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Basic article: Benefits of trade fairs 
 
Trade fairs’ relaunch: for many purposes, for all companies 
 
After many months of lockdown, the German exhibition industry is getting 
back on track. How can trade fairs support SMEs in particular? What are 
the arguments in favour of exhibitions now? A mix of tried and tested and 
new elements makes trade fairs fit for the future. 
 
Trade fairs are the most important B2B communication tool for German 
companies. For good reason, because trade fairs are multifunctional in-
struments: they serve to acquire new customers as well as to present inno-
vations, to establish contact with trade media and to acquire new 
employees. These quality factors have been known for a long time and they 
have remained present during the Corona pandemic, even though hardly 
any exhibitions have taken place since March 2020. This is because many 
companies complain that they are missing important trade fair functions: 
84 % named the lack of networking, 76 % the lack of customer acquisi-
tion. In addition, 60 % complained that neither real product presentations 
nor sales at trade fairs were possible. That is why the exhibiting companies 
want to participate in trade fairs again right now. They are looking for di-
rect dialogue with other market actors and want to receive unfiltered feed-
back on their product presentations. 
 
Trade fairs can do things that other marketing instruments cannot do or 
can only do to a limited extent. They are one of the few instruments that 
really deserve the title dialogue media, because it is all about personal, 
trust-building contact without any media. Trade fairs make brands tangible 
because they can appeal to all the customer's senses and encompass three 
dimensions. Additionally there is something not to be overestimated at all: 
the visitor to a trade fair is not a spectator but an actor. He comes expressly 
to obtain information, to sound out opportunities for cooperation and of-
ten to initiate business deals directly, too. In this respect, they are on the 
same "wavelength" as the exhibitors. 
 
These are all characteristics that distinguish trade fairs from digital media, 
but this does not mean that the two are in confrontation. On the contrary, 
they complement each other, because digital media stand for quickly acces-
sible information and permanent availability, whereas they do not come 
close to the core competences of a trade fair. Especially on the way out of 
the Corona crisis, this constellation has proven its worth: Digital formats 
have helped to bridge the period of trade fair cancellations well and they 
will close ranks with trade fairs as parts of hybrid events. 
 
However, trade fairs in Germany have other qualities that often set them 
apart from international competition: they have long-term concepts and 
dates that are coordinated with the participating industry, and they usually 
have little thematic overlap with other German trade fairs. The organisers 
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offer excellent service quality for participants and state-of-the-art infrastruc-
ture. They are located in the centre of Europe, one of the most important 
markets in the world with high demand for investment and consumer 
goods. All these quality features have made Germany an attractive and 
world-leading venue for exhibitors and visitors from all continents for de-
cades. Finally, something almost self-evident: trade fairs in Germany have 
sophisticated health and safety concepts that are checked on a regular basis 
and that offer the greatest possible safety for all participants in the continu-
ing pandemic. 
 
28.06.2021 
Mark: 3.565 i. L. 
 


