility to exclusively use the ‘German 

Lounge’. 

 

 

 

The German Lounge concept is 

implemented for the first time ever at 

Bezpeka/Security and allows to conduct 

personal meetings in an exclusive 

environment. The participating companies 

are present with their logos within the 

German Lounge and benefit from their 

appearance under the umbrella label 

‘Made in Germany’.  

 

 
 

BERLIN AND LONDON FASHION WEEKS 
High end flexible room solutions by Losberger 

 

 

Fashion shows and state of the art tent 

structures are closely linked to each 

other. Why? Fashion tents offer the 

unique opportunity to successfully 

present the ‘zeitgeist’ of fashion at 

extraordinary locations in the heart of 

metropolis cities like London and 

Berlin. 

 

 

 

The above Losberger fashion tent (width 

30 m, length 90 m) at the Berlin Fashion 

week Spring / Summer 2010 in July 2009 

was part of Germany’s biggest catwalk 

event. 

 

London in black 

 

The fashion week marathon for 2010 

brought up a first ever solution for the 

London fashion event at the end of 

September 2009. 

 

For the 25th jubilee of the London 

Fashion Week two big tents, each 50 m 

long, were installed by Losberger in the 

courtyard of Sommerset House - right in 

the middle of London vis-à-vis the 

Waterloo Bridge. The tents were 

completely covered in black including the 

glass elements. 

 

The fashion location was afterward 

quickly converted into a regular exhibition 
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hall to shelter the ‘Origin Craft Show’ - jut 

by exchanging the black canvas covers 

and walls by white glass elements and 

cassette walls. 

 

 

The Losberger Group is a world leading 

provider of premium tents and aluminium 

hall structures, headquartered in 

Germany, having plants in Germany, 

France and China. The company will be 

celebrating its 90th anniversary on 12 

November 2009. 

 

 
 

 

NUREMBERG MESSE 2020 
300 mill Euro turnover - 300 mill Euro investment 

 

 

During the last ten years the German 

Nuremberg Messe has almost tripled 

its turnover to reach 153 mill Euro in 

2008. By 2020 the Franconian 

exhibition professionals aim at 

doubling this figure. 

 

To match this ambition the supervisory 

board has approved a 300 mill Euro 

investment program. Half of this money is 

foreseen for further investments into the 

venue, the other half for merger and 

acquisition activities in Germany and 

abroad. Currently Nuremberg is turning its 

attention to Russia and India. 

 

 

 

 

 

 

‘Global Herta’ leaving the stage  

 

After 40 years in the profession Mrs. 

Herta Krausmann, Managing Director of 

Nuremberg Global Fairs, has gone into 

retirement. Herta belonged to the 

relatively rare species of business women 

‚German organisers will remain 
internationally in front only, if they succeed 
in positioning their events as no. 1 or 2 on 
the relevant markets.’ Bernd A. 
Diederichs, CEO Nuremberg Messe 
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reaching the top management level in the 

exhibition industry. 

 

 

 

 

 

 

 

 

During the last ten years she had built up 

the international business of Nuremberg 

Messe Group, that is currently present 

with altogether 20 own b2b events in 

Brazil, China, Japan, Russia, the USA 

and India. 

 

Her successor is Petra Wolf, 38, having 

been Director Public & Media Relations 

for 10 years within the Nuremberg 

exhibition team. 
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