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CONCEPT DEFINITIONS

AD
(Anno domini) Meaning “in the year of the Lord” in Latin language, was a way to calculate years in

the Julian and Gregorian calendar.

B2B
(Business To Business) An activity, often an event, which involves several professionals but never, or

very limited, final customers.

B2C
(Business To Consumer) An activity, often an event, aimed at a very wide and almost never

specialized audience.

BLS
(Business Location Siidtirol) Former company for the establishment of businesses and territorial pro-

motion of the Autonomous Province of Bolzano, South Tyrol.

CES
(Consumer Electronics Show) A fair, dedicated to the electronics sector, which takes place in Las Ve-

gas.

CRM
(Customer Relationship Management) An IT system that companies use to interact with

actual and potential new customers. It helps, for example, with direct mailings.

CSAT
(Customer satisfaction score) A system for measuring the level of customer satisfaction with a product

or service.

EOS
(Export Organization Siidtirol) Former company whose focus was the internationalization and export

promotion of South Tyrolean companies.



FVG
(Friuli Venezia Giulia) A geographical area located in the north-east of Italy bordering with Slovenia

and Austria.

IDM
(Innovators Developers Marketers) The company that deals with marketing activities and

economic development in the Autonomous Province of Bolzano, South Tyrol.

ITA
(Italian Trade Agency) Italian government agency with main focus on internationalization of Italian

companies.

KWH

(Kilowatt-hour) Unit of energy (Kw) produced or consumed in one hour (h).

LED
(Light-Emitting Diode) A semiconductor that emits light when conducting current, used for

indoor and outside lighting.

MDF
(Medium Density Fiberboard) Panel made of wood fibers pressed with glues and resins at high temper-

atures.

NOI TECHPARK
(Nature Of Innovation) A new innovation district in the Autonomous Province of Bolzano, South Ty-

rol.

ROI

(Return on investment) The measure used to evaluate the efficiency or profitability of an investment

SMG
(Stidtirol Marketing Gesellschaft) Former company that dealt with tourism promotion for the Autono-

mous Province of Bolzano, South Tyrol.



TIS
(Techno Innovation Park South Tyrol) Former company whose activities were innovation,

cooperation and scientific-technological transfer in the Autonomous Province of Bolzano, South Tyrol.

UFI
(Union of International Fairs) Global Association of the Exhibition Industry.
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1 INTRODUCTION

Globalization has changed economic, social, and cultural situations in different parts of the world. As
indicated by Hassi and Storti, no state can escape this change. What happens instead is the exclusion of
some states from international trade, for reasons of internal development or political instability. (Hassi

& Storti 2012)

We often tend to give a negative view of globalization, forgetting all the advantages it has brought to
the economy. With its arrival, companies were able to better promote their products, addressing them to
a wider range of audiences compared to the closed market that existed before. Large but above all small
and medium-sized companies, have been able to reach for the first time an audience that previously only

purchased local products and now looks for different products from all over the World.

Globalization has also brought with itself a series of environmental problems such as global pollution
linked to mass production, transport (primarily via sea and air) but also consumerism. The impact of
globalization on consumerism is also discussed in the Indian journal of law and legal research. Singla
cites a concept by Will Rogers who gives a simple but effective explanation of this concept: people
spend money on unnecessary things to impress others that are not strictly relevant. (Singla 2023, 1)

The environmental factor was the most overlooked during the globalization boom. Beckrmann’s analysis
of the welfare of populations living in developing countries, with limited access to drinking water, food,
and other basic needs, is a great example of globalization problems shifted elsewhere. (Beckermann

1992, 481-496)

Nowadays we try to perfectly balance the advantages that this has brought and find sustainable solutions
to reduce the impact that our choices are having on the planet. Some companies such as IDM (Innovators
Developers Marketers) Stidtirol - Alto Adige have been able to include these measures within their action

plan.

This thesis aims to offer a service to companies that is effective from the commercial point of view, in
terms of economic development and at the same time does not burden the environment around us.
IDM plays, among other tasks, an important role in encouraging the export of companies from a specific

area of northern Italy called South Tyrol. It organizes fairs and events in which selected companies can



participate to promote their products and services. For some years now, the theme of sustainability has

also been among IDM's objectives, which include:

e How to manage to organize and carry out events and fairs in a sustainable way (or more sustain-
able than in the past) is one of the biggest challenges both for IDM and for all companies active

in the fairs and events sector.

e Different and reusable materials, locally produced products, and transport systems with less im-

pact on the environment but also modifications and improvements to past work processes.

The objective of the theoretical framework (second part of the thesis) is to give a general overview of
the trade fair sector, differentiating by historical period, typology, geographical area, and environmental

impact.

The third part discusses the research methodology. From this point we can deduct the type of data that
was used and for what purpose. The data was derived mainly from two questionnaires and the material

created by IDM.

The next chapter analyses the results (fourth part). After a brief introduction of the activities of IDM, all
the data deriving from the activities related to the world of fairs and events are explained and analysed.
Theoretical and technical notions are explained. It is precisely in this chapter that the topic of sustaina-

bility of the products and systems implemented by IDM is addressed.

The last chapter (conclusion) underlines the most important findings and gives an indication of the best

choice that could be adopted for the future of IDM’s operations.



2 THEORETICAL FRAMEWORK

This thesis focuses on the central concept of fairs, and specifically, Business to Business (B2B) trade

shows and Business to Consumer (B2C) trade shows, which are reviewed in this chapter.

2.1 Fairs

When speaking about fairs (or exhibitions) it is almost a must to understand where they were born, why,
which sectors were involved, size, and the kind of visitors/buyers they attract. The first forms of fairs
could be found already during the period of the Roman Empire. It is precisely at this time that they began
to be called fairs (from the Latin "fera", a place where animals and other everyday objects were ex-

changed or sold).

In the following centuries, the type of event began to change according to the needs of the people and to
economic and labour development. This led to a drastic change that can be observed in the medieval
period, roughly between 1000 Anno domini (AD) and 1500 AD. It is the period in which mercantile
capitalism developed the most, especially in the area of present-day eastern France, where the Cham-
pagne fairs flourished. These were annual events in a particular area of France, halfway between the
Mediterranean area and the Baltic Sea, in which people could find and exchange goods from afar such
as fabrics and spices (from the South) with furs and resins (from the North). This period is also crucial
as it marks the beginning of the use of silver as a currency and means of payment. An example of a city
that developed on trade routes, starting from the Middle Ages, is Bolzano, a city in northern Italy, the

cradle of a culture straddling the Latin and Germanic worlds (Weinstrasse 2024).

It 1s also important to point out that the northernmost part of Italy was characterized by continuous
exchanges with foreign countries (countries like Austria, Germany, and Switzerland of nowadays) and
the rest of Italy. In fact, every single city had more or less large markets, markets that often took place
at scheduled intervals (1 or more times a year) and took the name of agricultural fairs or fairs dedicated

to saints. The latter often took place concurrently with the harvests.



Also, not to be forgotten is the fundamental role of Italy (or at least of the geographical area that is now
called Italy) in the sector of maritime and inland trade. Some of the cities with the most important mar-
kets and fairs were on the main crossroads for Europe or were positioned on the coasts such as Venice,

Trieste, but also Genoa, Naples, and Palermo, just to name a few.

However, it was only in the 18th century that the first major industrial fairs began to develop in both
Europe and North America, also thanks to the Industrial Revolution. It is only until the end of the 19th
century that the first specialized industrial fairs started to be organized on a yearly basis. In 1851 the
first edition of what we now call Expo, the universal exhibition, took place at the Crystal Palace in Hyde
Park in London (United Kingdom) (PICTURE 1) and was called the "Great Exhibition of the Works of
Industry of all Nations”. (Harper and Brothers 2014, 602-603)
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PICTURE 1. Great Exhibition of the Works of Industry of all Nations — London (Wikipedia)

This is also the period in which the first professional centres for the organization of fairs and exhibitions
were born, first in Europe and then in North America. Many of these centres still exist today and work
in a similar way as in the beginning by organizing a series of events throughout the year, differentiating

by sector and public.

Today, when we talk about trade shows, we often refer to events organized in large and modern exhibi-
tion centres around the world. However, if we do more in-depth research, we note that, considering the

top 10 largest exhibition centres by covered exhibition area in the world, 4 are in Germany, 1 in Italy, 4



in China and 1 in Russia. Looking at the years of opening of the 4 Chinese exhibition centres we can see

that 3 out of 4 were opened between 2015 and 2019 (only one has been active since 1926) (Rlist 2019).

For many centuries European states ruled the fair market in an almost monopolistic manner. Nowadays,
it can be deduced that the trade balance is shifting more and more towards Asia. When we refer to a fair
what should we think about? We should probably first consider the place where the event takes place.
Almost always these are areas dedicated to exhibitions in the immediate vicinity of large cities. To better
understand, the example of Fiera di Milano Rho is proposed, an Exhibition centre founded in 2005 and
which today is the largest exhibition centre in Italy and the second in Europe for covered square meters
(PICTURE 2). Between 1881 and 2005 the events took place in the old area of Nuova Piazza d'Armi

near the Amendola area.

PICTURE 2. Aerial representation of the Fiera Milano exhibition centre (Fuksas & Fuksas 2023)

An exhibition centre is almost always made up of a central management area in which the executive
offices are located. This is an area dedicated to the management of each individual event with the various
project teams, to the technical services necessary for the correct performance of operations of ordinary
and extraordinary administration and obviously the exhibition halls. Often, in the vicinity of an exhibi-
tion centre it is possible to find a congress centre, useful for offering additional services to support fairs

or to create ad hoc events like press conferences and congresses.



The events sector has undergone a drastic stop between February 2020 and October 2021 due to the
global pandemic. Many trade fair organizers have managed to create in this period online platforms to

still be able to organize their events at least in a digital format. (Can & Canli 2022, 15)

Being able to hijack from a type of event that thrives on physical meetings and exchanges of information
to online meetings was probably one of the biggest challenges that fairs have had to undergo in the last
100 years. For this reason, many small fair organizers have had to cancel entire events or shut down their
business. As an example, it is here possible to see what the Exhibition centre in Parma, Italy, had to do
with its famous Business to Business (B2B) food trade show Cibus. Originally it was planned for May

2020, then postponed to September 2020 and finally moved to September 2021 (Cibus 2020).

Digital platforms, now widely used for meetings and studies, had become the only way to save the world
trade fair system between 2020 and 2022. Today (February 2024), after 2 and a half years, the fair busi-
ness is still struggling to recover and has not yet reached the levels of pre-COVID. As previously men-
tioned, the fairs differ by sector, size, and public. Depending on the sector we will find a different audi-
ence size and varying ranges of offers. The main difference when speaking of trade fairs 1s, however,
the quality of the attending visitors which can be either of a professional type (necessary for B2B trade

fairs) or direct consumer (important for B2C trade fairs).

2.1.1 Business to Business trade shows

B2B trade fairs are physical or virtual meeting places where companies of a specific sector can present
and / or let products be tested to a specialized public often made up of wholesalers, competitors, and
final retailers. Companies that participate in B2B events have as their main objective product promotion
and customer care rather than direct sales. Competition is very high in certain sectors and for this reason

it is extremely important to retain existing clients. (Cortez, Johnston & Gopalakrishna 2022, 1092-1105)

A fundamental role, in fact, for the optimal success of a B2B event (both national and international) is
the reachability of the exhibition area by visitors, buyers and foreign companies interested in participat-
ing. As anticipated before, this type of professional event has suffered less during the COVID years
(2020 - 2022) as it has almost always been possible to organize ad hoc digital events. Given the type of
visitor, it was easier to organize fully digital events even though the outcome was certainly not compa-

rable to a physical event.



It is also possible to notice differences in terms of exhibitions and visitors by dividing the events by

geographical location. Three clear examples can be given:

1y

2)

Tuttofood Fair in Milan, Italy

This national B2B event, but with international appeal given the location, dedicated to the entire
agrifood ecosystem is among the most important fairs at European level (Tuttofood). It is located
in Italy precisely because the food & beverage sector here plays a fundamental role also from an
economic point of view (Coldiretti 2023). In 2023, the event attracted 83.000 visitors from 132
states. 20% came from abroad (Tuttofood 2023). Even though the event is of international im-
portance, most of the visitors and buyers are of national importance. This is because many com-

panies, including international ones, rely on Italian buyers in this sector.

Biofach fair in Nuremberg, Germany

The world's leading trade fair dedicated to the organic food sector. In this event, which ended on
February 16, 2024, there were over 35.000 visitors from 128 nations (Biofach 2024). Even if the
event is of international importance, most of the companies and visitors / buyers have national
significance. This is because many manufacturing companies, including international ones, ex-
ploit the German market both to produce and to sell. The German customer has always paid great
attention to organic products, as also happened in 2023 where a new record of 16,08 billion euros

was reached in terms of sales volume, + 5% compared to the previous year (Statista 2024).
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FIGURE 1. Sales volume of organic products in Germany from 2000 to 2023 (Statista 2024)

3) Consumer Electronics Show (CES) Las Vegas, USA

This fair, dedicated to the electronics sector, which takes place every January in Las Vegas,

attracts over 135.000 visitors from over 150 countries making it a unique fair in the world both
for participating companies (4.300) and for the offer of collateral activities (launches of products,
seminars and press conference) (CES 2024). The event is of global importance and most of the
companies and visitors/buyers are international. The location was chosen as a crossroads between
many nations producing and developing technological innovations such as the United States,
China, and many Asian countries in general. Many development and manufacturing companies,
including international ones, exploit the US market both to produce and to sell products. Many
trends introduced to the US market can quickly spread to the rest of the world. One of the reasons

is the high consumerism present among the US population since the 18" century. (Koehn 2008)

As can be seen from the 3 examples cited above, there are also differences within B2B events which can

make an event more exclusive and specific than others.



2.1.2 Business to Consumer trade shows

Similarly to B2B trade fairs, Business to Consumer (B2C) events are also held physically and only rarely
virtually. The type of event is completely different as the companies interested in offering their products
also have a direct economic interest (i.e., selling on spot). The target audience is not always defined.
These fairs have often a high number of exhibiting companies and a high number of visitors. It is possible
to find such fairs even in smaller exhibition centres. Often, they are organized only locally and conse-
quently the products sold, and the companies that exhibit, reflect the specific needs of that geographical

arca.

Of course, there are always exceptions. Referring to Italy, and the Milan exhibition centre, a perfect
example is its B2C fair dedicated to crafts and tourism that was able to attract, in 2023, over 1 million
visitors from all over Italy and Europe and 2.500 exhibitors from 80 different countries (Ansa, 2019).
This is Artigiano in Fiera, the most visited event in the sector worldwide (Artigiano in Fiera), an event
that has reached its 28th edition in 2023, which during the pandemic managed to diversify its activities
by creating a platform capable of showing the resilience of the event to unexpected changes such as

those that occurred during 2020 to 2022.

2.2 Impact of fairs as of today

With the arrival of the internet, the belief was born that physical events, such as fairs and other in-person
events, would be replaced or weakened by purely online alternatives. The same was also true for trade
which was supposed to be replaced by the virtual market. For this reason, trade fair organizers place
great importance on the feedback of exhibitors and visitors in order to maintain the highest level of

satisfaction possible (Martins 2023).

Regarding e-commerce, the long-awaited problem arose close to the new millennium. In some areas of
the world the change occurred earlier than in others. In states with high purchasing power and high
consumerism such as the United States and mainly central-northern European countries, the phenome-
non manifested itself earlier while in others, despite of having a good part of the population that is cur-
rently aware of the online shopping system, "neighbourhood" commerce has continued and continues to

coexist more easily with the large online giants.
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The same problem did not arise for the trade fair sector. To confirm this, we can note what happened in
the period between 2020 and 2022, a two-year period in which the trade fair and events sector in general
saw a drastic decrease in events due to the global pandemic. In this period, most trade fair organizers
have attempted to offer online variants in order to continue operating and earning money. Some Euro-
pean exhibition centres have managed to offer exclusively online alternatives while others have hybrid
versions. The result was almost always disappointing as the core of the activity was missing: the meeting,

the negotiation and the exchange of information that previously took place in person.

According to the Global Association of the Exhibition Industry - Union of International Fairs (UFI) the
revenues from exhibitions dropped drastically by 68% in 2020 compared to 2019 (UFI12021a). In a study
conducted among 450 fair organizers 14% were of the idea that online fairs could replace physical events
while 80% stated that online could not be the only solution but hybrid versions will be the future (UFI
2021b).

Today it is noticeable that some change is taking place. Large and small trade fair organizers have to
deal with a constantly changing world and with needs and innovations that must be studied in order to
be able to offer to customers solutions that match their needs.

The requests of the participating companies (and indirectly of their customers) often go in the direction

of innovation, savings, and environmental sustainability.

In the past, participation in a fair was seen as a huge investment to get noticed "on the spot". Nowadays,
participating companies carry out most of their promotion before and after the event, often through
online channels such as mailings via Customer Relationship Management (CRM) systems, websites,
and virtual meetings. For this reason, participations have often started to focus on smaller exhibition
spaces, with fewer staff on site and reduced costs. Many companies, that believe in a more sustainable

future have welcomed this change with open arms while others are just riding the trend.

Speaking of sustainability, one wonders how it is possible that the exhibition sector can be considered
sustainable. After over 15 years of experience in the sector, and knowing many variables that can arise,
the answer is that this sector will hardly be able to change the type of impact it has on the planet. The
event, or fair, is in itself a fictitious situation that is created for a very limited period of time with an
often-disproportionate expenditure of energy and funds. But then why do we continue to do this and how

can this problem be solved?
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Human beings have always been inclined to do what they know best, and the trade fair environment is
able, through innovation, the exchange of ideas, the meeting of unknown people, to attract old acquaint-
ances and new people during each edition. The great challenge of exhibition centres has been (and will
be) to offer increasingly more sustainable solutions both ecologically and financially, to reduce environ-

mental impact and to beat e-commerce, always ready to replace the "old" market systems.

Sustainability is a very broad topic. By referring to the trade fair sector, it can be included in the organ-
isation, understood as the period until the fair takes place, in the period of the event (often limited to just
a few days) and in the period which begins at the end of the event (when the work is concluded, and

which often coincides with the start of the next event).

In the first part, i.e., in the planning phase, the fair can immediately take on a sustainable inclination
through some eco-friendly decisions such as registrations through online portals that reduce or exclude
the use of printed paper for both the organizer and the participant, online meetings which drastically
reduce the number of trips and related pollution. A choice of the organizer may be to use only certified
energy coming from renewable resources, this to completely close the loops of the planning part. This
type of decision is also useful in the management of exhibition spaces (for example the pavilions of a
fair or the rooms of a conference centre). With the replacement of old incandescent bulbs with light-
emitting diode (LED) lighting, that use up to 90% less energy than incandescent bulbs and last up to 40
times longer, and the supply of electricity from natural resources, one of the major costs, and pollution

of a fair, can be drastically reduced (Cheng & Cheng 2006, 173-177).

Matthias Dorsch, head of the technical facility management of Hannover Messe stated that with the

improvements implemented to the older pavilions the fair was able to reduce consumption by 40% and
by 2025 all 6.500 light points of the pavilions will be replaced with LED lights (Deutsche Messe AG
2018a). Another very current issue in exhibition centres is the production of waste before, during and
after the event. If it is true that separating waste is difficult, but still possible, before the event it becomes
often impossible during and after the event. As the size of an event increases, and so the amount of
people involved, it becomes difficult to manage this problem. Every year more than 5.000 tons of waste
are produced, the majority during some events including the “Industriemesse Messe”. Over 400 employ-
ees take care of the collection and specialized companies differentiate the different materials. The fair is

thus able to reach a quota of 94% of recycled material. (Deutsche Messe AG 2018b)
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Something is changing though. If it is true that until a few years ago not much attention was paid to this
issue, today it is enough to walk through a trade fair pavilion to see how some things are changing.
Materials that were previously purchased for the event and then thrown away are often reused for mul-
tiple events. The materials used are more ecological or recyclable (as happens with the stand walls made

mostly from recycled and compressed wood).

In its 2022 sustainability report, Fiera Milano, the 6th largest exhibition centre in the world, declares, on
page 37, to create pre-fitted stands exclusively with laminate panels, eliminating screws and using reus-
able materials and water-based paints, in order to offer a more sustainable stand (Fiera Milano 2022). In
the second part, i.e., during the days of the event there is a high concentration of waste production. This
often corresponds to paper, cardboard, and organic waste (such as food waste from restaurants and ca-

tering of private stands).

One might think that this type of waste is easier to manage but in reality it is not. As can be seen from a
study conducted in 2015 by Greenredeem, an English company that encourages and motivates people to
take eco-friendly actions, out of 3.367 people, only 25% of people recycle when they are away from
home compared to 93% at home. When there is no efficient waste collection and (often) enough bins
available, people or visitors do not recycle. (Greenredeem 2015) As also explained by Knussen, Yule,
Mackenzie, and Wells (2024), it is precisely the lack (actual or perceived) of waste collection bins that
most influences people's habits. They found that the repetition of a habitual action is more likely if

performed unconsciously. (Knussen, Yule, Mackenzie & Wells 2024, 237-246)

Trends and lifestyles are certainly helping and indirectly reducing this problem. Just think of the change
in diet of many people who now prefer a meat-free lifestyle. Many fairs are starting to offer entirely
plant-based dishes to respond to the constant increase in demand, indirectly reducing the footprint re-
sulting from the use of meat. In their publication Anjana, Reena, Samridhi, Neeru and Rajesh also em-
phasize that a change in diet can lead to reductions in carbon footprint. Not only environmental con-
sciousness but also affection for animals and/or social justice can lead to great changes. (Anjana, Reena,

Samridhi, Neeru & Rajesh 2020, 387)

The third part, which corresponds to the dismantling, is the one with the greatest possibility for improve-
ment. On the one hand there is a tendency to reduce the time of dismantling operations in order to de-

crease the number of people (and therefore the costs) and have the pavilion available as fast as possible.
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On the other hand, the best solution would be a more careful and controlled management of waste sys-
tem, right from the halls, in order to save both on disposal/sorting and on collection time. Whether an
ecology and green change can be applied to most trade fairs and exhibition centres is difficult to predict.

Surely the direction we are following can only bring advantages to the fairs and the community.
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3 RESEARCH METHODOLOGY

At the end of each fair, the IDM’s Trade Support department sends a questionnaire to the companies that
participated in the fair. Microsoft Dynamics, an IT program, is used to forward the questionnaire to the
different companies’ contacts. Microsoft Dynamics delivers to companies like IDM a portfolio of dif-
ferent Business solutions in order to increase efficiency and become more agile while reducing costs and
the time it takes to carry out a particular job. This program is connected to the IDM CRM tool into which
all companies’ data and useful contacts are stored. The data contained in the CRM has been collected
since 2016 and is vital to all of IDM's daily operations. This database contains all the companies that
carry out activities with IDM, both as customers and suppliers. The database is updated by each individ-
ual IDM employees who are in contact with a specific account (company with which we collaborate) or
contact (contact person within the company with which we collaborate). Each employee has access to
all accounts and contacts and can therefore see all changes in real time as well as the work that other
colleagues are carrying out with the specific company. To conclude, the team sends the questionnaire
within 1 week from the end of the event in order to collect opinions and feedback that are still clear and

fresh in the minds of the participants.

This activity is carried out because IDM wants to offer an excellent service to the companies with whom
it collaborates and needs feedback to be able to consolidate or improve its work. Furthermore, being a
public company, it is important for IDM to be able to justify its actions both internally and externally.
The province of Bolzano, but also the partners and stakeholders, have an interest in understanding
whether the public money, that IDM uses, is spent in an optimal way. These answers are also useful for
an internal reason. IDM collaborators are evaluated annually based on customer satisfaction. This value

should be close to 5 (on a scale of 1 to 5).

Companies do not have a maximum time within which to respond to the questionnaire. Normally IDM
receives responses within 4 - 5 working days. There is no obligation to receive completed questionnaires
from companies, for this reason some fairs have more responses than others. Because of this, during the
final check at the end of the year, it sometimes happens that data varies between years. However, it is
possible to determine the total number of questionnaires that were sent, to determine the annual response
rate. External factors can also cause the total number of responses to fluctuate as happened in 2020 when

most trade shows were cancelled because of COVID, therefore less questionnaires were forwarded.
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The companies with whom IDM collaborates often have multiple contact people. Consequently, the
questionnaire and the contact person are linked to a specific project in Microsoft Dynamics. This means
that each participating company has only one (or a few) person(s) connected to the project and to the
questionnaire. IDM has differentiated the type of questionnaires based on the company sector of activity.
By considering only the Trade Support department, the questionnaire has 15 questions, divided into 4
sections, which are organized into single, multiple, and open answer questions. The four sections are
divided in this way to be used in different departments by changing only some sections and leaving

others unchanged.

The four sections are divided in evaluation of the work carried out by the IDM project manager, organ-
ization and implementation (information related to the company), organization and implementation (in-

formation related to the fair) and observations and proposals (feedback, and proposals for IDM).

The data collected is almost exclusively quantitative because of the numerical data present in the ques-
tions. Interviewees are always asked to choose between several options or to rate on a scale from 1 to 5.
The questionnaires also include a series of open questions which makes it difficult for IDM to correctly
aggregate these responses. Often the hundreds, if not thousands, of qualitative responses differ from
each other. In this case it is difficult to give an answer to individual needs given the almost completely
standardized type of offer that IDM offers to its companies. Both answers are useful for IDM in order to
better evaluate the feedback received. The former gives a specific answer to the question and therefore
numerically evaluate the service while the latter leave companies with freedom of expressing themselves
without having to rely on pre-set notions (Schuman & Presser 1979, 692-712). The data collected can
also be considered as secondary data as they were not collected directly for this research but were col-
lected by IDM for internal use and internal evaluations. The secondary data resulting from IDM data
collection serves as an excellent base for this ongoing research. To better understand the type of ques-

tions included in the end-of-fair questionnaire, these have been listed in APPENDIX 2.

Given the sustainability focus of this thesis, great weight is given to question 6 - first point (How do you
evaluate the following aspects of the fair? - Set up of trade fair / exhibition stands) and question 7 -
fourth point (How do you evaluate the following aspects of the fair? - Quality of the stand structure) and

fifth point (How do you evaluate the following aspects of the fair? - Furniture).

In order to respond even better to this topic, IDM decided, during the development process of the new

stand, to also involve some relevant companies and players from South Tyrol. A further questionnaire
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was carried out with a greater focus on the new stand construction and materials/furniture to be used.
The responses collected are limited as the target group, of this survey, had to be limited to a few but
valid companies. In this case the data collected can be considered as primary data because the answers
were collected directly for this research and purpose. This questionnaire is available in APPENDIX 3.
Results will be analysed in Chapter 4: Results.

The cumulative data from all departments is analysed by the “Business Intelligence & Performance |
Insights & Strategy” team. They are responsible for interpreting and weighing the different responses
and also producing the monthly, quarterly and annual reports which are then used during board meetings
and for communications with partners and stakeholders. The data that is produced by this office is also
used as a basis to integrate the data of each individual department. The data of each individual depart-
ment (such as Trade Support for the exhibition sector) are also analysed directly by the department. This,
in order to have immediate data (responses to the questionnaires) and to deliver quick and precise an-

SWCETS.

The data that IDM collects from these questionnaires is used both internally and externally. Internally
for staff, and department performance evaluation. Schepers defines that such indirect empirical research
could be used in order to evaluate how well a worker performs in his/her work (Schepers 2008, 11). The
questionnaire used by IDM serves partially a similar purpose. Externally, to communicate the progress

of IDM’s work with companies, suppliers, stakeholders, and other partners.

IDM, as a special company with public capital, is committed to communicating with the various partners
and institutions the progress and problems that may arise from normal work situations. Important feed-
back (both negative and positive) is discussed first within the company and then reported to the various

partners based on importance and sector.
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4 RESULTS

The fourth chapter will talk about IDM Siidtirol Alto Adige introducing the history, the sectors of activity
and the current situation. It will also explain the main differences between IDM and other similar entities.
To conclude, the theme of the new stand and how information is collected between the various partici-

pants in the fairs will be discussed.

4.1 IDM Siidtirol — Alto Adige

IDM Siidtirol - Alto Adige is a special company of the Autonomous Province of Bolzano, Italy, 100%
owned by the Province of Bolzano. One of the main objectives is to increase the competitiveness rate of

South Tyrol through, for example, the sustainability of the products and services offered.

4.1.1 From the merger to the present day

IDM Siidtirol - Alto Adige was founded on 1st of January 2016 by the will of the then current president
of the Province Arno Kompatscher and of the Bolzano Chamber of Commerce. The distribution of quo-
tas was set at 60% by the province and 40% by the Chamber of Commerce. The main aim was to become
the first service provider for the South Tyrolean economy. The acronym indicates the main activities of
the company, namely Innovation, Development and Marketing. The first objective was to bring together
Business Location Siidtirol (BLS), Export Organization Siidtirol (EOS), Siidtirol Marketing Gesellschaft
(SMG) and Techno Innovation Park South Tyrol (TIS). These four companies have merged into one,
making the administrative and management system more fluid and improving the service to users. For

simplicity, a single logo was also created to bring everything together.

- INNOVATORS.
I SUDTIROL I DEVELOPERS.
ALTO ADIGE MARKETERS.

PICTURE 3. IDM Siidtirol — Alto Adige logo from 2016 to October 2022 and from October 2022 to
present days. IDM Siidtirol media centre (IDM Siidtirol 2022)
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IDM is the name with which the company wanted (and wants) to communicate internally and with other
companies, stakeholders, and partners. For communication with end customers (or consumers), how-
ever, other logos have always been used. Over the years the colours have changed but the type of logo

has remained almost unchanged. The three different bilingual registered trademarks are listed below.

Impresa dell’

ALLO ADIGE ALTO ADiGE
< ‘ R Vg

ALtO ADIGE

Ein Unternehmen aus

suUDtiroL

SUDtIROL
< R

sUDtirROL

M o4

PICTURE 4. The umbrella, quality, and localization brand. (Marchioombrello-altoadige)

Alto Adige - Siidtirol is used for companies in the tourism and related sectors, Qualita Alto Adige -
Qualitdt Siidtirol can be used by companies in the food sector and Impresa dell’Alto Adige - Ein Un-
ternehmen aus Siidtirol or (for abroad) Companies from Siidtirol can be used by companies in the pro-

duction and service sectors.

From the beginning, both the vision and the mission were clear. The first set itself (and sets itself) the
objective of making South Tyrol, the most desirable sustainable habitat in Europe through conscious and
sustainable choices both by the company and by customers. In the second, however, it is clear that IDM
is a catalyst and a driving force for sustainable development in South Tyrol and for this reason, it must

be the first point of reference for all companies in South Tyrol. (IDM Siidtirol 2024)

As a dynamic company some changes had to be implemented since its creation. One of these was the

spin-off on 1st of January 2019 of its technological "wing", once called TIS, and which has now merged
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into the new NOI Techpark, inaugurated in Bolzano, Italy in 2017. "Nature of Innovation’s" objective
is to bring together companies, research institutes and the university to work together to achieve sustain-

able development (NOI 2024).

The Bolzano Chamber of Commerce announced its exit from its co-participation in IDM at the end of
November 2023 leaving 100% of the ownership in the hands of the province. To date, this last point has
not yet been defined.

4.1.2 IDM business sectors

At the end of 2023 the company had around 180 employees in 7 different locations and divided into 4
different areas: marketing, agrar (agricultural products), finance and business development. The market-
ing department is the largest one and includes various divisions such as brand & content, markets &
media, PR & events, sales, product, and destination management. The agricultural department is divided
into product management, EU projects and trade marketing food. The interesting thing is that within the
agricultural department there are colleagues who deal exclusively with different consortia (the largest of
which are apple, wine, and speck) and others who manage the promotion of all the other products to-
gether with external IDM partner. The finance department is divided into accounting, legal and IT &
facility. The last department, Business development, groups together sectors such as film commission,
innovation, and international. It is precisely this last division where the promotional activities linked to

fairs and events for South Tyrolean companies are focused.

4.1.3 IDM Fairs

Within the international team there is a sub-department called “Trade support” which specifically deals
with supporting, both from an organizational and financial point of view, South Tyrolean companies
interested in expanding their business through precise promotional actions such as trade fairs and events

that take place mainly abroad (with some exceptions in Italy).

There is a precise procedure that both IDM and interested companies must follow to take part in such
fairs. Every year IDM publishes on its institutional website the list of the fairs in which it intends to
participate. These are events in different sectors such as food and beverages, crafts, construction, hospi-
tality and industry. These events do not take place all together but are distributed throughout the whole

year, with a focus on the periods between October and beginning of December and from middle of
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January to the end of March. Companies, which must have their registered office in South Tyrol, must
be also registered in the Bolzano Chamber of Commerce and must carry out most of their activities in
the province, can register for single (or multiple) events and, if the minimum number of interested com-

panies is reached, can take part in the IDM collective stand.

By participating with IDM, companies have a double advantage. The first advantage is that, since many
of the companies IDM works with, of the about 61.000 companies that are registered at the Chamber of
Commerce of Bolzano (Camera di Commercio di Bolzano), have a micro or small structure (630 trade
fair participation out of 801) or medium-sized structure (127 trade fair participations out of 801) (AP-
PENDIX 4), they often find themselves without the knowledge or staff to organize an event. This is
where colleagues from the trade support unit can help the most. With their knowledge they can organize
the event as if the company were doing it directly (under the direction of the company itself). The second
advantage is the contribution that IDM can give to the company. In this way, participation costs are
(almost always) reduced by 50%. An interesting incentive for activities such as trade fairs that often do

not guarantee (an immediate) success.

The Covid period has created a lot of instability among large event organizers (such as exhibition centres
and conference centres) and IDM's exhibition program has also undergone many changes. To date (Feb-
ruary 2024) IDM has 24 fairs scheduled. By going back to 2019 (last year before Covid) IDM was

offering 39 fairs of which 31 were later organised.

TABLE 1. Number of fairs organised in the period 2019 to 2024 (with forecast)

FAIRS | Construc- Hotel | Crafts | Food & | Agri- Industry | Beauty | TOTAL
tion Beverages | colture
2019 7 3 5 11 2 1 2 31
2020 2 1 1* 4 2 0 0 10 **
2021 I+1* 2 2 3+1%* 0 1* 0 11
2022 0 1 4 9 3 1 0 18
2023 3 2 4 10 3 1 0 23
2024 1 1 4 14 3 1 0 24

*Online fairs

**only 10 fairs because of global pandemic
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It is not all to be attributed to the pandemic, but this has certainly reshaped both IDM’s fair calendar and
the priorities of the companies participating in these events. Above all, it is possible to observe the last
6 years and the fluctuations in the number of events caused by the restrictions in many European states
due to the pandemic. The appendix contains the complete trade fair calendars from 2019 to 2024. (AP-
PENDIX 1) To date, IDM has not yet been able to recover all the events lost during the pandemic period.

4.1.3.1 IDM’s current situation

For several years now, the procedure to organize (internally) an IDM stand, and for companies to
participate in a collective IDM stand, has remained unchanged:

1) IDM publishes information related to the fair giving a deadline by which to register.

2) Once the registration deadline has expired, IDM decides if the number of interested companies
has exceeded a minimum amount and, if this has happened, IDM proceed with the confirmation
of the event.

3) At this point IDM gets in touch with the organizers of the specific fair to officially register as a
pavilion organizer and to receive the first positioning proposals.

4) During an initial meeting with the companies, the various positioning proposals, received from
the fair, are evaluated together and the one that fits more for all is chosen.

5) Once the area (or areas) has been defined, the area is divided among the participating companies.
Companies can request a specific position which, however, must be discussed between everyone.
A common solution that works for everyone must be found. Once each company has confirmed
the square meters it will have at the fair, the real planning work begins.

6) The project manager of the trade support team in charge of this fair will prepare all the relevant
information for the company including deadlines for completing certain tasks.

7) After having designed the walls of the stand together with the stand builder, the companies can

proceed with decisions on the graphics to apply to the walls.

Walls can be of different types. Almost all stand builders nowadays use these 2 materials.
Laminate walls, a very light, smooth, and economical composite product of compressed chipboard wood,
suitable for the application of adhesive graphics or MDF walls, a Medium Density Fiberboard product

based on wood, more suitable for painting because of its roughness.
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The types of graphics used for laminate walls are almost always adhesive. They are applied before the
event and removed at the end, without the possibility of reuse for another event. This type of graphics

creates a lot of waste both during the production phase and once the event is over.

In the first image it is possible to see the graphics applied to laminate walls measuring 100 cm wide by
300 cm high. Because of the build-up process, these graphics cannot be perfect as the panels are placed
next to each other and the graphics are applied to each individual panel. In the case of an imprecise

application, or uneven floor, the error cannot be fixed.

PICTURE 5. Laminate walls at Biofach fair 2024 in Nuremberg, Germany

In the second image it is possible to see the MDF walls alternative with a matching colour painted
directly at the fairground. The walls have always the same dimensions (100 x 300 cm) but the division

between panels in this case is less noticeable. Small graphics can be applied too.
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PICTURE 6. MDF walls at Tuttofood fair 2019 in Milan, Italy

There are also other types of walls, from specific brands. One system, that is becoming increasingly
popular, is the one that uses backlit panels with interchangeable graphics. This system is composed of a
very light aluminium frame capable of connecting with similar structures to form walls and structures
of any shape. Due to their particularity, it is not possible to apply adhesive graphics as the internal struc-
ture is empty. The BeMatrix product provides an optimal understanding of the use of this system. (BeMa-
trix 2024)
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PICTURE 7. BeMatrix frame with holes ideal for mounting both panels and textiles (BeMatrix 2024)

In this case, textile graphics that run along the entire length and height of the wall are used. They use a
much more sustainable graphic system because it can be reused in the future. Here it is possible to see
the result of the walls and graphics during the "Nordic Organic Food Fair" organized by IDM in 2021

in Malmo, Sweden.

PICTURE 8. Frame walls for interchangeable graphics. Nordic Organic Food Fair 2022 in Malmo,

Sweden

8) After confirming the type of walls and graphics, the company can choose a whole series of

furniture and equipment that IDM owns and can loan for free for the exhibition period.

This type of material was purchased about ten years ago and has continued to be used for all events since
then. Through excellent storage between one fair and another and a transport system inside wooden

crates, the materials continue to be in excellent condition and do not need to be replaced. Unlike other
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organizers who rent equipment for each individual event, IDM has made the decision to invest in pro-
prietary, higher quality equipment to reduce costs in the long term. This is a sustainable choice both

from an economic and reuse point of view.

PICTURE 9. IDM furniture at Tuttofood fair 2023 in Milan, Italy

At this point, the participating company has decided on the type of graphics and furniture.
9) IDM employees book various technical services such as electricity and water after receiving the

specific requests from companies.

For all its fairs, IDM organizes collective transport of material to the fair.
10) Companies can send all the private material they may need at the fair (from flyers to food prod-
ucts to large machinery) at the IDM central warehouse. From there the goods will be transported
together to the fair. The choice to organize collective transport was decided to better optimize

both transport costs and to reduce the number of vehicles.

IDM, as a public institution, has the obligation to pursue a cost-effectiveness principle in the decisions
it takes. For this reason, they are able to reduce costs by organizing transport for everyone rather than
granting a higher contribution to each individual company for private transport. In the latest tender re-
lated to the transport service, IDM included some qualitative criteria necessary for choosing a new trans-
porter. The type of vehicles engine had to be higher than the European reference class EURO 5 or better.
(EURO 5 2024.)
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The variant using alternative fuels or battery-powered vehicles was also evaluated positively. There are
not many possibilities to choose sustainable options (or at least more sustainable) when organizing a
fair, therefore every possibility must be exploited.

11) Companies often require a catering service during the fair. IDM can provide everything needed

to offer an excellent quality service.

IDM has all the equipment to make catering at the fair as sustainable as possible. Following the idea of
a green even principle, there are no single-use products to be found. Dishwashers are installed to be able
to wash both water and wine glasses. Even though the water at the fairgrounds is almost always drinka-
ble, boxes of water in glass bottles are transported together with all the material. Once the event is over,
these boxes of water are taken back to the IDM warehouse to be returned to the manufacturer who will

reuse them.

A study conducted by Daniele Landi and Michele Germani states that the electricity needed to produce
one ton of glass is approximately 277,8 kWh or 0,125 kWh/per 0,75-liter bottle (Landi, Germani &
Marconi 2019, 399—404). This data only considers the production of the glass and not the other proce-
dures that give the bottle the desired shape and prepare it for filling. For this reason, IDM believes it is

necessary to collaborate with partners who are able to supply recyclable and reusable water bottles.

The food products must be also locally produced to make the supply chain as short as possible. Sustain-
ability must also be present in the choice of personnel. To further boost the economy of South Tyrol,
IDM only hires staff who live in this province. It is at the discretion of the individual project manager
the way in which personnel travels to and from the fair. Normally the trip is organized using public
transport. There are areas that are better connected than others but, when travelling to a fair, it is nearly

always possible to use a good transportation system.

Almost everything has now been completed and the stand needs nothing else. The fair can begin, and
companies can focus on what they do best, promoting their products and services.

However, the IDM stand could not be complete without one last aspect.

12) The sign.

The four logos that are used on day-to-day basis have already been presented previously.
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Particular to fairs, there are four other logos that are used depending on the event.
The first and most used sign bears the English writing "Companies from Siidtirol" and can be used for

any fair organized by IDM.

Companies from

SUDtiROL

PICTURE 10. Logo for sign “Companies from Siidtirol”

There are 3 other signs which are connected to specific sectors. IDM, as explained previously, is also
active in the agricultural sector through direct collaboration with some consortia. These consortia unite

apple, wine, and speck producers. These three products are just some of the excellences of the South

Tyrol area.

During the fairs in which these consortia are present (or some of the companies that are part of them) it

is possible to use the 3 logos shown below:

apfel - Consortium - Mej3
1 . fsi'lntiault) W .
SUDTIROL Wein W suptiroL

N Vini M o4
M 4 ‘

PICTURES 11. Logo for signs “Apfelkonsortium” - apple consortia, “Weinkonsortium” — wine con-

sortia and “Speckkonsortium” — Speck consortia
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13) Once the fair is over, IDM coordinates the dismantling of the stand and recovers all the material
that the companies brought with them to the fair. Once brought back to the central warehouse,

the companies will be able to go and collect it.

The most bureaucratic part of the whole process has yet to begin.

14) A few days after the end of the fair, the project manager responsible for the fair proceeds with
forwarding the questionnaire to the companies.

15) As soon as IDM is in possession of all the invoices from the various suppliers, they proceed with
reporting the expenses. The companies participating in the fair need to send the necessary docu-
mentation to be able to receive the provincial contributions.

16) The procedure ends with the preparation of the balance invoice. From this point on, companies

no longer have to do anything.

4.1.3.2 How others manage fairs

At the Italian level, there are other entities similar to IDM. Each region normally has a similar organiza-
tional structure aimed at promoting the territory and its local products. One of these realities is located
in the autonomous region of Friuli Venezia Giulia and is called "lo sono Friuli Venezia Giulia" which

could be translated into "I am Friuli Venezia Giulia".

IO SONO
FRIULI
VENEZIA
GIULIA

PICTURE 12. Brand that certifies the sustainability of regional businesses and the origin of agri-food
production in the Friuli Venezia Giulia region (Italy) (Io sono FVG 2024)
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The objectives are similar to those of IDM as well as the management of the activities even if these are
divided into several entities, Agrifood FVG for food promotion and PromoturismoFVG which deals

with the tourism part.

Like IDM, although in a more limited way, they also participate in some fairs and events mainly in Italy.
An event in which they participate, and which is also present in the IDM fair calendar, is the Artigiano
in Fiera event already mentioned previously. IDM participates by offering companies all the services

just mentioned while for "I am Friuli Venezia Giulia" the situation is slightly different.

As an organization, they have decided to simplify some activities by making the participation of com-
panies more standard (12 square meters fixed module stands) and focusing more on product promotion
(and helping companies more from this point of view) than on the organizational part. Unlike IDM's
participation, they rely on the stand builder of the fair. By doing this they can reduce costs by offering a
very similar package for all companies. Customization is limited and the stands differ only from the

products on display.

The material that companies need, such as furniture and furnishings, is supplied directly by the stand
builder and therefore must be rented each time. The organization of the collective transport, for compa-

nies’ sales material, is similar to IDM.

A final difference lies in the type of contribution that companies receive. Since the services are almost
the same for everyone as well as the square meters of area, the final cost remains the same for almost
everyone. Companies are granted a 70% discount on participation costs (on a defined amount that is the
same for everyone). From this point of view, IDM finances up to 50% of the total costs of the individual
company, taking every single expense into consideration. The total amount of funding, companies re-

ceive with IDM, is significantly higher.

Another example, this time for a B2B fair with global relevance, is the participation of "Agenzia ICE"
part of "ITA - Italian Trade Agency" as collective area organizer at the world's leading fair for organic

products "Biofach 2024" in Nuremberg.

From an organizational point of view, "Agenzia ICE" operates in a similar way to "lo sono Friuli Venezia
Giulia" with the difference that the companies, that are interested in participating, do not have to be from

a specific area, or region, of Italy, but must exclusively produce and have a registered office in Italy.
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Companies have the possibility of booking areas of up to 9 square meters, also in this case with a setup
organized by a local stand builder. Customization is limited and stands often differ only in terms of the

merchandise. There is no collective transport provided as companies are coming from different areas of

@ TIA®

 — ITALIAN TRADE AGENCY

Ministry of Foreign Affairs ICE - Italian Trade Commission
and International Cooperation Trade Promotion Office of the Italian Embassy

Italy.

madeinitaly.gov.it

PICTURE 13. Italian Trade & Investment agency (Agenzia ICE 2024)

4.1.3.3 The new IDM stand - Forecast for March 2025

Starting from the beginning of 2021, IDM has started working on a new type of stand. Currently, and as
described in point 2.3.3.1, IDM works with a stand typology created around 10 to 15 years ago. Both
the concept as well as all the furnishings have already passed their payback period and are often no

longer ideal for an industry where novelty should be the standard.

For this reason, already in 2021, IDM relied on various consultancy agencies to design a new stand such
as Mutabor (MUTABOR 2024). The idea was to modernize the trade fair presence through a different

and more sustainable concept.

suptirot
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PICTURE 14. Feasibility study of the new IDM Siidtirol — Alto Adige exhibition stand. Mutabor
Agency — May 2021

In 2023 IDM worked actively with a series of selected partners to understand the different needs that
would have to be present in a new type of stand. The resulting data was used for planning the new

materials and in general for the new project. (APPENDIX 3)

The new type of stand differs from the current one based on their characteristics.
The structure, and mainly the walls, are no longer made up of traditional laminate or MDF panels but of
customized wooden panels with diagonal dimensions. The shape created differs from the old, squared

shapes and aims to recreate the silhouettes of the mountains seen from far away.

To make the presence even more uniform and reduce the impact of the graphic works that IDM always
applied on the laminate panels, it was decided to give the companies a pre-established space for the
graphics. In this way, the quantity of graphics, which currently cover 100% of the walls, will be reduced
in favour of a system of graphics with backlit panels. This system ensures that the space is pre-defined,

the same for everyone and that the graphics can be reused every year or for different fairs.

PICTURE 15. New graphic options with different sizes
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The type of furnishings will be readjusted or replaced to be more compliant with the needs of a modern
and functional stand. IDM will try to repurpose some furnishings (such as reception desks and chairs) to

make the transition process less impactful from an ecological and economic point of view.

The floor, which until now was composed of a laminate floor (and alternatively a carpet covering), will
now be made up of a raised floor (approximately 10-15 cm high). This type of modification improves
the planning possibilities of the different areas because until now it was mandatory to position certain
services, such as water and electricity outlets, above the relevant floor wells. With the introduction of
the raised floor, it is possible to use the space between the floor and the raised floor to pass electricity

cables and water pipes and be more flexible on the different positioning of the furniture.

A big difference that will be introduced, compared to the old stand, is the creation of a so-called "piazza".
The Italian translation is square and indicates a meeting place suitable for various activities. At the fair
it is designed as an area for B2B meetings, but also for conferences, a space to taste the products orga-
nized by the catering or restaurant or for representative events. This area brings with itself the idea of an
open space dedicated to everyday life and wants to blend the Italian tradition of the square with the

typical characteristics of the Alpine area of which South Tyrol is part of.
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PICTURE 16. “Piazza” — central area for IDM events

Compared to the current stand, the new one will bring improvements from a structural point of view

(new walls, a new technical raised floor, an interchangeable and backlit graphics system but also screens
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and interactive material as well as a new multifunctional square). The new stand is more modern, func-
tional and embraces characteristic features of the Alpine area that South Tyrol represents. Characteristic
features such as natural solid wood or burnt style surfaces. The latter is a colour that is naturally created

on the wood of mountain huts after years of solar radiation.

This new stand will also bring some new challenges. Production and assembly costs, as well as transport
costs, will certainly be higher than the current ones. After using the old stand for many years, IDM is
now able to quickly define the costs for a specific event. With the introduction of the new one, it will be

necessary to recalculate the actual costs for each single event that IDM has planned.

4.1.4 The standard IDM trade fair evaluation questionnaire

As mentioned previously, the questionnaire that concludes the fairs, consists of 15 questions subdivided
in 4 sections, which are differentiated between single, multiple, and open answer questions.

The four sections are divided in the evaluation of the work carried out by the IDM project manager (1%
question), the organization and implementation — information related to the company (2" to 5% ques-
tion), the organization and implementation — information related to the fair (6™ to 9" question) and the

observations and proposals — feedback, and proposals for IDM (10™ to 15" question).

The type of research is mostly quantitative given the presence of questions with numerical values and
the data used can be considered secondary data as they were not generated for this specific study. The

values obtained are in any case excellent for current use.

In the first section, “Evaluation of the work carried out by the IDM project manager”, there is only one
question that is useful for evaluating the work of the individual project manager when organizing the
event. In this case only the organizational skills of the responsible employee are evaluated and not the
event itself, the fair or the furniture. The evaluation is useful for the individual project manager to con-
firm decisions that were made and to evaluate new options useful for improving the current fair offer,

and for IDM to assign recognition (APPENDIX 2).

The second section, “Organization and implementation — information relating to the company”, defines
the company’s level of satisfaction and evaluates its possibility of participating in the fair again for a

series of justified reasons. (APPENDIX 2)
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In the 2™ question (APPENDIX 2), “To what extent does this activity contribute to the economic devel-
opment of your business or that of your company?”” IDM wants to understand how much the participation
in the fair influences the good performance of the company. In the table below it is possible to see how

the value has changed in the 4 years between 2020 and 2023.

Summary of improvement
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FIGURE 2. Summary of improvement of the company situation given by participation in 2020 — 2023
fairs

The cumulative rating increased by 22% while the number of responses received from companies turned
out to be almost 13 times higher. This data comes from IDM's customer satisfaction score analysis
(Csat). (APPENDIX 4). From these values, it can be deduced that participation in trade fairs improves

the economic development of companies.

The 3™ question "How important were the following factors for you in the decision to take part in the
collective stand of South Tyrol?"(APPENDIX 2) aims to give specific weight to factors that individual

companies are able to evaluate.

TABLE 2. Percentage value assigned to certain values between 2020 and 2023
(APPENDIX 2)
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Years Costs* | Contributions* | Visibility thanks to the | Synergies Organiza-
South Tyrol stand* with other tion by
companies™ IDM*
2020%* 36,36% 36,36% 27,27% N.A. N.A.
2021 21,43% 23,81% 23,81% 26,19% 4,76%
2022 18,38% 20,59% 26,47% 29,41% 5,15%
2023 21,90% 21,90% 27,74% 21,17% 7,30%

*max 100% within the year

*%2020 — 100% calculated only on first 3 conditions (No data available for other 2 conditions due to
implementation in questionnaire structure starting from 2021)

Over the years, the issue of costs has seen a drastic reduction in the percentage importance of companies,
going from 1/3 to almost 1/5. The topic of contributions has also decreased in the same proportion while
the visibility deriving from participation in one collective stand fluctuated but remained unchanged in
2023 as in 2020 at 27,74%.

Synergies with other companies dropped by almost 1/4 compared to 26,19% in 2020 and the theme of
“IDM's organization of the collective stand” saw an important increase from 4,76% up to 7,30%. This
last data is significant as it shows the value that companies attribute to IDM's work towards the South

Tyrol economy.

The 4™ question "Were you already present on the market with your products/services before participat-
ing in this fair?" and 5™ question "Do you plan to participate in the South Tyrol collective stand again
the next edition of this fair?" are less relevant to the current study but give a general overview of the
presence of companies in a specific market even before having participated in a specific fair and their

willingness to participate again in a specific fair.

TABLE 3. Companies interested in participating again in an IDM collective stand (APPENDIX 2)

Years Participate again in a collective stand? Total exhibitors with IDM %

2020 10 12 83 %
2021 44 50 88 %
2022 138 157 88 %
2023 141 160 88 %
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The third section, “Organization and implementation - information relating to the fair” evaluates, in the
6™ question, factors connected to the physical presence at the fair such as the stand, the quality of visitors,

and the contacts made.

TABLE 4. Companies’ evaluation of factors connected with the fair (from 1 - insufficient to 5 excel-

lent) (APPENDIX 2)

Years Set up of fair / ex- | Quality level of | Quality level of ex- | Business con-

hibition stands | visitors in general | hibitors in general | tacts at the fair

2020 N.A. 1,9 3,2 1,7
2021 N.A. 3,1 3,3 3,0
2022 N.A. 3,5 3,9 3,5
2023 4,4 3.8 3,9 3,7

The first value is only available starting from 2023. The quality of visitors increased by 1,9 points out
of 5 between 2020 and 2023, as did the quality of exhibitors by 0,7 points and the quality of contacts
who were at the fair by 2 points, reaching 3,7 points. The perception of exhibitors is very positive, and

the trend is growing.

For the 7" question, “How do you evaluate the following aspects of the fair?” only four variables out of

& were taken into consideration. The other 4 are not relevant for this research.

TABLE 5. Stand options

Years Stand location Subdivision area Quality of stand Furniture
2020 2,2 2,6 N.A. 2,2
2021 3,6 3,5 N.A. 3,5
2022 3,9 3,9 N.A. 3,7
2023 4,3 4,4 4,1 3,9

From the information just listed we can understand how the topic "position of the IDM area within the
fair", "the division of the area itself between the various companies participating in the collective" but
also "the perceived quality of the stand" as well as " furniture", are very important issues for companies.

From 2020 to 2023, the values have almost everywhere exceeded 4 points out of 5 starting from values
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as low as 2,2. This type of response helps IDM to positively evaluate any changes to their stand and
furnishings, as companies consider them important for the optimal outcome of the fair. Given the sus-
tainable footprint of this thesis and the growing importance of the topic for all actors, stand and furniture
were carefully studied through a second questionnaire (APPENDIX 3) which will be analysed in part
4.1.5.

The 8" question, “Number of new business contacts acquired” and 9" question, “Which other fairs
would be of interest to you?” are not strictly relevant to this study although they help to understand
whether IDM's work has helped the company promote itself well (and perhaps better) compared to pre-
vious periods. Considering only the 8" question, IDM can be satisfied with the work carried out as the

number of new connections at the fair, for companies in South Tyrol, increased almost 90 times between

2020 and 2023.

TABLE 6. Number of new connections of South Tyrol companies during fairs

Years Number of new connections of South Tyrol companies
2020 42

2021 1.264

2022 2.094

2023 3.670

The ways in which IDM communicates with potential interested parties in collective stands has varied
in recent years. Until 2019-2020, invitations were sent to a series of companies with a static mailing
system. New companies were added but only at the discretion of the individual person responsible for

the event.

Many times, not all companies were contacted, and this was not the best solution for IDM. With the
introduction of mailings managed by a CRM system, and specifically by Microsoft Dynamics, e-mails
began to be sent with dynamic mailing lists capable of updating both new companies added, and changes
made to existing ones, such as the change of contact persons. But how did most trade fair attendees reach

out to IDM? The fourth section — 10" question helps us to understand it.

TABLE 7. IDM invitation methods (data from IDM internal source — CRM 2023)
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Years E-Mail Social IDM IDM | News- Col- Bro- After consul-
media | Website | event | letter | leagues | chures tancy
2020 75% N.A. N.A. N.A. N.A. 12,5% N.A. 12,5%
2021 50,91% | 3,64% 5,45% | 7,27% | 5,45% | 10,91% N.A. 5,45%
2022 47,53% | 1,85% 7,41% | 4,94% | 8,64% | 13,58% N.A. 5,56%
2023 44,50% | 1,91% 526% | 4,31% | 11,96% | 11,48% | 1,44% 8,61%

From the table you can see some missing data, this is because the new CRM system with mass mailings
option was introduced in 2020. The number of e-mails that were previously sent manually to companies
has dropped drastically from 75% to 44,5%. Advertising carried out through social media has never
generated many registrations and the situation of registrations through advertising on the IDM website

is also similar. The values have remained almost unchanged over the years, just above 5%.

Advertising during other events is getting lower, perhaps due to the reduction of physical events and
events in general over the years. The usefulness of the newsletter has instead increased by almost 7%
from 2021 to 2023, also due to the introduction of the new CRM system. This system is perfect if IDM
wants to send automatic information to companies of a specific sector. Word of mouth through col-
leagues and acquaintances has remained unchanged over time, maintaining a good 11% average. This
value is important as it proves how South Tyrol, being a small province, still lives a lot on information
passed on orally. Brochures have increasingly been replaced by online versions of invitations. For some
services they are still available. One point that also works well is the information through consultancy

services that IDM offers in one-to-one formula or for working groups.

The 11" question focuses on proposals for improvement and for this reason will not be included in the
study given the qualitative data that is difficult to evaluate. "What is the probability that you recommend
this activity to acquaintances and colleagues?" is the last useful question (12™) for this study. The study
wants to confirm whether the activities carried out in general by IDM have generated interest and a

positive return for the companies that participated in the fairs.

IDM uses the "Net promoter score" system to evaluate this question. This system takes into consideration
all the answers dividing them on a scale from 0 to 10. In position 0 - 6 we find the "detractors", i.e., the
participants who would not recommend the service. In position 7 - 8§ we find the "passives" for whom

the event was neither negative nor positive while in position 9 - 10 there are the "promoters". The data
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used by IDM comes largely from the latter. The resulting value, Net Promoter Score, is a relationship

and is calculated in this way:
NPS = % promoters - % detractors.

Analysing the results obtained in the four-year period 2020-2023 (APPENDIX 5) we obtain the graph

below.
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FIGURE 3. Net Promoter Scores from 2020 to 2023

13% to 15™ question is not relevant to this study as they are either qualitative open questions or do not

provide direct utility. For this reason, they were not included.

4.1.5 The new stand concept questionnaire - needs and improvements

The first questionnaire (APPENDIX 2) mainly used quantitative data created for internal reasons by
IDM (for this questionnaire it is considered as secondary data). To answer even better the questions
related to the use of sustainable products and the reuse of equipment as furniture, a parallel questionnaire
was issued in 2023 (APPENDIX 3) with the aim of collecting even more specific and reliable infor-
mation. This questionnaire refers to primary data as it has the direct purpose of responding to issues

relating to this thesis. The questionnaire visible in APPENDIX 3 consists of 13 questions. Some of these
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are similar to the questions in the questionnaire available in APPENDIX 2 as the two questionnaires
were not sent together to the companies. Similar questions were not explored further in this analysis.

This last questionnaire was sent exclusively to 27 companies. These companies were involved in the
planning of the new stand because they are i.e., part of consortia or trade associations represented by

IDM, or because of their importance or size at provincial level.
The 1% question asked, "How satisfied are you with the South Tyrol trade fair appearance in general

when taking part in the trade fair?" on a scale from 1 to 5. The table below (also visible in APPENDIX

3) shows how companies are satisfied with over 70% of votes in favour of the current situation.

7.4% 11.1% 31.7% T0.4% Td%

R ] -—
. 31 4 5

Figure 4. Companies’ overall satisfaction during trade fair appearances

Again, taking values on a scale from 1 to 5, the 2™ question asks, "When you participate in a trade fair,
how do you assess the appearance of your own space and the image that is conveyed to trade fair visi-
tors?". As with question one, in question two we also find a good average value with almost 60% of
companies feeling satisfied with the visibility generated by the collective stand and the added value it

brings to their portion of the stand.
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Figure 5. Companies’ specific satisfaction generated by stand image

The 3™ question is one of the first in which IDM wants to evaluate the possibility of changing the type
of stand based on the feedback from the companies. Specifically, companies were asked "In your opin-
ion, how easy is South Tyrol stand to be seen and found from a distance?". This question is important as
some of the changes IDM wants to introduce are for example new company signs with colours and
positioning. The recognizability of companies, that currently participate in a collective IDM stand, is
currently regulated by the "Companies from Siidtirol" logo or by the 3 other logos used only in the case
of consortium participation. On a scale from 1 to 4 the average value reached was 3 with a percentage
of'48,1% and 13 responses. Even in this case the data helps us to understand that companies are satisfied

with the visibility given by the IDM Stand.

0% 25.9% 48.1% 25.9%

1 . 3 4

Figure 6. Visibility of the IDM stand from a distance
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The 4™ question is open and for this reason not useful for the thesis. The 5™ question asks, "How do you
assess the current possibilities of graphic design (e.g., product images, logo) and is your company satis-
fied with the current graphic design?" From the following figure (available only in German language) it
is possible to see that only 11,1% of companies are not satisfied with the possibilities given by IDM to
present themselves in the best way from a graphic point of view. Given the changes that should be
adopted in the new stand, with limited spaces dedicated to graphics compared to the current situation,
this data is important as it makes it clear that a stand is currently being developed that will bring negative

changes to the companies that participated in the survey.

Grafische Gestaltung ist gut & Auftritt passt fur uns 1TAntw.  B3%

Motive sind flexibel & perfekter Auftrtitt fir uns Antw, 25.9%

Gratische Gestaltung & Moglichkeiten zur Personalisierung nicht ausreichend A 11.1%

Figure 7. Presentation possibilities (graphics) for companies

The 6 question is open and for this reason not useful for the thesis. In the 7" question, companies are
asked what they would like to change compared to the current stand used by IDM. Below all the answers

are visible in the figure 10.
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Das Maobiliar 11Antw.  50%

Die Fernkennung (Schild mit Logo - Sudtirol Dachmarke Logo oder Companies from
Sudrtirol) 4 Antw. 18,20

Dig Wande { Antw. 18,20

Das Catering At 4.5%
Other t 9.1%

Figure 8. What to change in the current IDM joint exhibition stand

Out of a total of 22 companies that completed this question, half were dissatisfied with the furniture
available through IDM while 18,2% were dissatisfied with the signs and stand structure (specifically

with the walls). The rest received few evaluations and does not influence the outcome of the thesis.

Questions from 8 to 10" are open and for this reason not useful for the thesis. The 11" question asks
"What arguments are crucial for you to choose the IDM South Tyrol Exhibit stand for international trade
fairs" on a scale from not so important to very important. Two of the points of this question are useful
for the outcome of the thesis. 40,7% of companies considered the point relating to the stand material/ex-
hibition stand to be very important while 37% considered the South Tyrol logo (umbrella brand, product
logo, and others) very important. These two data are very important as, with the introduction of the new

stand, both the structural and visual parts of the stand will change.
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Figure 9. Main reasons to choose the IDM South Tyrol Exhibit stand

Even if it is not entirely relevant, it is also important to note the point relating to the financial support
that IDM gives to the companies that participate in the collective stand. 70,4% of companies indicated
that one of the main reasons why they participate in trade shows with IDM is financial contribution. This
means that if there were to be an increase in participation costs there could be a shift in requests for

future participation in fairs organized by IDM.

The 12" question is the last useful question of this questionnaire and links to question 11. "Are you
prepared to pay more for a newer, more modern trade fair appearance in the future?". This is the question
posed to companies in reference to a new stand with improvements compared to the current one. Over
half of the companies corresponding to 55,6% of the votes said they were against an increase in costs
connected with an improvement of the stand. Another 33,3% accepted an increase of no more than 10%
of the total costs in case of improvements. This question is extremely useful as it makes us understand
the real need of the companies and how much they are willing to pay for the service.

A new stand brings new possibilities but also new associated risks.
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Ja, bis zu 10% mehr als bisher

Ja, bis zu 20% mehr als bisher

Ja, bis zu 50% mehr als bisher

Figure 10. Willingness to pay for new services

The 13™ question is open and for this reason not useful for the thesis.

15Antw. 55.6%

GAntw. 33.3%

JAnbw. 11.1%
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S DISCUSSION AND CONCLUSION

The fifth and final chapter summarizes the entire thesis reiterating key points and data covered. Some

useful proposals for determining one or more conclusions of the thesis are also discussed.

5.1 Discussion

IDM can draw from a pool of over 61.000 companies in South Tyrol. It actively collaborates with around
800 companies. The IDM trade fair calendar covers all the most representative sectors present in South
Tyrol hence the possibility of being able to present itself at various events both nationally and interna-
tionally. The organization with the current stand is well established and has been functioning for several
years now. Companies have used this type of stand for the last 10 or more years and for this reason they
know what to expect when participating and base some of their expectations and demands on the stand

they already know.

IDM is following sustainable principles for its participation in trade fairs. As mentioned before, the use
of reusable materials (walls and furnishings), transport with optimal environmental class vehicles, choice
of food products for catering of local origin and systems that allow the complete abandonment of dis-
posable materials in the kitchen make the actual stand of IDM (and will do so in the future as well),
attentive to environmental issues. There will be a reduction of spaces dedicated to wall graphics, aban-
donment of disposable adhesive-type graphics in favour of reusable systems, with standard and limited

sizes.

Based on the feedback from the participants, the furnishings will be re-adapted where possible or, if
necessary, repurchased. The concept of Upcycling, meaning the modification of a current product to
make suitable for new purposes and uses, has also made its way within the new IDM stand. Billinghurst
notes that, today more than ever, the planet's environment is benefiting from this circular economy that

has been created (Billinghurst 2021, 111-117).

The new "Piazza" is already present today with a totally different and often improvised layout from
event to event. It will become a professionally organized meeting place both in the collective vision of
the space and in the aesthetic structure of the stand. A new stand involves different costs. After years of

using a given stand it is easy for IDM to determine usage costs. Now the real cost that companies will



47

bear by participating with a new stand cannot be clear. Speaking of costs, we mean the costs of assembly

and disassembly but also of transport.

5.2 Conclusion

In conclusion, it is necessary to carry out the following considerations before being able to give an
answer to the thesis question. Compared to similar entities (other regions and institutions) IDM can offer
a competitive and often more structured and attractive service for companies.

What positive changes are expected with the introduction of the new collective stand? On the positive
side, there is the introduction of different materials and furnishings (newer and more aligned to the needs
of companies and customers). Changes lead to modifications and adaptations necessary for the transition.
For many years IDM has worked, together with its customers, with the same type of stand. For this
reason, a fundamental factor that must be taken into consideration is the habits of companies. Commu-
nication must and will intensify to explain the reason for the change. IDM's internal planning itself will
change. From a system with standard walls, they will move on to modular walls of variable and inter-

changeable dimensions, but also different or additional furnishings and services.

The question that arises spontaneously at this point is whether it makes sense to introduce a new type of
stand. Following the answers from the questionnaires, we note that the collective stand (both old and
new) brings companies a great competitive and economic advantage. Costs as well as contributions are
assessed by companies in an inverse manner. In this way an increase in costs is not always a determining
factor for an immediate reduction in participations. However, the usefulness that companies find in the

IDM collective stand system remains constant over the years.

The net promoter score of the companies remains positive and this also gives an important sign for the
activities linked to the current and future stand. Some responses are conflicting and can be considered
acceptable either with the use of the current stand or with a new stand. To date, the number of contacts
gained by companies at the fair has increased 90 times in the period 2020 - 2023. It is unclear whether
it will be possible to improve with the new stand. Many responses referred to the request to replace the
type of furnishings, but at the same time over 40%, of those interviewed, considered the current furnish-

ings acceptable.

Some points, however, go against the trend with the proposal for a new stand. More than 60% of com-

panies were satisfied with the current stand and around 50% considered the visibility at the stand to be
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optimal. Over 63% of companies were happy with the graphic presentation possibilities. Now that it has
been decided to modify the structure of the stand and dedicate less space to graphic presentations, the

level of satisfaction of companies could also decrease.

The new collective stand will not see the light before March 2025 and until that date, changes and im-
provements to the current project will still be necessary. Every improvement that is made in the events
industry has a positive or negative return. It is all about exploiting the new possibility in the best possible
way and announcing the change with enthusiasm and passion, involving the actors who will be part of

it from the beginning.
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APPENDIX 1/1

IDM’s trade fair calendars from 2019 to 2024

2019

Trendset Germany Munich 03.-05.01.2019
HOGA Germany Nuremberg 13.-15.01.2019
Bau Germany Munich 14.-19.01.2019
Griine Woche Germany Berlin 18.-27.01.2019
ISM Germany KoIn 27.-30.01.2019
Fruit Logistica Germany Berlin 06. -08.02.2019
Biofach & Vivaness Germany Nuremberg 13.-16.02.2019
Gulfood UAE Dubai 17.-21.02.2019
Com.Bau Austria Dornbirn 08.-10.03.2019
ISH Germany Frankfurt 11.-15.03.2019
MADE Expo Italy Milan 13.-16.03.2019
IHM & Garten Germany Munich 13.-17.03.2019
Internorga Germany Hamburg 15.-19.03.2019
Prowein Germany Disseldorf 17.-19.03.2019
Industriemesse Hannover Germany Hannover 01.-05.04.2019
Vinitaly Italy Verona 07.-10.04.2019
Tuttofood Italy Milan 06. - 09.05.2019
Swisstech + Pordex Swiss Basle 14.-17.05.2019
PLMA The Netherlands | Amsterdam 21.-22.05.2019
Sana Italy Bologna 06. - 09.09.2019
Fafga Austria Innsbruck 16.-19.09.2019
Bio Siid Germany Augsburg 29.09.2019
Anuga Germany K6In 05.-09.10.2019
Gustav Austria Dornbirn 19.-20.10.2019
CibusTec Italy Parma 22.-25.10.2019
Beauty Forum Germany Munich 26.-27.10.2019
Alles fur den Gast Austria Salzburg 09.-13.11.2019
Branchentag Holz Germany Kéln 12.-13.11.2019
Nordic Organic Fair Sweden Malméo 13.-14.11.2019
IGEHO Swiss Basel 16.-20.11.2019
BIG5 UAE Dubai 25.-28.11.2019
Winzer Service Messe Germany Karlsruhe 27.-28.11.2019
Heim & Handwerk Germany Munich 27.11.-01.12.2019
Food & Life Germany Munich 27.11.-01.12.2019
Artigiano in Fiera Italy Milan 30.11.-08.12.2019
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2020
Swissbau Swiss Basle 14.-18.01.2020
Griine Woche Germany Berlin 17.-26.01.2020
ISM Germany K6In 02.-05.02.2020
Fruit Logistica Germany Berlin 05.-07.02.2020
Biofach Germany Nuremberg 12.-15.02.2020
Fruchtwelt Bodensee Germany Friedrichshafen | 14.-16.02.2020
Intergastra Germany Stuttgart 15.-19.02.2020
Gulfood UAE Dubai 16.-20.02.2020
Com.Bau Austria Dornbirn 28.02.-01.03.2020
Fruit Attraction (online) Spain Madrid 20.-22.10.2020
Artigiano in Fiera (online) Italy Milan 05.-13.12.2020

2021
Meeting Rimini Italy Rimini 20.-25.08.2021
Anuga Germany Koln 09.-13.10.2021
BTH Holz Germany Koln 09.-10.11.2021
Tuttofood Italy Milan 22.-26.10.2021
Host Italy Milan 22.-26.10.2021
Nordic Organic Fair Sweden Malmo 17.-18.11.2021
Artigiano in Fiera Italy Milan 04.-12.12.2021
Alles fur den Gast Austria Salzburg 06.-10.11.2021

2022
Gulfood UAE Dubai 13.-17.02.2022
Fruit Logistica Germany Berlin 05.-07.04.2022
Vinitaly Italy Verona 10.-13.04.2022
Anuga Foodtech Germany K6In 26.-29.04.2022
Cibus Italy Parma 03.-06.05.2022
Prowein Germany Disseldorf 15.-17.05.2022
Vievinum Austria Vienna 21.-23.05.2022
Hannover Messe Germany Hannover 30.05-02.06.2022
PLMA The Netherlands | Amsterdam 31.05-01.06.2022
Fuorisalone Italy Milan 06. - 12.06.2022
IHM Germany Munich 06.—10.06.2022
Biofach Germany Nuremberg 26.-29.07.2022
Sial France Paris 15.-19.10.2022
Alles fur den Gast Austria Salzburg 05.-09.11.2022

54



APPENDIX 1/3

Interpoma Italy Bolzano 17.-19.11.2022
Nordic Organic Fair Sweden Malmo 16.-17.11.2022
Heim & Handwerk Germany Munich 30.11-04.12.2022
Food & Life Germany Munich 30.11 -04.12.2022
Artigiano in fiera Italy Milan 03.-11.12.2022
2023
Fruchtwelt Bodensee Germany Friedrichshafen | 13.-15.01.2023
HOGA Germany Nuremberg 15.-17.01.2023
Griine Woche Germany Berlin 20.-29.01.2023
Winzer Service Messe Germany Karlsruhe 08.-10.02.2023
Fruit Logistica Germany Berlin 08.-10.02.2023
Biofach Germany Nuremberg 14.-17.02.2023
ISH Germany Koln 13.-17.03.2023
IHM und Garten Germany Munich 08.-12.03.2023
Prowein Germany Disseldorf 19.-21.03.2023
Vinitaly Italy Verona 02.-05.04.2023
Industriemesse Germany Hannover 17.-21.04.2023
Bau Germany Munich 17.-22.04.2023
Bellavita Expo Poland Warsaw 18.-20.04.2023
Tuttofood Italy Milan 08.-11.05.2023
PLMA The Netherlands | Amsterdam 23.-24.05.2023
Anuga Germany Koln 07.-11.10.2023
Branchentag Holz Germany K6In 07.-08.11.2023
Alles fiir den Gast Austria Salzburg 11.-15.11.2023
MADE Expo Italy Milan 15.-18.11.2023
Free From Exhibition The Netherlands | Amsterdam 21.-22.11.2023
Heim & Handwerk Germany Munich 29.11.-03.12.2023
Food & Life Germany Munich 29.11.-03.12.2023
Artigiano in Fiera Italy Milan 02.-10.12.2023
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2024

Swissbau Swiss Basle 16.-19.01.2024
Marca Italy Bologna 16.-17.01.2024
Griine Woche Germany Berlin 19.-28.01.2024
Fruit Logistica Germany Berlin 07.-09.02.2024
Wine Paris France Paris 12.-14.02.2024
Biofach Germany Nuremberg 13.-16.02.2024
Fruchtwelt Bodensee Germany Friedrichshafen 23.-25.02.2024
IHM und Garten Germany Munich 28.-03.03.2024
Prowein Germany Dusseldorf 10.-12.03.2024
Vinitaly Italy Verona 14.-17.04.2024
Hannover Messe Germany Hannover 22.-26.04.2024
Cibus Italy Parma 07.-10.05.2024
PLMA The Netherlands | Amsterdam 28.-29.05.2024
Salone del Gusto Italy Turin 26.-30.09.2024
Bio Sud Germany Augsburg 29.09.2024

Nordic Organic Food Fair Sweden Stockholm 13.-14.11.2024
Sial France Paris 19.-20.10.2024
Alles fiir den Gast Austria Salzburg 09.-13.11.2024
Interpoma Italy Bolzano 21.-23.11.2024
Heim & Handwerk Germany Munich 27.11.-01.12.2024
Food & Life Germany Munich 27.11.-01.12.2024
Artigiano in Fiera Italy Milan 30.11.-08.12.2024
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Exhibition services satisfaction questionnaire

Sezione 1

1. Come giudica I'attivita nel suo insieme? *

insufficiente ottimo

1) How do you rate the activity as a whole?
o 1 star: insufficient
o 5 stars: excellent

Sezione 2

Organizzazione e realizzazione

2.In quale misura questa attivita contribuisce allo sviluppo economico della Sua attivita o di quella
della Sua azienda? *

per niente particolarmente

3. Quanto importanti sono stati per Lei | seguenti fattori nella decisione di prendere parte allo stand
collettivo dell'Alto Adige?

Mettere in ordine di importanza i seguenti valori

Costi

Contributi

Visibilita grazie allo stand Alto Adige
Sinergie con altre aziende
Organizzazione da parte di IDM

2) To what extent does this activity contribute to the economic
development of your business or that of your company?
o 1 star: not at all
o 5 stars: particularly

3) How important were the following factors for you in the
decision to take part in the collective stand of South Tyrol?

o Costs

o Contributions

o Visibility thanks to the South Tyrol stand
o Synergies with other companies

o Organization by IDM
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4. Con 1 Suoi prodotti/servizi era presente sul mercato gia prima di partecipare a questa fiera?
i

no

5. Alla prossima edizione di questa fiera pensa di partecipare di nuovo allo stand collettivo dell’Alto
Adige?

i

no

4) Were you already present on the market with your products/
services before participating in this fair?
o Yes
o No

5) Do you plan to participate in the South Tyrol collective stand
again the next edition of this fair?
o Yes
o No

Sezione 3

Organizzazione e realizzazione

6. Come valuta 1 seguenti aspetti della fiera?
1: insufficiente
5: ottimo

Allestimento fisra /
stand fieristici

Livello qualitative
visitatori in generale

Livello qualitative
espositori in generale

Contatti in fiera

6) How do you evaluate the following aspects of the fair?
o Set up of trade fair / exhibition stands
o Quality level of visitors in general
o Quality level of exhibitors in general
o Contacts at the fair
1. 1 star: insufficient
ii. 5 stars: excellent
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7. Come valuta | sequenti aspetti della fiera?
1: insufficiente
5: ottimo

Sostegno/assistenza da
parte di IDM

Posizione dello stand

Suddivisione dell'area
dello stand

Qualita della struttura
dello stand

Mobilio
Programma quadro
dello stand collettivo

(ove disponibile)

Catering (ove
disponibile)

Personale allo stand
(ove presente)

7) How do you evaluate the following aspects of the fair?
o Support/assistance from IDM
Stand location
Subdivision of the stand area
Quality of the stand structure
Furniture
Collateral program of the collective stand (where available)
Catering (where available)
Staff at the stand (where present)
1. 1 star: insufficient
ii. 5 stars: excellent

O O O O O o0 O

8. Numero dei nuovi contatti commerciali acquisiti

valore deve essere un numero

9. Quali altre fiere sarebbero di Suo interesse?

nserisci la risposta

8) Number of new business contacts acquired:
o Value to enter (must be a number)
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9) Which other fairs would be of interest to you?
o Answer to insert (text)

Sezione 4

Osservazioni e proposte

10. Come & venuta/o al corrente di questa attivita? (sono possibili pit risposte)
Invito via e-mail
Social Media
Sito web DM
Evento IDM
Newsletter IDM
Colleghi e conoscenti
Opuscoli o volantini
Consulenza personale offerta da IDM

Altro

10) How did you find out about this activity? (Multiple answers are
possible)
o Invitation via e-mail
Social Media
IDM website
IDM event
IDM Newsletter
Colleagues and acquaintances
Brochures or leaflets
Personal consultancy offered by IDM
Other

O O O O O O O O
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11. Quali sono le Sue proposte di miglioramento?

Inserisci la risposta

12.Qual & la probabilita che Lel raccomandi questa attivita a conoscenti e colleghi? *

0-6 = detractors
7-8 = passives
9-10 = promoters

0

2 3 4 5 6 7 a 9 10

Per niente probabile Estremamente
probabile

13. Perché?

Inserisci la risposta

11) What are your suggestions for improvement?
o Insert feedback

12) What is the probability that you recommend this activity to
acquaintances and colleagues?
o 0: Not at all
o 10: Extremely likely

13) Why?
o Insert information

14, IDM-Business Development offre un'ampia gamma di servizi. Desiderate essere contattati per
uno del seguenti servizi? *

si

no

15.Quali?

Sono possibili il risposte.
Ricerca di opportunita (sviluppo di Trend, generazione di idee ecc.)
Finanziamenti
Digitalizzazione
Sviluppo prodotto
Acquisizione clienti

Vendita & sviluppo dei mercati
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14) IDM-Busines Development offers a wide range of services.
Would you like to be contacted for one of the following services?

@)
@)

Yes
No

15) Which ones? (Multiple answers possible)

(@]

O O O O O

Research for opportunities (trend development, idea
generation, etc.)

Financing

Digitalisation

Product development

Customer acquisition

Sales & market development
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Companies survey — stand concept needs. Analysed on 22" May 2023. Number of responses: 27.
(IDM Siidtirol)

Wie zufrieden sind sie bei Messeteilnahme mit dem Suidtirol Messeauftritt generell?

27 von 27 Personen haben diese Frage beantwortet

3.6 Durchschnittliche Bewertung

T7.4% 11.1% 3.7% 70.4% 7.4%
2 3 1 19 2
Antw. Antw. Antw. Antw. Antw.

— 3 ] T
1 2 3 4 5

1) How satisfied are you with the South Tyrol trade fair appearance in general
when taking part in the trade fair?
o 3.6 Average rating
i. 1:insufficient
ii. 5:excellent

Wie beurteilen Sie bei Messeteilnahme(n) das Erscheinungsbild lhrer eigenen Flache,
das Bild das den Messebesuchern ibermittelt wird?

27 von 27 Personen haben diese Frage beantwortet

3.7 Durchschnittliche Bewertung

0% 3.7% 29.6% 59.3% 7.4%
0 1 8 16 2
Antw. Antw. Antw. Antw. Antw.

--—
3 4 5

2) When you participate in a trade fair, how do you assess the appearance of
your own space and the image that is conveyed to trade fair visitors?
o 3.7 Average rating
i. 1:insufficient
il. 5: excellent

1 2
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Wie gut ist aus lhrer Sicht der Siidtirolstand aus der Ferne erkennbar und zu finden?

27 von 27 Personen haben diese Frage beantwortet

3.0 Durchschnittliche Bewertung

0% 25.9% 48.1% 25.9%
0 7 13 7
Antw. Antw. Antw. Antw.

1 2 3 4

3) In your opinion, how easy is the South Tyrol stand to be seen and found
from a distance?
o 3.0 Average rating
i. 1: insufficient
ii. 4: excellent

Grunde/ Verbesserungsmoglichkeiten:

15 von 27 Personen haben diese Frage beantwortet

4) Reasons/opportunities for improvement:
o Open question

Wie beurteilen Sie die jetzigen Moglichkeiten der grafischen Gestaltung ( z.b.
Produktabbildungen, Logo) und kommt ihr Unternehmen mit der aktuellen grafischen
Gestaltung so zur Geltung, wie Sie es mochten?
27 von 27 Personen haben diese Frage beantwortet
Grafische Gestaltung ist gut & Auftritt passt fiir uns 17 Antw.  63%
|
Motive sind flexibel & perfekter Auftrtitt fiir uns 7Antw. 25.9%
O
Grafische Gestaltung & Méglichkeiten zur Personalisierung nicht ausreichend 3Antw. 11.1%
[
5) How do you assess the current possibilities of graphic design (e.g. product

images, logo) and is your company satisfied with the current graphic design?
o Graphic design is good & appearance suits us
o Motifs are flexible & perfect appearance for us
o Graphic design & options for personalization not sufficient
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Was sollte optimiert werden?

12 von 27 Personen haben diese Frage beantwortet

6) What should be optimized?
o Open question

Wenn Sie etwas an dem aktuellen IDM Gemeinschafts-Messestand andern wiirden,
was wiirden Sie dndern?

22 von 27 Personen haben diese Frage beantwortet

Das Mobiliar 11 Antw.  50%

Die Fernkennung (Schild mit Logo - Stidtirol Dachmarke Logo oder Companies from
Siidtirol) 4Antw. 18.2%

Die Wande 4Antw. 18.2%

Das Catering 1Antw.  4.5%

Other 2Antw. 9.1%

7) If you were to change something about the current IDM joint exhibition
stand, what would you change?
o The furniture
o The remote identification (sign with logo - South Tyrol umbrella
brand logo or Companies from South Tyrol)
o The walls
o The catering
o Other

Vermissen Sie etwas bei unserem aktuellen Messemobiliar?

14 von 27 Personen haben diese Frage beantwortet

8) Are you missing something from our current trade fair furniture?
o Open question
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Wie wichtig ist Ihnen eine ‘Piazza’ (Gemeinschaftsflache fiir alle Sudtiroler Aussteller
mit Catering) zum Treffpunkt mit Kunden und anderen Siidtiroler Aussteller?

27 von 27 Personen haben diese Frage beantwortet

1.7 Durchschnittliche Bewertung

44.4% 40.7% 14.8%
12 11 4
Antw. Antw. Antw.
1 2 3

9) How important is it to you to have a ‘piazza’ (common area for all South
Tyrolean exhibitors with catering) as a meeting point with customers and
other South Tyrolean exhibitors?

o 1: Not important
o 3: Important

Wenn zum jetzigen Zeitpunkt, keine ‘Piazza’ auf lhrer Messe vorhanden ist und wir
hierfiir zusatzliche Flache anmieten wiirden, waren sie bereit diese anteilig
mitzufinanzieren?

27 von 27 Personen haben diese Frage beantwortet

Vielleicht, je nach finanziellem Beitrag 14 Antw. 51.9%
|

Nein 9 Antw. 33.3%
L

Ja 4Antw. 14.8%
.

10) If there is currently no 'Piazza' at your trade fair and we rent additional
space for this, would you be willing to co-finance this proportionately?
o Maybe, depending on financial contribution
o No
o Yes
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Welche Argumente sind entscheidend, warum sie mit dem IDM Sudtirol Stand bei
internationalen Messen ausstellen

27 von 27 Personen haben diese Frage beantwortet

Weniger wichtig choice 2 choice 3 Sehr wichtig

Organisation

Eanisatl 3.7% 3.7% 33.3% 59.3%
durch IDM
Finanzielle
Unterstitzung 0% 3.7% 25.9% 70.4%
(Férderung)
Standmaterial

andmateria 0% 22.2% 37% 20.7%

bzw. Messestand

Sudtirol Logo
(Dachmarke, T1.4% 22.2% 33.3% 37%
Produktlogo, gg...

11) What arguments are crucial for you to choose the IDM South Tyrol
Exhibit stand for international trade fairs
o Organization by IDM
o Financial support (funding)
o Stand material or exhibition stand
o South Tyrol logo (umbrella brand, product logo, and others)
1. 1: Not so important
ii.  4: Very important

Sind sie bereit in Zukunft mehr fiir einen neueren, moderneren Messeauftritt zu
zahlen?

27 von 27 Personen haben diese Frage beantwortet

Nein 15 Antw. 55.6%
|

Ja, bis zu 10% mebhr als bisher 9 Antw. 33.3%
.

Ja, bis zu 20% mebhr als bisher 3Antw. 11.1%
G

Ja, bis zu 50% mehr als bisher 0 Antw. 0%

12) Are you prepared to pay more for a newer, more modern trade fair
appearance in the future?
o No
o Yes, up to 10% more than before
o Yes, up to 20% more than before
o Yes, up to 50% more than before
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Weitere Ideen/Vorschlage fiir einen zukulnftigen Stidtirol Messestand/
Gemeinschaftsstand?

9 von 27 Personen haben diese Frage beantwortet

13) Further ideas/suggestions for a future South Tyrol trade fair stand/group stand?
o Open question
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Customer Satisfaction Score Analysis (CSat) IDM 2020 - 2023

2020
IDM | CSat Messe

Inwiefern trigt diese Aktivitat zur wirtschaftlichen Anzahl der neu generierten Wie wichtig waren fiir Sie die folgenden Faktoren fiir lhre
Entwicklung Ihrer Tatigkeit / der Entwicklung oder zu jener Geschiaftskontakte: Entscheidung, an der Beratung teilzunehmen?
i? . . )
Ihres Untermehmens bei? Responses Ranking 1 Ranking 2 Ranking 3
a
* * * 42 Forderung 36,36% 36.36% 9.09%
8 Kosten 36,36% 271.2T% 2121%
. Organisation/Veranstaltung durch IDM 27.27% 9,09% 36,36%
27.27% 9,09%
Waren Sie schon vor der Teilnahme an dieser Messe mit Ihren Produkten/Dienstleistungen auf diesem 18,18%
Markt prasent?
L JE!
Wie beurteilen Sie die folgenden Aspekte der Messe? (1 i ,2,3,4,5 net)
ja 12 (100%) Allgemeine Organisation GGG 1.0
Austellerqualitat aligemein I .2
Beleuchtung NG 22
Besucherqualitat allgemein [N 1.0
Werden Sie bei der nachsten Ausgabe dieser Messe vor: wieder am Gemeir Catering (sofem vorhanden) I 22
Sudtirol teilnehmen? Einleilung der Aussteller innerhalb der Gemeinschafls... INEEEGEG—_—_— 25
@ja @nein Erscheinungsbild I 7 5
nein 2 (16,67%) Erscheinungsbild des virtuellen Untemnehmensauftrittes  IEEGG_G___——————— .3
Femnkennung (z B "Gompanies from Siidiirol”) I > 5
Interaktionsmaglichkeiten mit den Kunden (Videocall-... I -
ja 10 (83,33%) Lageplane / Beschilderung 22
Mafchmaking-Tool der Messe (sofern vorgesehen) N 17
. ] kontakte N 1.7
Mit folgender Anderung: Warum nicht? essekontakts |
jar I .
Responses Responses Mobiliar 22
- B il ; Crganisation vor Cri I .1
die Messe war fur uns ein Testlauf und eine Weil das nachste Mal reale Kosten anfallen
weitere Teilnahme muss bewertet werden. werden und es dies Mal keine Ergebnisse Planungsphase N C.7
Hoffentlich klassische Teilnahme; nicht digital gebracht hal. Position der Standfiache in der Halle GG 0
nicht digitale Messe sondern - reelle Messe Leider war die online-Messe nicht wirklich gut :

besucht Prasentation Ihrer Ausstellungsware (falls von DM du_.. I -5

2 4

IDM |CSat Messe A = "

Welche anderen Messen wéren fiir Sie von Interesse?

Uber welche Themen oder Mérkte wiirden Sie gerne zukiinftig durch IDM mehr erfahren?
Responses
-

generell Landwirtschaftsmessen )
INTERGASTA, IHM, Heim- und Handwerk Deutschland Osterreich
Prowein, Vinitaly

Lebensmittel Afrika

mercati nordici

0.0 0.5 1,0

Wiirden Sie gerne zu weiteren Dienstleistungen von IDM beraten werden? Welche Verbesserungsvorschlage haben Sie?

®ja @nein Bsponses

Die digitaler Messe GASTRO CIRCLE war heuer leider nicht befriedigend- die anderen Jahre in Salzburg jedoch
sehr. Leider war die Vorbereitungszeit zu knapp und somit sehr hektisch- troizdem eine neue Erfahrung. Die
nein 2 (25%) B von Frau Heidi war aber wie immer sehr kompetent
Bessere Qualitat der Besucher

ja 6 (75%)

Zu welchem Thema? (Mehrfachnennungen moglich)

Internationalisierung

Funding [
verriet [
innovation I -

0 1 2 3 4
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2021
iDM | csat Messe

Inwiefern tragt diese Aktivitat zur wirtschaftlichen
Entwicklung lhrer Tatigkeit / der Entwicklung oder zu jener
Ihres Unternehmens bei?

kK 7

‘Waren Sie schon vor der Teilnahme an dieser Messe mit lhren Produkten/Dienstleistungen auf diesem
Markt prasent?

Anzahl der neu generierten
Geschaftskontakte:

1264

@ja @nein
nein 6 (12%)

70

Wie wichtig waren fir Sie die folgenden Faktoren fur lhre
Entscheidung, an der Beratung teilzunehmen?

Responses Ranking 1 Ranking 2 Ranking 3

Férderung 2381% 21.43% 35.71%

Kosten 21.43% 42.66% 11,90%

Organisation/Veranstaltung durch IDM 23.81% 21.43% 28,57%

Sichtbarkeit dank Stdtirol-Stand 26,19% 4.76% 16,67%

Synergien mit anderen Unternehmen 4,76% 952% T14%
Wie beurteilen Sie die folgenden Aspekte der Messe? (1 d, 2,3,4,5 ichnet)

Allgemeine Organisation

Austellerqualitat allgemein

ja 44 (88%) Beleuchtung
Besucherqualitat allgemein

Werden Sie bei der nichsten Ausgabe dieser Messe vor;
Siidtirol teilnehmen?

wieder am G

Catering (sofern vorhanden)
Einteilung der Aussteller innerhalb der Gemeinschafis...

@ja @nein Erscheinungsbild

E

heinungsbild des virtuellen Unternehmensaufirittes

Fernkennung (z.B. "Companies from Sidtirol")
Ja 46 (95,83%) Fotoerstellung (nur falls beansprucht)
Interaktionsmaglichkeiten mit den Kunden (Videocall-...

Lageplane / Beschilderung

I 3.3
I .2
I .7
I 3.1
I .2
I 3.5
L JEX
I
I 28
I 30
X
L JE&i

Mit folgender Anderung:
Responses l
a

Warum nicht?
Bespnnses

Andere Standlage
Auf dem Gemeinschaftsstand (Gastronomie)
werden die Flachen NICHT mehr fir einzelne
Produzenten verg
Bessere Beleuchtung. Die Beleuchiung am Stand
war sehr schlecht

)essere Positionierung innerhalb des

Partecipazine ad altre fiere
Messe zu Klein

IDM | Csat Messe

Welche anderen Messen waren fiir Sie von Interesse?
Responses

a

Barcelona Alimantaria

Bau Miinchen, machen wir mit eigenem Stand, ansonsten mit
Innenausbauthemen

Biofach

Carrefour International du Bois - Nantes (FRA)

FHA Singapore, SIAL Canada

Florenz

Food Ingredients, Biofachmessen, Private Label Messen
Gastromessen allegemein

HORECA

Marca Bologna

Marca in Bologna

Wiirden Sie gerne zu weiteren Dienstleistungen von IDM beraten werden?
®ja @nein

ja B (1364%)

nein 38 (86,36%)

Zu welchem Thema? (Mehrfachnennungen moglich)

Internationalisierung
verriet I
innovation [
Funding [N -

0 2 4

Matchmaking-Tool der Messe (sofemn vorgesehen) IEEEEEEG—_ -3
I G0
I .5
I .2
—— a2
I .7

Messekontakie

Mobiliar

Organisation vor Ort

Planungsphase

Position der Siandflache in der Halle

2 4

Uber welche Themen oder Mirkte wiirden Sie gerne zukiinftig durch IDM mehr erfahren?

Andere Verkauismesssen in lialien
Asien

Digitalisierung

Digitalisierung,

direkt Verkausmessen

Far Easl, Middle Easl. USA, Canada

Fiere internazionali

=)
=
=
wn
=)

Welche Verbesserungsvorschlige haben Sie?
Responses
-

Zu Messe Anuga: die Messe dauert zu viele Tage (4 waren ausreichend) und die Ofinungszeit war auch viel zu
lange (18 Uhrl}

‘Wir die Fuchs J. Gmbh mochten nachstes Mal unbedingt i
waren.

Unbedingt Offnungszeiten auf maximal 21:30 reduzieren. Mach 21:00 Uhr kauf niemand nichis mehr 11
eine Offnungszeit bis 23:00 Uhr sinnlos und nutzlos.

Standmobiliar emeuern dadurch wirde der Sudtirolstand etwas professioneller wirken.
stand pil tirolesi, stile mercatino di natale. leggera musica natalizia di sottofondo
Mehr Predukidifierenzierung, von ca. 34 Austeller sind 7 F und 5 Sp
Sudtirol gibt es viele andere tolle Produkie und nicht nur Holz und Speck.

Ich kennen nicht genau den Grund, aber wer einen Stand auf der Messe hat sollte auch vor Orf sein und nicht
einfach nur ein Plakat fur den Onlineshop aufschlagen.

Es wurde von mehreren Seiten vorgeschlagen, dass auch Sudfirol etwas Musikalisches unternehmen oder eine
Vorfiihrung machen solite, so wie es andere Regionen machen, denn Musik oder Unferhaltung zieht die
Personen an

Feedback an die Messe dass wenn es noch so eine schwache Messe gibt sicherlich viele Austeller wegbleiben,
leider durch Covid und den undurchsichfigen zugangsregeln

eigentlich keine, wie sind seit Jahren dabei und sehr zufrieden. Nur die digitale Messe von 2020 wurden wir nicht
mehr mitmachen

Die Organisation war top, die Veranstaltung leider nicht attraktiv.

Die Mol te noch enweitern

Die Messe Anuga solite die Meat Halle ausschlieflich Fleischproduzenten zur Verfugungen stellen
Fleischersatzprodukte oder Viegetarische Produkte soliten klar differenziert sein.

Der Support von IDM ist i ich gut und pr i .

Bessere Losung fur Leergut-Magazin & Hilfe bei Auf- und Abbau des Standes anbieten

1. Zwischenlager auerhalb der Messe bzw. bei einem externen Gewerk, wo Leerqut oelagert wird u. bei Ende

die Halle 3.2., wo wir friher um die 20 Jahre stets

Daher ist

aufer. Ich glaube in
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2022

IDM ‘ CSat Messe

Inwiefern tragt diese Aktivitat zur wirtschaftlichen

Entwicklung Ihrer Tatigeit / der Entwicklung oder zu jener

Ihres Unternehmens bei?

T de K

Waren Sie schon vor der Teilnahme an dieser Messe mit lhren Produkten/Dienstieistungen auf diesem ! gi

Markt prasent?

Anzahl der neu generierten
Geschaftskontakte:

2094

a 138 (38.61%)

—_— 157
2; Responses
Wie wichtig waren fir Sie die folgenden Faktoren fiir lhre
Entschaei n der Beratung teik hmen?
Responses Ranking 1 Ranking 2 Ranking 3
-
Faorderung 20,59% 22,06% 31,62%
Kosten 18,38% 28,68% 23,53%
Organisation/Veranstaliung durch IDM 26,47% 18,38% 25.00%
Sichtbarkeit dank Sidtirol-Stand 29.41% 22,79% 12,50%
mit and L 5,15% 5,09% 7.35%
Wie beurteilen Sie die folgenden Aspekte der Messe? (1 2,3,4,5 ichnet)

Austellergualitst aligemein
Beleuchtung
Besucherqualitit aligemein

Catering (sofem vorhanden)

@ja @nein
nein 15 (10,38%)
Werden Sie bei der A be dieser Messe vor
Sadtirol teilnehmen?
@jz @nein
ja 144 (83,51%)
Mit folgender Anderung:
Responses ]
-

!

alles gleich. Aber nie mehr Gruber Transport. Ve
immar s=hr schlecht Fercam war to

alles so wie es ist.

bessere Standposition

Bessere Standposition.

Betreuung mit Essen, Abriumen hat anfangs

IDM ‘ CSat Messe

wieder am

Warum nicht?

Welche anderen Messen waren fiir Sie von Interesse?

Responses

a

h

ambients

AMBIENTE ODER USA
Artigiang in fiera

Buyer Ostarrsich und Schweiz
Cibus

Responses
-

Zu wenig feedback

Ferche sona gia pieno di lavare

non <'& pid nessun interssse

Leider zu wenig Umsatz.

Entwicklung dizsar Messe und der Massen
Wein in dieser Form aligemein abwarten
Dieses Format ist Oberholt

Standpersonal {sofem vorhanden) 43
2 4
— 157
-—
- Responses
Uber welche Themen oder Markte wiirden Sie gerne zukiinftig durch IDM mehr erfahren?
47

Produktentwicklung

Einteilung der Aussteller innerhalb der Gemeinschafts .
Erscheinungsbild

Fernkennung {z.B. "Companies from Sidfirel")
Lagepline / Beschilderung

Messekontakis

Modbiliar

Organisation ver Ort

Planungsphase

Position der Standflache in der Halle

Prasentation lhrer Ausstellungsware (falls von IDM du...

Rahmenprogramm am Gemeinschaftsstand {sofemn v...

Cnline Marksating

B
I .1
I :C
I 38
P
I .
I
I 52
R 35
I .
-
I ¢
I :
I ¢
K

E-Commerce I 25

Verkaufsmessen N 2

Cibus Tec Pama

Cibus Tec, Fruit Atiraction

CibusTec / IPACK IMA { FachPack / Interpack / Fruit Atiraction
Evil Sana und Anuga

Aziz Nordamerica e Medioriente W 1
Fiere in Asia e Mediorente W 1
Machhaltigheit W 1

Fancy Food New York
fancy food, IDDBA

Wiirden Sie gerne zu weiteren Dienstleistungen von IDM beraten werden?

@ja @nein

3 60 (42,95%)
nein 23 (56,05%)

Zu Thema? (Mehr

Intemationalisierung I
verreo [ 32

innovation [ :5
Funding [N -

o 0

40

0 10 20 a0 40

Welche Verbesserungsvorschlage haben Sie?

Responses
-

Zusammenarbeit mit IDM ist perfekt. Probleme gab es bei den ZUgen. S Bahnen und U Bahn wegen der Tickets.

enormer Zeitaufwand um am Samstag auf diz Messe zu fahren

unser Gemeinschafisstand war zu sehr von den anderen sbgesplittert
unbegdingt auch ein Sidtirol Restaurant einbinden am Gemeir
aufzuwerten

‘Sihdtirel muss sich gerade auch bei der langen Nacht basser Prasentieren um mehr aufmerksamkeit auf sich zu
ziehen.

Sidtirel in Zusammmenarbeit mit IDM ist perfeki, katastrophal sind die Situationen in Verona

Btzndmaobiliar bernassarn mit waiter Obarflache der Thake und Tische

um die gsflach

Ewventuell mundgeblasene Zalto oder Sophienwald Glaser fir Prowein andenken. Ware eine hrolie Aufwertung.
schinere Glaser.

Riprendere il servizio di eatering offerta gli scorsi anni

Prasenteres Servicepersonal, das zirkuliert und die Stnde dann beliefert, damit wir Aussteller uns ganz auf den
Ka t i knnen g Wasser vorratig haben, damit wir nicht salbst vor der Masss
‘Wassarflaschen kaufen milssen um den Besuchern am Stand eine Erfrischung anbieten zu kénnen.
personalmente ho frovato belli anche gli stand dei vicini del Trentino. bello il legno. Forse i nostri mobili sono
sicuramente pili versatii ma anche forse un péd pid vecchi.

Parmettere la registrazione dei visitatori anche il giorno stessa della fiera senza pagare il biglietto. o con un
prezzo del biglietio molto pil basso.

parcheggio

Menikarte von den Produkien welche das Catering bereitstellt

Mehr presse mitteilungen speziel national und international

Medienprasenz organisieren, Medien einladen

Lo stand piu grande in m2 del resto tutto perfetio

| zirdar waran wis mit dzr diszizhrinan Anznzhe dar BinSarh nickt 1000 wfiadan Hisr ainina Bonlta dis £ dia

71
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2023

IDM | CSat Messe = =

==Respmses

Inwiefern tragt diese Aktivitat zur wirtschaftlichen Anzahl der neu generierten Wie wichtig waren fiir Sie die folgenden Faktoren fiir lhre
Entwicklung Ihrer Tatigkeit / der Entwicklung oder zu jener Geschaftskontakte: Entscheidung, an der Beratung teilzunehmen?
P . N
Ihres Unternehmens bei? Responses Ranking 1 Ranking 2 Ranking 3
-
* * * * 3670 Forderung 21.90% 2482% 25.55%
Kosten 21,90% 32,35% 24,09%
e Organisation/Veranstaltung durch IDM 27 74% 20.44% 28.47%
Sichitbarkeit dank Sadtirol-Stand 2117% 16,79% 16,06%
Waren Sie schon vor der Teilnahme an dieser Messe mit Ilhren Produkten/Dienstieistungen auf diesem 4 gien mit anderen Unt h 7.30% S11% 5.84%
Markt prisent?
@ja @nein
nein 10 [11,88%) Wie beurteilen Sie die folgenden Aspekte der Messe? {1 i 2,3,4,5 i )
Ausstellergualitst I .0
Austellerqualitst aligemein NG .0
2 141 (88,13%) Baleuchtung I
Besuchergualitst I ©.5
Werden Sie bei der nichsten Ausgabe dieser Messe ichtlich wieder am i d Besucherqualitit sligemein NG O
Sudtirol teilnehmen? Betreuung durch die IDM-Projekilsitung N - S
@ja @nein Catering (sofem vorhanden) 42
nein 12 (7.50%) Einteilung der Aussteller innerhalo der Gemeinschat= . IEEEEEGGEGEGEGEEEEE—————————— ¢
Einteilung der Standfizche NG 1.1
ild I
= 148 241%) Erscheinungsbild 43
Fermkennung (z.B. "Companies from Sodtirol”) I <.+
Lagepléne / Beschilderung I 4.2
- M I 4.
Mit folgender Anderung: Warum nicht? Messzaufbau Meszesiand 4
——
Responses Respanses Messekantakte 37
- he Mobiliar I .o
carcare di ridurre le spese Die Messe ist weniger interessant als gedacht
SPAZIO PIUJ GRANDE Das Zielpublitum entspricht nicht unseran Organisation vor Ort NG 4 O
Kunden

Planung durch IDM I O

Planungsphase 47

IDM ‘ CSat Messe T

Welche anderen Messen wiren fir Sie von Interesse? Uber welche Themen oder Markte wiirden Sie gerne zukiinftig durch IDM mehr erfahren?
Responses I
a

%.

Agrovina
aktuell keine, bzw. kenne wir keine anderen interessanten messen.

Fiers intermazionali & artigianato = prodott tessii |
wenn in dar Nahe des 3 Linderecks Deuschland/Schweiz/Osterreich
interessante Massan waren. Mereate nazionai- |

In ltalien eveniuell de MECSPE als Gemeinschafisstand

alles was mit Gastro Messen zu tun hat

ARCHITECT@WORK, SAIE BO, SUN RIMINI Froduktinnevaton |
BAU Minchen

BAU. Dach und Wand, Messen mit den Thema Okologie

: B B \Uoer Bio-Mérkte und Sio-Messan und evtl. auf konventionzlien Mes... _
Baumessen generell {wo ein hohes Niveau im Innenausbau gezeigt

wird)
Biofach 0.0 0.5 1.0
Wiirden Sie gerne zu weiteren Dienstleistungen von IDM beraten werden? Weilche Verbesserungsvorschlage haben Sie?
@ja @nein Besponses
x
Video zu Sodtirel am Stand - kleine Wer unden wahrend der

VA MIGLIORATO IL POSIZIONAMENTO
Unzara Kundan finden uns nicht wail wir ausgeschlossen wirken. Es wire idesl wann die Baschrifiung S0dtirol
ja 48 {44,88%) uns miteinbeziehen wirds.
nein 57 (55,34%) Wir wurdan oft darauf angesprochen warum wir miaht im Sotirel stand sind. Dh die Giste nehmen es sa aufals

ob wir separat waren.
Uns wiare es wichtig das wir bio Produzenten auch als solche gekennzeichnet werden.
‘Stand zu wenig Sodtirel - nur Loacker, 2 x Speck + Putzmittel (777)
wir bengtigen wieder mehr Sidtiroler Firman
Stand muss bald erneuvert werden... ist sehr in die Jahre gekommen

Zu Thema? [Mehr - S.iand in H.al\EIT l.:e\behalten .

h Sichtbarkeit Sidtirol solite von allen Seiten gegeben sein.

riposizienamento del bar verso area comune, delimitare 'area comune in mode da ridurre 'accesso dei non

clienti

rinnowvare concette mobili / Stand

1 won einer Umrahmung oder das Handwerk zeigen.

‘ertrieb & Marktentwickiung I 5
MNeukundenakquise INEG_— T T
Niente da migliarare, tutto ok

Farderungen N 1 Nicht an diz IDM. Die Masse verliert leider an Qualitat, Aussage und Besuchergualitat.
Produktentwickiung NS 24 Nicht 2 Umfragen zur gleichen Veranstaltung machen (Konsartum/ DM} =)
Mittagessen/Brote sollien baszar sain

manchmal hatien die Glaser einen leichten Geruch. Bei den Spllmaschinen versuchen die neuesten Modelle zu
bekommen.

o 50 Man saoilte in Zukunft den Stand so planen, dass man auch das Gefiihl hat auf dem Sidtirolstand zu sein. Lt. mir

wize Az haiar st Aze Sall

Chanesn erkennen (Trendentwicklung, [deengen. .. I 10



APPENDIX 5/1
IDM Net Promoter Score for the period 2020 — 2023

2020
Net Promoter Score

-38

-100 100
Category Nr. of Responses  Percentage
= Detractor(0-6) 4 50,00%
= Passive(7-8) 3 37,50%
= Promoter(9-10) 1 12,50%
Totale 8 100,00%
2021

Net Promoter Score

16

Category Nr. of Responses  Percentage

-

-100 100

7 Promoter(9-10) 18 40,91%
=l Passive(r-8) 15 34,09%
7 Detractor{0-8) 11 25 00%

Totale 44 100,00%
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2022
Net Promoter Score

101}‘ 22 100

Category Nr. of Responses  Percentage

-

= Passive(7-8) 70 44 59%
= Promoter(9-10) 61 38,85%
= Detractor(0-6) 26 16,56%
Totale 157 100,00%
2023

Net Promoter Score

mu‘ 1 8 100

Category Nr. of Responses  Percentage
= Passive(7-8) 80 50,00%
= Promoter(9-10) 54 33,75%
= Detractor(0-6) 26 16,25%
Totale 160 100,00%
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