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Abstract 

The German trade fair industry is a world leader. On 25 exhibition grounds, around 2.8 

million square meters of hall space is available for the realization of national and 

international trade fairs. Of the eight largest exhibition grounds in the world, there are 

four in Germany. Trade fairs fulfil a variety of functions and are considered as particularly 

efficient, innovative and thematically diversified in international competition. As one of 

the most important marketing instruments, they are a driving force for international trade 

in goods and services and contribute to an intensification in competition as well as to 

growth and employment. Due to the high internationality of the German trade fairs and 

the huge impact on the framework on tourism, the overall economic effects are 

particularly pronounced. 
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The role of trade fairs and exhibitions in the German 

economy 

1. Introduction 

The following work shows the economic importance of trade fairs and exhibitions in the 

German market, based on the analysis of macroeconomic and microeconomic factors. 

To start with, it is analyzed the history and economic evolution of the trade fairs in 

Germany. Then the various economic and social functions are detailed. 

In addition, since the wear and tear of the exhibition ground is considered a relevant 

factor to measure the economic efficiency of the trade fairs, it has been made a study of 

the evolution of the turnover ratio of the German trade fairs during the period 2004-2016. 

This report also reveals the most important trade fairs in Germany, taking as reference 

the number of visitors, the generated profits and the floor space. 

Messe Düsseldorf is presented as an example, on which has been realized a socio-

economic study, presenting the generated effects at a regional, national and global level. 

Furthermore, it is given a description of the company and the world markets in which it 

operates. 

The objective of the present work is an economic analysis of the German trade fair and 

exhibition industry, showing the example of Messe Düsseldorf. In this way, it can be 

measured the global economic importance of the German exhibition industry, showing 

the effects that it generates on production, employment and tax revenue 

This information has been obtained from various sources and from studies carried out 

by AUMA, moreover to the dialogue with Mr Hochheim, advisor in research of AUMA. 

2. History and evolution 

The fairs have been evolving in line with the rhythm of the development of trade and 

have acted at the same time, as driving engines for the economic and commercial 

activity. 

The origin of trade fairs took place in European markets in the middle ages along with 

the long-distance trade; there, goods for the daily use were marketed and this led to the 

time-bound meetings of dealers in certain places. 
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The first region where these medieval markets took place was the Champagne region of 

France. In Germany, trade fairs began to appear in churches as a religious celebration. 

National and regional exhibitions were established in the first half of the 19th century in 

many European countries. From 1851, world exhibitions emerged as a reflection of the 

technical, economic and cultural development of this period. On the initiative of industry 

in Germany, the "Permanent Exhibition Commission for German Industry" was founded 

in 1907 as the predecessor of today's AUMA. It´s main function was making the national 

and international exhibition offer more transparent in order to enable the industry to make 

a more efficient decision about its trade fair participation. During the period of National 

socialism, the international trade fair industry of Germany was reduced because imports 

of foreign goods and internationality at German trade fairs were undesirable. 

This situation changed after the Second World War, since the German exhibition and 

trade fair industry was no longer managed centrally. In 1947, an export fair was 

established in Hanover commanded by the British occupation power and then, Cologne 

and Frankfurt also restart their activities. In the case of Düsseldorf, The Northwest 

German exhibiting company GmbH, founded on 7 January 1947, established itself as 

the permanent exhibition society of the city and more than 70 years later, Düsseldorf´s 

trade fair became one of the ten most important trade fair organizers and is represented 

as an international company in all the growth regions of the world. 

Through the establishment in 1948 of an exhibitor's advisory committee in Hanover and 

the merger of industrial trade associations with the Federation of German Industries BDI 

in 1949, the AUMA was reestablished in the same year and assumed coordination tasks. 

From the 1950s, numerous trade fairs were established in West Germany. In the east of 

Germany, Leipziger Messe remained a central concern. After 1990, there were further 

exhibition areas with a regional significance. 

According to the document without author, entitled “fundamentos de las ferias 

internacionales” (fundamentos de las ferias internacionales, 2011), trade fairs have 

become a key element for international exchanges. They provide a meeting point 

between the main entrepreneurs of each sector and give access to a platform for the 

establishment of contacts, launching projects, exchange and dissemination of 

information.  

3. Functions of trade fairs 

The German trade fair market is constantly under pressure. Both the competitors and 

the organizers of the trade fairs operate worldwide trying to win the European market. 
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Another point is that intensive globalization has increased competition among trade fair 

organizers. It should be noted that globalization have significantly increased the use of 

internet, so that the number of online transactions and company agreements went up, 

but trade fairs maintain special importance of face-to-face meetings. They struggle to 

capture the maximum attention of their customers. In this way, trade fairs fulfil specific 

business, but also macroeconomic and social functions.1  

3.1 Microeconomic functions 

Trade fairs are multifunctional; they have by far and away the widest range of functions 

of all the marketing instruments.  

Exhibitors and visitors can achieve its objectives through them. They serve the 

development and cultivation of customer relations, as well as the presentation of new 

products, technologies and services. In this way, they get the positioning of the entire 

company. They also increase the media effect of the exhibiting company, make possible 

benchmarking between competitors, serve the employee motivation and increase the 

employee recruitment. According to the article without author „Wirtschaftsfaktor Messe“  

(Wirtschaftsfaktor Messe, 2017) trade fairs are the second most important marketing tool 

for companies after their own homepage. 

“Above all, trade fairs make possible personal dialog between suppliers and buyers 

obtaining, in this way, an emotional response from customers”. (Kresse, H.; von 

Weizsäcker, Robert K.; Penzkofer, H., 2005) 

Trade fairs increase the level of awareness of the own company and analyze the 

competitive situation. In this way, they function as a market research instrument, 

because they are test markets for new products.  

At an early stage of opening a market, a trade fair can be helpful for young companies 

to get an overview of the competition, their presentation and their products. The 

expenditure of German exhibitors for their trade fair participations reflects the high level 

of importance attached to trade fairs.  Around 40% of outgoings for business-to-business 

communication are, on average, devoted to trade fair participations. On average, 

German exhibitors spend around € 360,000 on trade fair participations in two years. 

Through this behavior, they made around eight participations in Germany and abroad. 

3.1.1 Customer care and customer acquisition 

Customer acquisition implies identify the processes and procedures to localize, qualify, 

and ensure the business of new customers. Companies and organizations consider the 

                                                 
1 This section is based on the publication in 2013 „The German trade fair industry“ from AUMA 
(Association of the German trade fair industry). 
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cost of customer acquisition as an important measure in assessing how much value 

customers bring back to their businesses. 

In the economy, the development of long-term customer relationships is replacing short-

term thinking in individual transactions. Such association in the sense of relation 

management can be achieved particularly effectively through trade fairs, with which the 

customers are tied through quality levels that have proved themselves over many years 

as with a branded product.  

A direct customer contact is possible through trade fairs, because they offer an excellent 

communication platform. Thanks to this platform, national and international contact 

opportunities are possible, and this leads to the sales benefits for the exhibiting 

companies. In consequence, often new additional markets are opened. 

A survey of 107 trade fairs in 2016 showed that trade fair visitors stay on average 1.6 

days at national and international trade fairs in Germany, while foreign visitors stay over 

two days. This is a result performed by the FKM- Gessellschaft for the voluntary control 

of trade fairs and exhibitions. This implies that visitors use trade fairs very intensively to 

get to know new products and services or to prepare business dealings. Therefore, it 

makes sense that exhibitors are completely turned over customers and dedicate them 

the 100%, while in a current working day, on average, sellers spend between 15-20% of 

its time to his clients (Solá, 2003). 

A recent study from AUMA (2015) on the behavior and structure of German trade fair 

visitors showed than 33% of the German trade fairs visitors were going the first time to 

the event, while foreign visitors a 42%. Almost every second foreign trade fair visitor is 

going for the first time; among the domestic visitors the figure is nearly one in three. 

Figure 1: Visitor behaviour 

0% 10% 20% 30% 40% 50% 60% 70% 80%

Only current trade fair

Already visited this trade fair

Previous trade fair

Longer ago

Not clear

Frecuency level of visitors

Abroad Germany 2014 / total
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Exhibitors, therefore, have excellent opportunities to win new customers by participating 

at a trade fair. In fact, the winning of new customers and the increase of the awareness 

of companies and products (93% and 96%) are the most important objectives for the 

exhibitors.  

3.1.2 Presentation of new products and services 

Through their temporal and spatial fixation, trade fairs are perceived as events that make 

the multitude of different category trends and innovations visible, especially by the 

proximity of the corresponding competitors. 

The Federal Ministry of Economics and Energy (BMWi) created in 2016 a program to 

promote the participation of smaller and medium-sized companies. The objective of this 

program was to commercialize the products and new processed developments from 

these companies through trade fairs, because their innovations captivate more interest 

in the spotlight of a trade fair than in other places. (Programm zur Förderung der 

Teilnahme junger innovativer Unternehmen an internationalen Leitmessen in 

Deutschland, 2016). Nearly 90% of the exhibitors at German trade fairs want to present 

innovations. 

3.1.3 Platforms for founders of new business 

Trade fairs present a lot of opportunities for new-founded enterprises. They are an ideal 

place for the public presentation of their products and their enterprise. In this way, they 

can contact directly to potential customers, distributors and service partners. 

3.1.4 Image improvement and media effect 

A company, regardless of their sector, needs a good idea and be able to present it not 

only to his costumers, but also to potential consumers.  

Consequently, the article without author “la importancia de la comunicacion corporativa 

en ferias y congresos” remarks the importance of a set of concepts and ideas in order to 

succeed. The elaboration of an advertising campaign, accompanied by an adequate 

media strategy, is essential to fulfill the communication objectives of the exhibition, 

towards the previously defined target audience, with a view to attracting their attention 

and promoting their attendance. Audiovisual elements such as projections, videos or 

animations must follow a brand strategy and be used in the stand of a trade fair to 

generate interest among the visitors. 

Moreover, trade fairs are events with high media impact, so the daily and trade press 

use it for intensive sector reporting.  

3.1.5 Benchmarking 

Benchmarking is a technique which consists in taking as reference the key qualities of 

other companies and adapts them to the company itself by adding improvements. The 
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proximity to the companies to each other on trade fairs, create a unique competitive 

situation. This is the reason why benchmarking has become the principal instrument 

between competitors on trade fairs. 

3.1.6 Employee motivation and employee recruitment 

A recent study (Bueno, 2015) establishes that employee motivation has become an 

indispensable task for businesses. To achieve a committed team and an appropriate 

atmosphere it is necessary moving away from the working environment the feeling of 

frustration and giving way to incentives. On this basis, trade fairs, which present a 

challenge in terms of logistics and planning, stand for get a high degree of motivation to 

all members of the company for the achievement of their objectives. They make possible 

the direct contact with customers and the study of the competitive environment.  

Furthermore, this leads to meet potential employees and the exhibitors can get 

immediately a first impression of the person in order to decide if it should become part of 

the company. 

3.1.7 Personal communication 

Trade fairs are markets full of commercial transactions. They reflect the best source of 

information of the sector introducing a center to exchange interests, opinions and 

tendencies. This creates confidence and sustainability between business partners 

(Muñiz, 2014). 

3.1.8 Emotional branding 

In today’s consumer society, a different marketing approach is being considered. 

Marketing communication and advertising stop focusing on the product to meet the 

feelings of the consumer. In this way, trade fairs offer the best possible scenario to 

implement this instrument. Exhibitor’s key of success consists in directing their efforts to 

establish an emotional connection between the product and the consumer (Merca2.0, 

2011). 

3.2 Macroeconomic functions 

In the publication “the Economic Impact of Trade Fairs on the economy of the district of 

Bogotá” (Fedesarrollo, Zuleta, Jaramillo, 2005) it is shown that in addition to the 

microeconomic functions, trade fairs have a multiplying effect on the economies of the 

city’s which they exhibit, promoting urban and regional development through investments 

in infrastructure and fairgrounds, on the first side, and by expenses generated though 

the exhibitors, visitors, organizers and ancillary services companies, on the other side. 

3.2.1 Economic promotion 

Trade fairs have a positive economic impact on the city, region and country in which they 

take place. As it will be seen in this report, the overall production and employment effects 
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as well as the tax revenue of trade fairs are enormous. They provide significant impetus 

for production and employment at regional and national levels. 

3.2.2 Market formation and market cultivation 

Supply and demand come together during trade fairs. They operate as a Market 

simulation platform and coordinate the interest of industry and trade. 

3.2.3 Creation of market transparency 

A market can be defined as transparent if all participants have the maximum information 

about the conditions of the same, being able to take their decisions in an appropriate 

way. This information must be clear, complete and truthful, being accessible to all those 

involved in the market. Therefore, the efficiency of a market will depend mostly on the 

facility to obtain such information and its cost. 

Trade fairs present the perfect scenario for market transparency because consumers 

have the opportunity to observe the product ranges of a sector making direct 

comparisons and communicate with each other solving immediately their doubts. 

3.2.4 Platforms for the German export 

A representative study by TNS Emnid on behalf of AUMA among 500 exhibitors who 

used the foreign trade program of the Federal Ministry of Economics in 2009, confirmed 

that the participation of Germany in foreign trade fairs secure and strength the export to 

a considerable extent. Almost 41% of the companies in the survey increased or secured 

their exports by participating in foreign trade fairs, for both medium and large companies. 

The diversification and opening to other new markets outside the European Union in 

2010 and 2011 were also asked. In this way, 42% of participants named at least one 

country or a world region. The highest percentages corresponded to Russia and China 

(9%), India (8%), Brazil (6%), US (4%) followed by Turkey and Arab countries (3%). 

Trade fairs are used by almost three-quarters of the exhibitors to entry into new markets 

and 84% of those, wanted to increase or maintain their commitment to markets outside 

the EU. 

In this way, participation in trade fairs is one of the main reasons for the success of 

medium and small companies, which is the essential part of the German economy. 

3.3 Social functions 

3.3.1 Transfer of knowledge 

Trade fairs and congresses function as a transmission mechanism of knowledge, where 

the best information can be exchanged. According to the OECD (1996), knowledge is 

considered as the driver of productivity and economic growth, leading to a new focus on 
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the role of information, technology and learning in economic performance. In this way, 

information has become an essential resource, leading to the “Knowledge-based 

economy” as we know it today. 

On trade fairs, a lot of different companies come together and present their main product 

range of one or more industry sectors. In this context, the necessary information can be 

determined so that the trade fair organizer can function as a broker of knowledge 

(Zielinski, 2011) 

3.3.2 Contacts between business and politics 

Trade fairs increase the interest of the political institutions for a sector of industry and 

offer a communication platform where exhibitors, business partners, venue owners, 

media people and politicians had the possibility to hold their meetings and discuss 

financial, economic and social policy issues, since they have a positive regional impact.  

3.3.3 International understanding 

According to Dr. Walter H.C. Lewis, a Dutch astrophysicist and former professor of 

physics at the Massachusetts Institute of Technology, "International Understanding is 

the ability to observe critically and objectively and appraise the human conduct 

everywhere to each other, irrespective of the culture to which they may belong”. 

In this context, trade fairs offer the possibility to exchange international relations and 

have an important positive influence on the relationship between nations. They function 

as “Marketplaces of international understanding”. 

4. Business ratios 

4.1 Turnover ratio 

According to the German institute for economic research (1985) (Deutsches Institut für 

Wirtschaftsforschung) it is very important the wear and tear on exhibition grounds. This 

can be calculated with the turnover ratio, through the following formula: 

Turnover ratio = Rented space / available gross area  

The measurement of the turnover ratio makes it possible to quantify business efficiency 

and offers a direct comparison of the performance of several trade fair companies 

(Nittbaur, 2001). 

In accordance with Felix von Grega (2013), the company's profile has always been a 

relevant factor for competitors, but the exhibition grounds have become a key element 

for the differentiation strategy. Trade fair organisations compete in order to attract 

exhibitors, visitors and private organizations. Felix von Grega (2003) analyses in his work 

https://en.wikipedia.org/wiki/Astrophysics
https://en.wikipedia.org/wiki/Physics
https://en.wikipedia.org/wiki/Massachusetts_Institute_of_Technology
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the turnover ratio in German exhibition grounds for the period 2001 - 2010. The result 

obtained showed a negative growth. The trend function presented a R2 of 63.7%, 

indicating a -0.15-negative growth on the turnover ratio2. This meant that the hall capacity 

grew faster than exhibitors demand, so that increase in hall capacity did not keep pace 

with the market demand. As reported by Carsten Dierig (2006), oversupply on exhibition 

space intensify competition, leading to a predatory competition. "There is too much new 

space built up," said Stepp Heckmann, trade fair manager of Hanover. In order to fill the 

surplus of available floor space, they simply try to buy an established event instead of 

developing and developing new topics. 

 

 

 

 

 

 

 

 

 

 

Figure 2 presents the evolution of the turnover ratio for the period 2004-2011. It shows 

that the trend line continues presenting a negative growth, although lower than that 

obtained for the period 2001-2010. In this case, the R squared of 20% indicates that the 

turnover ratio is - 0.03. 

The same study3 has been carried out for the period 2011-2016 in figure 34. It can be 

observed that for this period the trend has changed, showing an upward trend. So, can 

be concluded that the turnover ratio has improved over time, being 0.02 for the period 

2011-2016 and that the available exhibition area grows at a similar rate to the demand 

(measured through the rented space). 

                                                 
2 Function resulting from his analysis: y = -0.1512x + 309.88. 
3 The figures used for the study can be found in Appendix I. 
4 Figure 2 and 3 are a self- elaboration based on AUMA. 

y = -0,0294x + 3,0775
R² = 0,2056
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Turnover ratio Lineal (Turnover ratio)

Figure 2: Evolution of the turnover ratio in the exhibition grounds 2004-
2011 
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4.2 Exhibitor intenseness 

Another indicator for area use can be calculated by the number of exhibitors.  Trade fairs 

try to gather the maximum number of exhibitors and visitors at the same time in the same 

place and one of its functions is to present a representative image of the offer. In this 

context, exhibitors are interested in the opportunity to sell and promote themselves on a 

fixed area. This correlation is expressed by the following formula: 

Exhibitor intensity = Number of exhibitors / rented stand area  

The reciprocal value of this size also provides information on the average stand area.  

4.3 Visitor intenseness 

Trade fairs make possible the connection with potential customers in a short time. As a 

result, the number of visitors become an essential factor and the visitor intenseness can 

be calculated as follows: 

Visitor intensity = Number of visitors / rented stand area 

This calculation is of great interest in terms of comparising similar events. 

4.4 Visitors density 

Another indicator, which in this case has nothing to do with space wear, but is of 

importance for organizers and exhibitors, is the relationship between visitors and 

exhibitors, which is given by the following formula: 

Visitor density = Visitors / exhibitors 

y = 0,0216x + 2,9132
R² = 0,0454

2,40

2,60

2,80

3,00

3,20

3,40

2011 2012 2013 2014 2015 2016

Turnover ratio

Turnover ratio Lineal (Turnover ratio)

Figure 3: Evolution of the turnover ratio in the exhibition grounds 2011-
2016 
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5. Macroeconomic impact of direct and indirect trade fair-induced 

expenditure 

The following section is based on the study of the Center of Economic Studies (CES) in 

Munich on behalf of the Association of the German Trade Fair Industry (2009)5. The most 

recent data correspond to the period of 2005-2008. 

5.1 Direct effects 

5.1.1 Direct trade fair expenditures of exhibitors 

The operational expenses that are considered relevant, from the point of view of a 

company, are those directly related to the planning, preparation, implementation and 

follow-up of the participation of the individual trade fair. These are used to determine the 

total expense related to the exhibitors. 

The calculations for an average trade fair year have resulted in a total expenditure of 

around € 7.79 billion. The expenses per exhibitor and trade fair participation are on 

average over € 23,500. Based on the total value of exhibitor’s expenses, the largest 

share is spent on stand construction costs, including services, (30.8%), on stand rental, 

including ancillary costs, (20.7%) and on internal staff (16.3%). The expenditure of the 

exhibitors separately per type of expenditure is shown in “table 1”. 

Table 1: Trade fair expenditures of exhibitors 

Expenditure types  In billion € 

Accommodation and food  0.98 

Purchases, leisure, entertainment  0.21 

Travel expenses (including local transport)  0.80 

Stand construction, assembly, transport, insurance, cleaning, 

security, other services etc. 
2.40  

Stand rental (Inc. Allocation)  1.61 

Corporate staff costs for the preparation, implementation and 

follow-up of trade fair participations 
1.27 

Other expenses (for example advertising, hospitality)  0.52 

Total expenses of exhibitors  7.79 

Expenses per exhibitor (in thousands of €)  23.5 

 

                                                 
5 The results correspond to an average trade fair year for the period 2005-2008. These are the 
most recent figures available. The ifo institute Munich is currently working on the update of these 
data and it is planned to be published in November this year. This information has been provided 
by Hendrik Hochheim, advisor in research at the institute of the German trade fairs. The 
screenshot of the email received from Mr Hochheim can be found in Appendix II. 
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5.1.2 Direct trade fair expenditures of visitors 

The calculations for an average trade fair year have resulted in a total expenditure by 

visitor of around € 3.83 billion. The expenses per visitor are on average € 144. Based on 

the total value of visitor expenses, the largest share is spent on travel costs (29%). 

Spending on overnight stays is € 880 million (23%) and € 800 million (20.9%) correspond 

to the catering industry. The retail sector also benefited greatly from visitor spending with 

€ 530 million (13.8%). For the trade fair entry € 290 million were counted. Gastronomy, 

transport companies and hotels are the biggest beneficiaries of visitor spending. The 

expenditure of the visitors separately per type of expenditure is shown “table 2”. 

Table 2: Trade fair expenditure of visitors 

Expenditure types  In billion € 

Overnight stay 0.88 

Travel cost (long-distance) 0.86 

Travel expenses at the trade fair  0.25 

Gastronomy (own use, catering) 0.8 

Entertainment, leisure 0.15 

Purchases, services 0.53 

Trade fair entry (including catalogues) 0.29 

Other expenses 0.07 

Total expenses of visitors 3.83 

Expenses per visitor (in €)  144 

 

5.1.3 Total direct trade fair-related expenses 

 

64%

32%

4%

Direct trade fair-induced 
expenses

Exhibitors

Visitors

Investments of
the exhibition
companies

12,6
billion €

Figure 4: Direct trade fair- induced expenditure 
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In an average trade fair year (period 2005 to 2008), the expenditure level of exhibitors 

was € 7.79 billion. Visitor spending had a value of € 3.83 billion. Including the investments 

made by the exhibition organizers (€ 0.44 billion), this results in a total amount of € 12.06 

billion (see Figure 4). Accordingly, on average just under two-thirds of all expenditure is 

attributable to the exhibiting companies. 

5.2 Indirect effects 

The direct expenditures are only a part of the economic impacts. The direct expenditures 

of visitors, exhibitors and trade fair organizers have a wide range of effects on the 

economy. They influence the gross value added, led by demand to production and thus 

also to employment and to imports in different branches of industry.  

The process is the following. The direct production effect leads to demand-driven 

intermediate production and continue at all production stages. Apart from the production-

related effects, there are still income effects, since production leads to income for 

households, which creates additional demand. This increased demand for end-users 

also results in an additional pre-production in all production stages. This results in a chain 

of economic impacts across all economic sectors and to first type of secondary effects. 

The second type of secondary effects to consider results from income, generated as a 

result of direct demand and of the first type of indirect effects. After deduction of taxes 

and social contributions, the resulting disposable income and the social transfers, will be 

re-expended depending on the respective savings rate (Penzkofer, 2002). 

5.2.1 Method for quantification of indirect effects 

The indirect effects were determined through the economic input-output model 

developed by the economist Wassily Leontief (1906 - 1999). It is an adaptation of the 

neoclassical theory of general equilibrium to the empirical study of the quantitative 

interdependence between interrelated economic activities. In other words, it shows the 

relationship between outputs of an industry and inputs of another. Under the term input 

is meant the intermediate consumption, that is, goods that are consumed, processed or 

converted during production. In addition, the use of factors of production, labor, and 

capital are also categorized as inputs.  

On the other hand, as output is meant the value of goods produced. Goods include goods 

and services. 

This model describes the flow of goods and services between the different sectors of the 

national economy during a fixed period of time. It is composed by the supply table and 

the use table at current prices and prices of the previous year. The supply and use tables 

are matrices with the values of the operations of goods and services referred to the 
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national economy, broken down by type of product and branch of activity. This tables 

show the structure of the production costs and of the primary income generated in the 

production process, on the one hand, and the flows of goods and services produced 

within the national economy and the flows of goods and services exchanged between 

the national economy and the rest of the world, on the other. 

The supply table describes the internal processes of production and operations of goods 

and services of the economy in detail. The columns represent the branch of activity and 

the rows the products. “Table 3” illustrates a simplified version. On the other hand, the 

use table includes the use of goods and services, according to the product and to the 

type of use. The use listed in the columns are the intermediate consumption by product 

and by industry, the exports, the final consumption expenditure of households, of public 

administrations and NPISHs6, and the gross capital formation. In the columns on 

intermediate consumption by branch of activity, the table shows the value-added 

components, which are the remuneration of employees, other taxes on production minus 

production subsidies and the net mixed income, net operating surplus and consumption 

of fixed capital. “Table 4” shows a simplified version. 

The supply table and the use table constitute the basis of the input-output model. This 

one is supplemented with symmetric input-output tables derived from the two tables cited 

above, through hypotheses or the use of additional data. The symmetric input-output 

table is a matrix that shows the balance of supply and its uses by dividing product by 

product, or branch of activity by branch of activity, for production, intermediate 

consumption and final uses. This symmetric input-output table is represented in „Table 

5“. 

Table 3: Simplified supply table 

 

                                                 
6 Nonprofit institutions serving households 

Offer  Branches of activity 
Rest of the 

world 
Total 

  1 2 3 

Products 1 
Production by product and by 

branch of activity 

Imports by 

product 

Total offer per 

product 

Total 2 
Total production by branch of 

activity 
Total imports Total offer 
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Table 4: Simplified use table 

 

Table 5: Symetric input-output table (product-product) 

Use  Industries 

Rest of 

the 

world 

Final 

consumption 

expenditure 

Gross 

capital 

formation 

Total 

  1 2 3 4 5 

Products (or 

branches) 
1 

Intermediate 

consumption  
Exports 

Final 

consumption 

expenditure 

Gross 

capital 

formation 

Total uses 

by product 

Value added 

components 
2 

Value added 

by 

component 

and by 

industry 

Production 3 Production 

Rest of the 

world 
4 Imports 

Total 5 
 Total offer 

per product 

 

Uses  Industries 

Rest of 

the 

world 

Final 

consumption 

expenditure 

Gross 

capital 

formation 

Total 

  1 2 3 4 5 

Products 1 

Intermediate 

consumption 

by product 

and by 

industry 

Exports 

Final 

consumption 

expenditure 

Gross 

capital 

formation 

Total uses 

by product 

Value added 

components 
2 

Value added 

by 

component 

and by 

industry 

Total 3 
Total inputs 

by industry 
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In this way, the input-output calculation aims to provide a detailed description of 

productive and qualitative interdependencies within a national economy, including the 

flow of goods between the national economy and the rest of the world. The main focus 

of the analysis is the movement of goods in the production process. 

So, the indirect effects were determined through the input-output calculation (Equation 

1) extracted from the input-output table.  

(1) Input Output Model:  X = (I – A)- 1 Y 
 

 X:    Production 

A: Matrix of input coefficients 

I:  Unit Matrix 

(I – A)- 1:  Leontief inverse 

Y:  Demand, here: 

 Trade fair-induced expenditure 

The following calculation (Equation 2) quantifies the employment effects using sectoral 

labor coefficients. 

(2) Employment effects:  XB = AKD (I – A) - 1 Y 

 XB: Employment 

 AKD:  Diagonal Matrix 

  of the working coefficients  

  

Due to the inclusion of income effects (secondary type of secondary effects) the input-

output model must be supplemented by the marginal household consumption structure 

and the consumption rate for the primary inputs. 

5.2.2 Data basis 

The expenses of exhibitors, visitors and trade fair organizers (investments), the indirect 

input-output-table for the indirect effects, and the specific employment coefficients were 

needed for the calculations of the economic effects. For the quantification of this indirect 

effects and labor coefficients, the most recent input-output table (2005)7 of the Federal 

Statistical Office has been used. The expenditures of exhibitors, visitors and trade fair 

organizers were allocated to the economic sectors according to the expenditure 

components. 

                                                 
7 Assuming that the input structures of the input-output table from 2005 are also valid for the year 
2005 to 2008, there are no restrictions for the production calculations. 
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The personnel costs of the exhibitors were included in the calculations of private 

consumption less taxes, social insurance expenditures and savings. 

In the case of the trade fair organizers, only the investments were included in the 

expenditure, since stand rental, entrance fees, etc., were already included among the 

exhibitors and visitors. 

5.2.3 Production effects 

Trade fairs provide annually production effects of € 23.5 billion in the German economy 

and generate simultaneously an employment effect of 226,000 full-time jobs. (Stoeck, N. 

and Von Grega, F., 2009).  In addition to their role as sales instrument, they have a 

considerable significance as an instrument for business development. 

Referred to the period 2005 to 2008, this trade fair-induced production volume represents 

over 0.5% of the total production value of all industries in Germany. 

 

 

 

 

 

 

 

 

 

 

Exhibitors and visitors spend around 12 billion euros annually on their trade fair activities 

in Germany. The total of indirect production is composed of the sum of indirect input 

production (7.46 billion euros) and indirect output multiplier (5.61 billion euros), which 

together form the total indirect production (13.07 billion euros). The overall production 

effects, composed by direct production (10,45 billion euros) and indirect production (13, 

07 billion euros), reach € 23.5 billion. 

The 5,61 billion euro of the indirect production that correspond to the indirect output 

multiplier, originate from additional private consumption and about 44% of the production 

effects are due to direct costs. 

Regarding the total production effects, the service sector, including accommodation and 

catering, represent 45%, over 36% correspond to the manufacturing sector and 16% for 

10,45

7,46
5,61

13,07

Production effects in million €

Direct production

Indirect input production

Indirect output multiplier

Indirect production (total)

23,52

Figure 5: Production effects  
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trade and transport. Trade fair participants play an important role. Over 11% of the 

production effects result from the accommodation and catering area and the production 

of the trade fairs in this sector is mainly based on trade fair organizers direct expenses.  

As far as we can see, the trade and transport sector as well as the manufacturing sector 

are strongly benefiting from the indirect multiplier effects. 

The total production effects are determined on the basis of these results. First of all, 

exhibitors contribute with € 15,25 billion about 65% to the production effects and on the 

other hand, visitors generate a production volume of 7, 25 billion € and investments of € 

1, 02 billion contributing over 4% to the production effects. 

5.2.4 Employment effects  

Trade fairs are one of the most important instruments in business to business 

communication for German industries. According to the study by the CESIfo Group 

Munich for the period 2005-2008, more than 226.300 jobs are secured for an average 

trade year. This results in more than 100.000 full-time jobs with currently around 59,000 

active trade fairs in the business-to-business segment.  Around 54% of this 226.300 jobs 

correspond to the service sector, followed by the trade and transport sector with 24% 

and finally to the manufacturing sector correspond 22%. 

 

 

 

 

 

 

 

 

 

 

Based on the data of the previous section regarding the effects of production, we 

concluded that the indirect effects are clearly above the direct effects. We get the 

opposite result on employment. About 45% belongs to indirect effects while the direct 

effects are around 55%. The working intensity is the main reason for this outcome. The 

direct production of goods and services for participation in fairs and exhibitions requires 

54%

24%

22%

Employment effects

Services

Trade and transport

Manufactory

226.300

Figure 6: Employment effects 
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labor intensive, such as catering or gastronomy, while indirect production is distributed 

more equitably in the supply services, which normally require less labor-intensive. 

In this way, the employment effects are classified as follows. Exhibitors induce with his 

trade fair expenditure just under 60%, this are about 135.000 people. Visitors generate 

82.750 workstations, this equal to 37%. Finally, the investments represent 4% of the total 

effect, employing 8.250 people. 

5.2.5 Tax revenue 

The tax revenue is the supply of the public taxes received in public funds for a specified 

period and a specified region. Visitor and exhibitor expenditures as well as investment 

of the trade fair organizers (direct and indirect effects) resulted as tax revenues for trade 

fair cities, for communities, for federal states and for the federal republic of Germany. 

This involves taxes on sales, taxes on income and production taxes. According to this, 

the tax-induced revenues for an average trade fair year (based on the period 2005 to 

2008) are around € 3.8 billion.  

6. The German trade fair and exhibition industry 

The trade fair industry is one of the leading service industries in the German economy 

orientated to the long-term needs of the receiving economy. In addition to their national 

importance, they play an important role internationally since Germany is the world’s 

number one in the organisation of trade fairs. Around two-thirds of the world's important 

trade fairs take place in Germany. 

It is located in Central Europe, bordered on the North with Denmark and on the South 

with Austria and Switzerland. To the east with Poland and Czech Republic and to the 

West with the Netherlands, Luxembourg, Belgium and France. The good location in the 

heart of Europe allow easy access to neighbouring countries as well as the good air 

connections allow the cooperation with American and Asian markets. In this way, they 

manage to bring together suppliers and demanders at the same place, functioning as a 

worldwide platform to show innovations. More than half of exhibitors are from abroad 

being a third of them from outside of Europe. In 2015, 5.6% more foreign exhibitors came 

to Germany, and from the Asian countries even 10%. For consumers, a quarter comes 

from abroad. 

In 2015 a total of 308 events took place in Germany, with 228.000 exhibitors and 15.4 

million visitors. Almost 10.000 visitors were recorded in the 164 international and national 

fairs. AUMA has also surveyed the results of 144 fairs with a regional visitor catchment. 

At these events, 50.000 exhibitors and between 5 and 6 million visitors meet every year.  
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In 2016, the national and international trade fairs in Germany produced solid results that 

were clearly ahead of the previous year. The number of exhibitors increased by 2.5%, 

the exhibiting area increased 1% while the number of visitors decreased by 0.2%. Rather 

unstable economic conditions, trade fairs grew at national level. 

A survey of 500 representative companies by TNS Emnid in November 2016 on behalf 

of AUMA showed that on average, a German exhibiting company wants to spend around 

285.000 € on exhibitions in 2017 and 2018 together. This is a 1’5% increase compared 

to 2015 and 2016. Furthermore, around 25% of the exhibitors wants to invest more, only 

17% less. The rest of 57% plan constant expenses. 

Regarding the legislative framework, the German trade fair industry is integrated by 

private management and are not bound by any specific legal documents. However, the 

AUMA organisation function as a self-regulated system. This organisation ensures the 

coordination and supervision of the competition between trade fairs. In addition, AUMA 

is responsible for representing the interests of the fair sector to government. 

6.1 Important fairs  

Each year many important trade fairs take place in Germany. With an exhibition area of 

around 500.000 m2 is the Hannover trade fair the largest of the world, followed by 

Frankfurt with 346.000 m2, Cologne with 284.000 m2 and Düsseldorf with 264.000 m2. 

There are different mechanisms to determine the importance of trade fairs. The number 

of visitors, the generated profits and the floor space are the most used tools. The 

following analysis from the B2B magazine of “Wer liefert das” considers the visitors and 

the floor space to determine the 10 most important trade fairs in the Germany. 

International Motor Show cars(IAA) 

The International Motor Show Cars (IAA) is one of the largest automotive trade fair in the 

world. It is designed for everybody who develops, manufactures or uses passenger cars. 

It takes place in Frankfurt once every two years. The last trade fair in September 2015 

beat the records. More than 1.000 exhibitors from 39 countries and 219 world premieres 

were the key to success. A total of 931.000 visitors went to visit the IAA, around 6% more 

than the previous one. This year takes place the 67th edition on September 14th to 24th, 

2017. 

Bauma 

The bauma is an International trade fair for construction machines, building material 

machines, mining Machines, construction Vehicles and construction equipment. It is the 

largest trade fair for the construction machinery sector of the world and takes place every 

three years at the new exhibiting centre in Munich. In April 2016, around 580.000 visitors 
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from 200 countries went to the show. A total of 3,423 exhibitors from 58 countries 

presented their products, developments and innovation at a total exhibition space of 

605,000 square meters. The next edition will take place in April 2016 and it’s expected 

that it will be as successful as the bauma 2016. 

Agritechnica 

It’s the best-known and largest agricultural trade fair in the world, taking place in Hanover 

every two years. In November 2015, a total of 2.892 exhibitors coming from 52 countries 

exhibited on the 380.200 square meters exhibition space. The number of visitors 

amounted to 452.471, around 3.500 more than last exhibition in November 2013. 

International Green Week 

The International Green Week (IGW) of Berlin takes place each year during the second 

and third week of January. It’s the most important international trade fair for food industry, 

agriculture and horticulture. In January 2017, the IGW attracted 1.614 exhibitors from 67 

countries and 400.000 visitors on a total space of 118.000 square meters. 

Essen Motor show 

It is another of the largest automotive exhibition of the world. It takes place each 

December in Essen. In contrast to the IAA, this fair doesn’t focus on new vehicle models, 

but mainly with motorsport and with tuning as well as old and young timers.  

Last year around 500 exhibitors present their innovations in the tuning sector on an 

exhibition space of 105.000 square meters. The number of visitors reach 360.000. 

Maimarkt Manheim 

The Maimarkt in Manheim is Germany’s largest regional fair in providing products and 

services for almost all areas of life. It takes place each Mai month for 11 days. Despite 

being relatively small compared to the other fairs mentioned in this section, only 75.000 

square meters, the number of visitors coming every year makes it among the most 

important trade fairs in the country. This year, more than 340.000 visitors attended the 

fair to see the more than 200.000 products presented by the 1.400 exhibitors. 

Gamescom 

The Gamescom is celebrated every August in Cologne. It’s the leading European trade 

fair for digital gaming culture. The number of visitors has been growing every year, 

reaching on 2016 a total of 345.000 visitors reunited on an area of 193.000 square 

meters. The same happened with the exhibitors. Last year, 877 exhibitors from 45 

countries attended the fair to present their products. 
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Drupa 

The Drupa, abbreviation of printing and paper (in German: Druck und Papier), is 

considered the most important show in printing media industry. It provides important 

influences for print, media, packaging production, and industrial applications. It takes 

place in Düsseldorf every four years. 

According to the study published by the Messe Düsseldorf itself, last year 260.165 

visitors attended the fair to see the products presented by 1.828 exhibitors covering an 

area of 158.237 square meters. 

The study showed that 68% of visitors came from Europe,19% from Asia, 9% from 

America, 3% from Africa and 1% from Australia. It also showed that the main reasons 

for the visit was 55% to discover innovations and trends and around 30% to establish or 

improving relationship with suppliers and business partners. 

Boot Düsseldorf 

The Boot Düsseldorf is the largest boot and water sport trade fair in the world. It takes 

place each January and this year more than 1800 Exhibitors from 70 countries offered 

all kind of diving, sailing, boots equipment, trend sport, motorboat, fishing, big yachts, 

water tourism and paddling on 220.000 square meters area. Furthermore, in 9 days of 

exhibition around 242.000 visitors came to immerse themselves in the marine world. 

IFA 

IFA is the world's leading trade show for consumer electronics and home appliances and 

is one of Germany’s oldest industrial trade fair. It takes place each September in Berlin. 

In the last show, more than 1.800 exhibitors presented their latest product highlights and 

attracted 240.000 visitors on an exhibition area of 180.000 square meters. 

Generally speaking, only with this analysis of 10 most important trade fairs, one can even 

see the trade fair power of Germany in an international comparison. 

7. Messe Düsseldorf GmbH 

In today’s capital city North Rhine-Westphalia, is located Messe Düsseldorf GmbH which 

is considered one of the most important trade fairs in the world. It had its origins in 

January 1947, where the Nordwestdeutsche Ausstellungsgesellschaft mbH (NOWEA) 

was founded as a permanent exhibition society of the city. In 1971, they moved to 

industrial buildings in the north of the city, creating what is known today as Messe 

Düsseldorf8. Nowadays, Messe Düsseldorf functions as an engine of economic 

                                                 
8 The location on the map can be seen in appendix III 
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development. With around 50 trade fairs and 70 own events, participations and 

commission events abroad, it is one of the most beneficial trade fair companies in Europe 

and one of the world's leading export platforms9. It attracts visitors and exhibitors from 

all over the world and their effects are reflected on Düsseldorf, on the region North Rhine 

Westphalia, on Germany and on the whole world. An average of around 29,000 

exhibitors annually present their products to 1.3 million trade fair visitors. Apart from 

these, there are about half a million congress visitors. It is one of the 10 most important 

trade fairs and it is recognized as an international company in all regions of the world10. 

With about 120 exhibitions each year it employs more than 1.200 workers worldwide. 

With 68 foreign representative offices and 12 subsidiaries, Messe Düsseldorf extends its 

service network to 127 countries and regions. Currently it has the highest foreign sales 

in Russia, the Czech Republic and China. 

It has a total of 19 exhibition halls distributed on 261.800 square meters. The average 

number of employees in 2016 amounted to 932 worldwide. The group sales were around 

443 million euros. 

Messe Düsseldorf also has the most international capital goods fairs. To the company’s 

own events in the field of competence machines, installations and equipment, around 

70% of exhibitors and trade visitors came from abroad. Overall, customers from over 180 

countries attend trade fairs in Düsseldorf. The next section, provides information about 

the socio-economic effects of the Messe Düsseldorf. 

7.1 Socio-economic effects 

For the calculation of the socio-economic effects, it has been used the study from the Ifo 

Institute, Leibniz -Institute for Economic Research at the University of Munich- on the 

economic effects of the trade fairs at the Düsseldorf trade fair.11   

                                                 
9 All dates and trade fairs in düsseldorf in 2017 can be seen in appendix IV 
10 Uhlendorf, Martin(2006). Die deutsche Messe- und Ausstellungswirtschaft (doctoral 
thesis).  Westfälische Wilhelms-Universität Münster. Münster 

11 All figures are average figures per year. They are taken from the current study from the Ifo 
Institute, Leibniz -Institute for Economic Research at the University of Munich- on the economic 
effects of the trade fairs at the Düsseldorf trade fair and are based on the annual average of the 
2013-2016 trade fairs. The figures for the last Ifo study were used as a basis for comparison 
(2005/2008). 
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As seen in figure 712, the year 2015 presented a weaker growth rate for Messe 

Düsseldorf. The group revenues, the net income after taxes and the abroad sales 

decreased. This was mainly due to the difficult external environment. In 2015 the world 

economy grew by just 3.1%. Particularly affected were the major emerging countries 

(BRIC), such as Russia and Brazil, emerging commodity exporters that showed weaker 

growth, due to falling commodity prices. In addition to the Russian crisis affected by the 

sunk price of raw materials, by the Western sanctions, as well as by the decline in the 

ruble, reaching the year's low of 53 ruble per Euro. In 2015 China's economy grew by 

only 6.9%. While India grew at an annual rate of 7.5%. Besides the growth of industries 

was relatively stable, United States gained further impetus after a weak annual growth 

in 2015. 

The situation in Germany was different. The German economy presented an expansion 

curse in 2015. Positive impulses came from private consumption (1.9%) and from public 

consumption (2.8%), from investment and foreign trade. The sharp fall in oil prices, low 

interest rates and the favourable exchange rate of the euro for the export economy had 

a supportive effect on the economy. 

As can be seen in figure 7, the results improved in 2016. Messe Düsseldorf Group 

completed the financial year 2016 with a result way above expectations. The group's 

revenues reached 442.8 million euros (2015: 302 million euros). The net income after 

taxes amounted to almost 58.8 million euros (2015: 10.3 million euros). Around 73.1 

million euros in sales were generated abroad (2015: 100 million euros). Russia (28 

                                                 
12 Own elaboration according to the financial year 2016 published by Messe Düsseldorf 

Figure 7: Evolution of socioeconomic effects during the period 2011-2016 

372,7 € 380,5 €

322,9 €

411,5 €

302,0 €

442,8 €

39,4 € 40,6 €
14,0 €

57,7 €

10,3 €

58,8 €

102,5 € 114,7 € 112,9 € 111,8 € 99,9 €
73,1 €

0,0 €

50,0 €

100,0 €

150,0 €

200,0 €

250,0 €

300,0 €

350,0 €

400,0 €

450,0 €

2011 2012 2013 2014 2015 2016

Socio-economic effects in million €

Groups revenues Net income after taxes Abroad sales



29 

 

million euros) and China (18.6 million euros) were the strongest foreign markets, followed 

by Singapore (6.7 million euros) and the USA (6.4 million euros). Despite of the Russian 

crisis13, it still maintains the strongest level of foreign sales. Moreover, the difficult 

economic situation in Russia, together with the sale of the subsidiary Brno Trade Fair in 

Czech Republic, decreased the Group sales temporarily to 16.5 percent. 

The main drivers of revenue and highlights in 2016 were the drupa fair (1,823 exhibitors 

and 260,165 visitors), K (3293 exhibitors and 232,000 visitors), wire, Tube and glasstec. 

Apart from its annual number 1 events, MEDICA, ProWein, CARAVAN SALON and boot. 

The company is planning to reach the prior-year level of more than 30 percent of its 

foreign share within the next five years through continuous worldwide expansion as part 

of its corporate strategy "Messe Düsseldorf 2030". 

7.1.1 Direct and indirect effects 

The development in exports and imports of goods and services and the growth in direct 

investment flows from one country to the other, increases direct expenditures of 

exhibitors and visitors. Overall, the growing internationalisation increased the 

expenditures by 9%. This is an average of 1.91 billion euros per year (ticket sales and 

stand rentals included). This figure is composed as follows. Only in Düsseldorf, exhibitors 

and visitors spend around 795 million € annually on trade fair participations, which 

corresponds to 60.64% of the total spending in Germany. In the broader region, the 

expenses reached 313 million €. While in the rest of Germany the expenses had 

amounted to 203 million €. The remaining 598 million € belong to external expenses. In 

this way, the external growth has increased the purchasing power and has generated 

employment opportunities. In comparison to 2008, the purchasing effect has increased 

by 11%. 

The direct expenses for trade fairs have further positive effects. In order to fulfil their 

orders, service providers and suppliers also purchase goods and personnel from other 

companies. This leads to a chain reaction that generates revenue. Nationwide, 2.44 

billion euros secondary effects, of which 1.29 billion-euro sales are developed in 

Düsseldorf by a year, especially in the hotel industry, in the gastronomy, in transport 

companies, in airlines and taxis, in stand constructors and in the retail sector. 

Furthermore, the increasing internationality of its events attract more and more visitors 

and exhibitors from abroad and most of them stay for several days. Guests from abroad 

often stay longer than guests from Germany. Around 35 percent of the visitors and 65 

                                                 
13 Annual Report Messe Düsseldorf Group 2015 
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percent of the exhibitors came from abroad in 2016 (Beimdiecke, 2017). So, during trade 

fair exhibitions, the hotel occupancy increases by 23%. These are 1,035,000 overnight 

stays in Düsseldorf and outside the city there are around 710,000. At the same time, 

Beimdiecke (2017) pointed that this fact also has negative effects. Tourists who come to 

visit the city without the intention of visiting a fair, are affected by high hotel prices, traffic 

jams or overcrowded public transport. At opening times, usually at 10:00 o’clock (for 

exhibitors at 8:00) and closing times, generally at 18:00 o’clock, it is almost impossible 

to enter the trams, trains or buses. 

The Düsseldorf trade fair also serve as a driver for employment growth. Around 22,600 

jobs in Germany are associated with the trade fair in Düsseldorf in an average trade fair 

year. Already in Düsseldorf 12.852 jobs were created, which represents 57% of the 

overall total. 

The public sector also benefits from the successful trade fair business through income 

taxes, trade taxes and sales taxes. The total tax revenues amount to 465 million euros, 

234 million euros whereof go to the federal government, 164 million to the NRW region 

and 37 million to the other federal states. The remaining part of 30.1 million-euro belongs 

to Düsseldorf. This is an increase of almost 20% compared to the previous period. 

7.2 Site and Halls 

The exhibition ground of Düsseldorf has 19 exhibition halls with a total exhibition space 

of 262,000 square meters, having each hall between 3,900 and 25,000 square meters14. 

The trade fair also has 43,000 square meters of outdoor space, in addition to varied 

restaurants of fast foods and specialties both outside and inside the building.  

Next to the Fairground is the Congress Centre Dusseldorf (CCD Congress Centre 

Düsseldorf), a company belonging to the city of Düsseldorf and to Messe Dusseldorf, a 

space created for conventions, concerts, corporate events, meetings or international 

sporting events. It has a total of 6,000 m² of exhibition and presentation space and 

capacity for more than 125,000 people. A further 30,000 m² are available in hall 1 and 

hall 3, as well as in the CCD Pavilion.  

7.3 Management and shareholders 

Business management is one of the fundamental aspects of companies as it is 

responsible for improving productivity and business competitiveness. Tables 6 and 7 

show the Management and the shareholders of Messe Düsseldorf, respectively. 

                                                 
14 The exhibition space of each hall and a map of the exhibition halls can be found in Appendix 
V. 
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Table 6: Management of Messe Düsseldorf 

Table 7: Shareholders Messe Düsseldorf 

Shareholders Capital shares 

Düsseldorf (city) 56,50 % 

Industrieterrains Düsseldorf-Reisholz AG  20 % 

State of Northrhine-Westfalia 20 % 

Düsseldorf’s Chamber of Industry and Commerce 1,75 % 

Düsseldorf Chamber of Handicrafts. 1,75 % 

Capital stock 100 % 

 

7.4 Foreign markets  

7.4.1 Central and Western Europe 

With its global network, Messe Düsseldorf position itself on important development 

markets, open up new business areas and are very close to the branch centers. The 

internationality of the trade fairs mantained its growing trend in 2016. The proportion of 

international exhibitors rose to around 71% and the proportion of foreign visitors to 

around 45%. Approximately 5,000 foreign companies are based at their homebase and 

more than 750,000 companies, including 21 of the 50 largest companies in Germany, 

are active in the NRW region. With a population of 11.2 million, the NRW is one of the 

largest conurbations in Europe. The export world champion in 2008 produced products 

representing a value of more than 995 billion €. 

President & Chief Executive Officer 
Werner Matthias Dornscheidt 

Managing director operational trade fair 

business 

Hans Werner Reinhard, Joachim 

Schäfer 

Managing director finance and technology Bernhard Johannes Stempfle 

Supervisory Board Thomas Geisel 

Executive director domestic trade fairs 

division 
Michael Degen 

Executive director technology division Clemens Hauser 

Executive director foreign trade fairs division Erhard Wienkamp 

http://www.linguee.com/english-german/translation/Chamber+of+Industry+and+Commerce.html
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7.4.2 Russia 

Moscow, the most important economic centre of Russia, has around 12 million 

inhabitants, which represents 8.4% of the total Russian population and it is where the 

most nationally and internationally trade fairs take place, so that most foreign companies 

have their location there.  

The three most common industries at Moscow fairs are construction, manufacturing and 

machinery manufacturing. Although the difficult economic and political situation in 

Russia, in these industries investment is still required, particularly in the production of 

consumer goods, industrial and packaging applications. 

Messe Düsseldorf has been present in Moscow since 1963 with the trade fair know-how, 

today with its own subsidiary. 

7.4.3 China 

China is the third largest country in the world, covering 9.6 million square kilometres. It 

has more than 1300 million inhabitants, which makes it the most populous country in the 

world and the second largest economic power by volume of GDP. 

Established in 1999 in Hong Kong, Messe Düsseldorf China Ltd. (MDC) is the subsidiary 

of Messe Düsseldorf GmbH. At the present time, Messe Düsseldorf is involved in the 

Middle Kingdom in Shanghai, Hongkong and Beijing. Messe Düsseldorf (Shanghai) Co., 

Ltd. (MDS) holds more than 20 leading trade fairs in China, covering the printing, 

packaging, wire / tube, plastics, renewable energy, medical devices, retail, health / 

safety, wine / spirits and caravanning industries. 

7.4.4 India 

India, with a population of 1,324,171,354 people, is one of the 10 largest economies in 

the world by volume of GDP. With 362 inhabitants per km2, India is one of the most 

densely populated countries in the world, offering a wide range of opportunities. Messe 

Düsseldorf is present at the two most important trade fairs, New Delhi and Mumbai. It 

has emerged a growing medical sector, accompanied by Medical Fair India, organized 

by Messe Düsseldorf INDIA and Messe Düsseldorf.  

India’s industry, as one of the emerging economies, requires innovations in machines, 

equipment and modern services. This also promises good opportunities for global 

companies in the near future. 

7.4.5 Japan 

Japan has a population of 126,901,000 people and has a high population density, 336 

inhabitants per km2. With a GDP of 38,500 US dollars per inhabitant, Japan is one of the 
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world's leading industrializations. According to the OEC, in 2016, Japan exported 605 

billion dollars. 

 Messe Düsseldorf has its subsidiary in Tokyo and supports companies in the 

development of new business opportunities and the maintenance of business contacts 

in Europe and worldwide. 

7.4.6 North America 

The economy of North America is one of the largest in the world. The countries that make 

up the union (Mexico, United States and Canada), have a high industrial and economic 

development. North America has around 579 milion inhabitants. It made connections to 

the most important export markets in the world directly to Central and Eastern Europe 

and in the Asian growth regions. Messe Düsseldorf North America has it subsidiary in 

Chicago, and from there it supports American and Canadian companies, who are 

exhibitors and visitors to their trade fairs in Düsseldorf and around the world. 

7.4.7 Southeast Asia 

Southeast Asia is an emerging market. It has around 581 million inhabitants and it is 

composed by 11 countries, including Singapore, territory in which Messe Düsseldorf 

coordinate with its subsidiary trade fairs throughout the economic region. Messe 

Düsseldorf Asia has been active in this region since 1995. It present growing demand 

for consumer goods and offers immense opportunities for companies from around the 

world. From its subsidiary in Singapore, Messe Düsseldorf holds fairs in Singapore itself, 

in Thailand and in Vietnam. Key markets such as Thailand, Malaysia, the Philippines and 

Singapore have consistently recorded an average growth of 5 to 6 percent in gross 

domestic product over the past few years. 

8. Conclusion 

In brief of the presented economic research, it is possible to conclude that the trade fair 

and exhibition market in Germany generates important benefits on production, 

employment and tax revenue. 

On analysing the functions of trade fairs and exhibitions, it has been concluded that 

despite the fact that globalization has significantly increased the use of internet by 

companies, trade fairs still maintain the importance of face-to-face meetings, becoming 

an ideal platform for the presentation of the most innovative products and for the 

acquisition of new customers. 
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The German trade fair market generates a multiplier effect on the economy of the city in 

which it is celebrated, on the rest of German regions and on the rest of the world. They 

also contribute to development through investment in infrastructure and fairgrounds. 

Moreover, it should be pointed that, since the turnover ratio is a good method to measure 

the economic efficiency of a trade fair, it has been analysed his evolution. It has been 

noted that the turnover ratio was decreasing at the beginning of the decade but that in 

recent years it changed its tendency, becoming increasing. This means that the available 

exhibition area and the demand grows at a similar rate. 

Through the economic-input-output model developed by Wassily Leontief, indirect 

effects have been quantified, showing the significant effects on production, employment 

and tax revenue. 

Regarding the direct effects, it has been shown that the direct expenditures of visitors, 

exhibitors and trade fair organizers influence positively on the German economy, leading 

to demand for production and thus also to employment and to imports in different 

branches of industry. In short, direct production effects lead to a chain of economic 

impacts across all economic sectors. 

Many important trade fairs take place in Germany each year. With an exhibition area of 

around 500.000 square meters is the Hannover trade fair the largest of the world. It has 

been shown the 10 most important trade fair events in Germany in terms of the number 

of visitors, the generated profits and the floor space.  

The trade fair in Düsseldorf has been exposed as an example, showing quantitatively 

the generated positive effects on the case study. Even though the foreign economy was 

not going through its peak in recent years, the German economy presented an expansion 

curse. 2016 was a good year for Messe Düsseldorf, which saw increased their group 

revenues and the net income after taxes. In addition, it has been shown as direct 

expenses for trade fairs generate secondary effects on the economy of Düsseldorf, 

increasing the occupancy rate in hotels, generating sales in gastronomy, in transport and 

in the retail sector. It has also been shown how the employment and public-sector 

benefits from them. 

In this way, it can be concluded that the German trade fair market plays a fundamental 

role in the German economy. 
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A Appendix I: Turnover ratio 

Own elaboration based on the official website of AUMA. These figures have been used 

for the calculation of the turnover ratio. 

Year Exhibition area 

Available exhibition space, gross in m² 

Total area Rented area Total rented 
area 

Turnover 
ratio   Regional National 

2004 2.639.620 1.490.671 6.620.000 8.110.671 3,07 

2005 2.652.531 1.492.671 6.237.854 7.730.525 2,91 

2006 2.675.600 1.513.930 6.536.003 8.049.933 3,01 

2007 2.715.724 1.542.631 6.727.995 8.270.626 3,05 

2008 2.763.646 1.489.975 7.035.359 8.525.334 3,08 

2009 2.721.100 1.339.499 5.780.000 7.119.499 2,62 

2010 2.757.440 1.432.699 6.830.000 8.262.699 3,00 

2011 2.737.425 1.530.768 6.200.000 7.730.768 2,82 

2012 2.751.135 1.579.958 7.120.000 8.699.958 3,16 

2013 2.752.001 1.514.418 6.696.994 8.211.412 2,98 

2014 2.776.545 1.507.321 6.823.894 8.331.215 3,00 

2015 2.824.370 1.462.241 6.257.868 7.720.109 2,73 

2016 2.822.159 1.536.933 7.577.447 9.114.380 3,23 

 

B Appendix II: Emails 

Original e-mail from Mr. Hochheim. 
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Email from Mr.Hochheim translated into English by gmail. 

 

C Appendix III: Maps 

Map of Düsseldorf and Europe indicating the location of Messe Düsseldorf. 
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D Appendix IV: Dates and trade fairs in Düsseldorf 2017 

E Appendix V: Site and halls of Messe Düsseldorf 
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Hall Length / Width / Heigth 
Load-bearing 

capacity 
Hall space 

1 158,34 m / 77,4 m / 20 m 10.000 kg/m² 12.025 m² 

3 176,12 m / 118.98 m / 8,00 m 10.000 kg/m² 20.279 m² 

4 107,09 m / 118,97 m / 8,00 m 10.000 kg/m² 11.880 m² 

5 148,97 m / 77,08 m / 8,00 m 10.000 kg/m² 11.483m² 

6 
160 (145) m / 160 (145) m / 16/26 

m 
10.000 kg/m² 

25.276 m² (incl. 
Gallery) 

7 76,86 m / 58,00 m / 4,00 m 10.000 kg/m² 3.883 m² 

  91,20 m / 89,40 m / 3,20 m 500 kg/m² 6.650 m² 

  91,20 m / 83,40 m / 3,20 m 500 kg/m² 6.324 m² 

7a 52,30 m / 74,80 m / 12,00 m 10.000 kg/m² 3.938 m² 

8a 
150,56 m / 98,50 (84,25) m / 15,00 

m 
10.000 kg/m² 12.850 m² 

8b 
150,56 m / 98,50 m (84,25 m) / 

15,00 m 
10.000 kg/m² 12.850 m² 

9 137,15 m / 88,97 m / 8,00 m 10.000 kg/m² 12.409 m² 

10 137,14 m / 118,98 m / 8,00 m 10.000 kg/m² 16.296 m² 

11 137,14 m /118,98 m / 8,00 m 10.000 kg/m² 16.251 m² 

12 137,17 m / 88,99 m / 8,00 m 10.000 kg/m² 12.120 m² 

13 
216,36 (182,76) m / 88,98 m /8,00 

m 
10.000 kg/m² 16.256 m² 

14 131,04 m / 88,98 m / 8,00 m 10.000 kg/m² 10.822 m² 

15 118,99 m / 107,16 m / 14,00 m 10.000 kg/m² 13.148 m² 

16 137,14 m / 118,96 m / 14,00 m 10.000 kg/m² 16.721 m² 

17 137,15 m / 58,98 m / 14,00 m 10.000 kg/m² 8.298 m² 

18 85,00 m / 50,00 m / 06,00 m 1.500 kg/m² 4.250 m² 
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