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Your company is taking part in a trade fair in Düsseldorf. 
As an exhibitor, you are no doubt well aware that 
 exhibitions cost money. The more thoroughly and 
 intensively you prepare for your participation in the 
exhibition, the greater the benefits will be. For this 
reason you should use all instruments at your disposal to 
their best effect, both prior to the event and afterwards. 

Press work, together with advertising, is of the utmost 
importance for sales strategies as well as for the overall 
and external representation of a company. Please note: 
press work is an extremely important part of your 
presence at an exhibition. The best product or the most 
amazing new idea is wasted if the general public or 
trade visitors do not get to hear about it in good time. 

Over the course of time, trade fairs have constantly 
changed their function to suit the demands of the 
market. They are no longer exclusively venues for taking 
and placing orders but have built up a very strong 
communicative function. In plain English, that means: 
visitors and exhibitors want to stay abreast of new ideas 
and developments while keeping an eye on the 
competition and the position of their own company in 
the marketplace. 

For you as an exhibitor, the media – newspapers, 
magazines, television, radio and electronic sources such 
as the Internet – is an unparalleled instrument of 
communi cation. This multitude of communication 
channels, properly targeted and used, must surely be 
invaluable to your company for your own exhibition work 
and PR strategies. 

The Press Department at Messe Düsseldorf provides 
support for exhibitors in their campaigns, helping them 
to communicate information about their company and 
the products they are exhibiting  
– in the right form  
– through the right media  
– to the right target groups 

The Press Department, however, can only act as a 
mediator between exhibitors and the media. We are 
therefore dependent on your cooperation and support. 
We want to help you to get the greatest success possible 
out of your participation in an exhibition. 

This press guide should provide you with support in that 
process. Do not put it aside or say that it is still too 
early for press work. Communication and press work/
publicity work are long-term projects. Only those who 
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are constantly being talked about make a name for 
themselves (or maintain one). 

Our guide is the result of years of communication with 
exhibitors and the media. It is not mere theory but  
tried and tested practice. This press guide was not  
drawn up in an ivory tower but is the result of lively and 
controversial discussions with journalists from various 
media: the trade press, financial and business press, 
regional press, television and radio. We also incorporated 
the experiences of various company press offices who 
have been working together with Messe Düsseldorf for 
many years. All those who participated in this project 
therefore deserve our special thanks! 

This book is a guide in the truest sense of the word, 
written by professionals in the PR fields for professionals 
in business! Our only request: use it! 

Another very important tip: successful press work does 
not depend on the size of the company! Never say, 
“That’s not for me, that’s only for big companies!” 

Press work is important for everyone, regardless of whether 
the company employs ten or ten thousand people. 
Develop your own individual exhibition concept with your 
specific press work. We wish you great success in your 
Düsseldorf trade fair participation. 

The Press Team 
at Messe Düsseldorf
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Apprehension and lack of confidence when dealing with 
the press is a common phenomenon which prevents 
many firms from engaging in thorough and effective 
press work. That shouldn’t and needn’t be the case. 

Each party needs to be aware of the roles and interests 
of the other and be able to respect and treat him as an 
equal in order to create the basis for successful 
cooperation. This is only possible through constant 
dialogue and communication. For one party this means 
establishing an honest, open information policy 
(including and especially in crisis situations) and for the 
other it’s a matter of dealing responsibly with the 
information provided. Public demands concerning 
company information policies have changed dramatically 
in the last few years. 

Nowadays it’s not enough simply to present new 
products and set out the company’s financial situation. 
The public now wants further information, for example, 
about processes, product constituents and their 
environmental compatibility. This means that a company 
which wants to build up and maintain the trust of the 
public has to take account of public wishes and demands 
in its press work and take a proactive stance. 

Because of his responsibility for accuracy and for the 
information entrusted to him, a journalist who is dealt 
with in a proper manner can help convey important 
company information in a suitable form to a wider 
audience.  In terms of your trade fair press work, this 
means having a well-conceived, comprehensible 
information policy, even when it comes to issues of 
broader interest not directly connected with company 
products, which are bound to be controversial (such as 
environmental matters, better working conditions etc.). 

Resist the temptation to embellish or disguise the facts, 
even if it’s sometimes difficult. Journalists are used to 
keeping a critical distance from the information. It is 
advisable, and in many cases essential, for them to keep 
their distance in order to do their job properly. 
Half-baked information only encourages them to look 
into the matter further and it’s all the more damaging 
when the truth finally emerges. 

In the long term, it is worth having the security of  
an open, honest working relationship. 
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1. No need to  
be afraid of the 
press, or . . .  
journalists are 
only human!



You have decided to present your products or services to 
a huge audience at one of our trade fairs. Long before 
the start of the exhibition, you made decisions regarding 
your stand design, and which leaflets, catalogues and 
price lists to use. Your stand personnel has been 
thoroughly briefed and is ready to give visitors the 
answers and information they seek. But what if your 
 visitor turnout is lower than expected, and while the 
competition reports brisk business, your company leaves 
emptyhanded? 

To avoid such problems, you must spread the word about 
your participation as early as possible. One key method of 
doing so is targeted press work. In order to reach a high 
percentage of visitors in the run-up to the event and let 
them know about the advantages of your products and 
company, you must establish contact with the press 
early on to ensure you get the coverage you seek. 

If, until now, you have never conducted any systematic 
press work, do not be shy about breaking new ground. 

It is, above all, those competitors who use press work as 
an effective means of attracting visitors that benefit 
most from your hesitation in this area. And today that no 
longer exclusively means big firms. Many small and 
medium-sized companies have recognized the advantages 
of good press contacts and are constantly striving to 
build on this. 

Before you start taking any concrete measures, however, 
you must first address a few basic questions in your 
 company. 

Many small and medium-sized companies in particular 
feel that it is not worth employing someone to deal with 
press work or even setting up their own press and publicity 
department. 

Press activities must be carried out regularly over a long 
period of time – after all, you do not just want to be 
known before and during an exhibition. Only if you stay 
in touch with journalists will you succeed in making your 
company known among the trade and general public. 
You must also establish and maintain direct contact to 
the media. Visit the most relevant editorial offices, call 
the respective editors and journalists to determine what 
sort of information they need or invite them to visit 
your company. Both consistency and professionalism are 
key. Amateurishly prepared press releases and incorrect 
information will cast a negative light on your company. 
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2. What must be 
done . . .

2.1 Who should  
be responsible  
for press work?



2.2 Working  
with a PR agency 

 Editorial offices will automatically compare you with 
industry professionals, and poorly prepared information 
quickly identifies you as an amateur. 

For this reason, press work cannot be left to sales or 
advertising departments. By simply sending prospectuses 
and catalogues, you cannot achieve the desired impact 
in the media. The comment “You can find everything 
about us on the Internet” isn’t helpful either. Editors are 
inundated daily with a flood of information and 
therefore rely on things that make their work easier: a 
well-structured press release always has a chance of 
being printed, but the advertising message of a brochure 
or the abundance of information on websites doesn’t 
even earn a journalist’s glance – your advertising 
material lands unread almost immediately in the waste 
paper basket. 

There is a lot to be said, therefore, for entrusting press 
work to an expert. Even if you are of the opinion that 
such an investment is, at the present time, not 
worthwhile, then you should 

appoint a person in your company who is responsible 
for coordinating press activities and talking to 
 journalists. 

In this context you must also insist quite firmly that, 
with the exception of this one person, no one should be 
allowed to pass on information to editors or journalists, 
i.e. the public. In this way contradictions will be 
avoided. Once you have determined who is responsible 
for press work in your company, you can start planning 
and executing specific measures. 

When in doubt, take advantage of the expertise available 
from a press office or PR agency. It can be useful, 
particularly when this is a new experience for you, to see 
how the press and public relations experts go about 
things: these specialists know how to prepare a good 
press release, what sort of texts are required for the 
different types of media and when the best time is to 
hold a press conference. Press offices and agencies can 
also help in drawing up a subject catalogue and with 
organising the timing of a campaign. Other services on 
offer include ongoing support for the company, analysis 
of press  activities by rival firms and filing of past 
publications. 
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You don’t have to use all the services – you can arrange 
individual deals for particular activities (for example, 
organising a press conference) or only pass on one  
type of task to the agency (such as writing the press 
releases and compiling a trade-specific distribution list). 
However, a long-term arrangement is advisable to ensure 
continuity in your press work. 

There is, of course, a certain amount of risk involved in 
choosing the “right” press or PR agency. In this field 
especially, there are any number of newcomers with 
little knowledge of professional press work. So it is a 
good idea to ask for references and give the agency trial 
jobs. 

Please bear in mind that even when you’re working with 
a PR agency, your company must always be the one to 
set the agenda. 

Specify what you want included and keep a close eye 
on the agency’s work. Make sure that you are kept 
constantly informed, rather than just finding out 
what’s been happening after the exhibition. 

Regardless of whether you tackle press work from within 
your company or whether you use a public relations 
agency, the following principle holds true: 

Clarity and candour are indispensable in the relaying 
of information. 

A press officer is only as good as the information that 
he/she receives from the company. Sound facts are 
essential when working with trade journalists who have  
a detailed knowledge of the industry, the important 
 companies, their position in the market and the 
situation regarding competition. And perhaps they 
already know more about your company than you 
suspect. 

Your company press officer must also be able to answer 
critical questions. Allow him/her therefore to participate 
in all discussions at executive level so that he/she not 
only knows the products but is also aware of the 
long term company strategies. Decisions can also be 
made at these meetings about which information is to 
be released to the public. 
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Moreover you must give the press officer the opportunity, 
when dealing with critical themes, to tackle the problem 
offensively instead of waiting for unpleasant questions 
from the media. If your company has lost a big customer 
or has considerably delayed the launch of a new product, 
although the date was generally well known, the first 
statement must come from your company. Do not let 
yourself be pushed onto the defensive; that damages 
your credibility in the long term. 

Journalists also expect to find a competent spokes-
person at your exhibition stand who can give answers 
that reflect the opinion of the management. If your 
company spokesperson just shrugs his/her shoulders 
every time a tricky subject is broached, the success of 
your press work is endangered. 

As a foreign exhibitor you will probably initially deal 
with the following media representatives: 

–  trade journalists, either editors from newspapers or 
magazines, meaning employees of a publishing house, 
or freelance journalists 

–  financial and business editors (who may work for 
 business magazines, trade journals, daily newspapers  
or consumer magazines) 

–  radio and television journalists and 
–  regional editors
–  online editors.

The important thing is that you cater to the specific 
information requirements of each journalist. Every form 
of media looks at information in different ways and 
works in different styles. 

While the editor of a trade journal will want to know all 
the technical details about a product, the editor of a 
business journal will be more interested in the economic 
and social aspects (for example energy conservation, 
environmental protection, improvement in working 
conditions) which are all linked with the launch of a new 
product onto the market. For a TV journalist it is very 
important that the product is visually attractive, while a 
radio producer needs a spokesperson who can describe 
the facts quite vividly. 
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3. The right 
 information for  
every target group 



For you as an exhibitor, the trade press is the most 
important media target group. Trade journals are 
instruments of market orientation, for conveying 
knowledge and for exchanging ideas – trade journal 
readers are the potential users of your product and the 
visitors to your exhibition stand. Intensive and effective 
work with the trade press before, during and after an 
exhibition can have a lasting and positive influence on 
your participation at a trade fair. 

Get a comprehensive overview of the trade journals in 
your industry. 

If possible, subscribe to those titles of pertinence to you 
and your company. This will help you determine which 
subjects are of interest to the various publications and 
how to prepare your information. Apart from product 
reports, most trade journals also publish business reports 
and news on company personnel changes, anniversaries 
and cultural activities. Moreover, by monitoring the 
trade press, you will stay informed as to how the 
competition is presenting itself to the public. You might 
even gather new ideas or perspectives for your own press 
work. An excellent way to advertise your participation in 
an event is through exhibition previews, which are 
published by trade journals just prior to fairs and 
exhibitions. These reports are greatly valued by visitors 
as a preparatory guide. 

Therefore, make sure you inform editorial offices  
in plenty of time of new products and further 
developments by inviting them to your exhibition 
stand. 

“In plenty of time” means your information should reach 
editorial offices at least six weeks before the exhibition 
edition is due to appear. As a rule, monthly trade 
journals need this much time for editing and production. 

Many trade journals make it easy for exhibitors by asking 
for information about exhibition products for their 
preshow report well ahead of schedule. You could also 
take the initiative yourself, however, to ensure that your 
information is sitting on the editor’s desk in good time. 
Obtain from your advertising department, your advertising 
agency or the publishing houses the media information 
on those trade journals that are most important to your 
company. Here you will find the plan of topics to be 
 covered over the year together with the publication date 
of the exhibition editions. 
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For financial and business journalists, exhibitions are 
 primarily barometers for the economy of a particular 
industry and reflections of economic/technological and 
social developments. Product-focused press work only has 
a chance of success here if your range of exhibits 
reflects these developments or influences and changes 
them in a significant manner. Even if that is not the 
case, you should be prepared for interest from the 
financial and business press. 

Financial and business journalists use trade fairs and 
exhibitions to learn first-hand about companies and 
the industry. 

For this reason make sure you have information available 
on your stand containing important economic facts (for 
example turnover, number of employees, investments, 
product range, customer profiles, etc.). 

Arousing the curiosity of radio and television is not  
easy, even if it is done correctly and if suitable products, 
people or topics can be presented. This form of media 
ad-dresses a broad public and, consequently, subjects 
are selected on the premise that they will provoke 
widespread general interest. In the case of highly 
specialised technical trade fairs, this immediately 
narrows the range of products suitable for that kind of 
reporting. Innovative, spectacular and exemplary are the 
key words here. In addition, the products must be suitable 
for presentation on television or radio. Do not forget  
that radio and television have a variety of departments 
(e.g. current affairs, economy and business) so tune into 
the contents of their programmes too! 

Regional correspondents are keen to report on events 
and initiatives in the local economy. In the same way as 
the setting up of a company or the anniversary of a local 
business will make the news, your participation in an 
exhibition also has a chance of receiving attention. 

Directly prior to the exhibition, inform your regional 
paper of your company’s exhibition activities. 

This is particularly relevant if you are taking part in an 
exhibition for the first time or are exhibiting a new 
product. Emphasise the importance of your company for 
the town or region together with the goals you are 
striving to achieve through your participation. Do not 
forget to include the Düsseldorf daily newspapers in  
your press work (e.g. Rheinische Post, Westdeutsche 
Zeitung, etc.)! VIPs at exhibition stands, innovative 
products aimed at a large consumer circle or interesting 
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stand activities and demonstrations are topic always of 
interest to the Düsseldorf local press. 

The Internet has extended the scope for disseminating 
information enormously. An abundance of trade journals, 
magazines and daily newspapers have online versions of 
their products. These are joined by industry portals, 
information services and genuine online magazines. They 
all provide excellent opportunities for the placement of 
current news items for specific target groups. Anyone 
who writes news for the Internet should go by the 
principle of “keeping it short and sweet” (more on this 
subject in Chapter 4.4: Press information). In addition, 
Internet editors welcome good images.

Be sure as well to make use of the industry portals 
provided by Messe Düsseldorf for many of its trade 
fairs. The portal editors are very interested in your news 
and are happy to publish it. 

Trade fairs and exhibitions offer journalists excellent 
opportunities to learn more about the exhibiting 
industry through discussions on new products, new 
processes and market trends. Use this unique opportunity 
to make and maintain contact to journalists. You will  
be well prepared for press visits if you bear the following 
points in mind: 

–  A press spokesperson should be present at your stand 
daily for the duration of the exhibition (or at least for 
the first few days). It is important that this person 
know both the firm and the industry well and, more 
importantly, is competent enough and entitled to deal 
with critical questions. The company owner or a 
member of management should also be available for 
discussion if needed. 

–  Write and invite journalists who would be particularly 
welcome at your stand several weeks before the 
exhibition begins and arrange an appointment with 
them if necessary. 

–  Prepare a press folder with information on your new 
products, perhaps also on other exhibits, as well as 
basic financial data from your company. 
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It is worth putting time and effort into compiling and 
maintaining a press list. Even the best press information 
goes to waste if it is sent to the wrong address. Therefore: 

–  Check which trade journals and newspapers are 
relevant to your information. The addresses should, 
where possible, name the responsible department  
(i.e. the editorial and not the advertising department). 

–  Sort your addresses into target groups (e.g. trade 
press, financial and business press, electronic media = 
radio/television). In this way you can adapt your 
distribution list constantly to the contents of a 
statement, avoiding pointless mailings and postage 
costs. 

Numerous publications offer assistance in compiling 
press lists, e.g. the Messe Düsseldorf trade press lists. 

Business and trade associations, chambers of industry 
and commerce as well as Messe Düsseldorf and their 
 foreign representatives may also be of help in obtaining 
editorial addresses. 

In order to keep your press list up to date, you 
should make a note of all changes of address as soon 
as you become aware of them. 

Confirm regularly with the magazines that the addresses 
are correct. 

Another avenue for the distribution of press information 
for specific target groups and entirely as required is 
offered by press agencies with special service portals for 
the PR sector. As a registered, fee-paying user, you have 
access to the agencies’ mailing lists for texts, images, 
multimedia and much more besides.

Also available on the Internet are numerous information 
services for specific sectors, portals and newsletters  
via which you can reach your target group without 
wasted coverage. These services are often available for  
a fee. See if it makes sense for you to post your news 
here.

Press texts and images are sent almost exclusively by 
e-mail. Nevertheless, there are still journalists today  
who prefer the printed word on paper and conventional 
mail, even if this group is on the decline. Our advice is 
to ask for the preferred mode of dispatch and build up 
your mailing list accordingly. This way, everyone gets 
the information the way he/she wants to have it and  
can process it most easily. 
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4.2. Press services

4.3 Sending  
your news:  
print or online?



If you send your texts by e-mail, use Rich Text Format 
(RTF) as the file format. This makes sure that your press 
release can be opened and processed by any recipient, 
whatever operating system he/she uses.

The chances of your press release being printed depends 
essentially on your structure and wording. Your product 
can be amazing, your news of the greatest interest – but 
if that is not immediately recognisable in the text, your 
press release goes under. Just think about all the 
information that piles up on the editor’s desk. The editor 
is spoilt for choice and stands under constant time 
pressure. Quite understandably he looks for texts which 
straight away awaken his interest and which are easy to 
edit. Above all, explain clearly what benefit users will get 
from your product. 

In order to be published, press releases must always 
deal with a current, unusual event or with a new 
product.  Further, if you bear the following rules in mind, 
you stand a good chance of success: 

–  Be brief and write factually in the third person. 
–  Avoid advertising slogans and superlatives. Since 

editorial offices are liable for the correctness of their 
statement, such wording will be crossed out. 

–  Put the most important information first. The 
following five questions provide a good guideline: 
who, what, when, how, why? The reader will expect to 
find an answer to these questions instantly. Texts 
structured in this way are also much easier to reduce, 
should there be a shortage of space. 

–  Give the text a headline or headings that make the key 
point(s) quite clear. 

–  Where possible, avoid technical expressions and 
foreign words. The readers of trade journals are not all 
engineers. It just makes the editor’s job more difficult 
if he or she has to “translate” your text first. 

–  Press releases for the foreign press must be written in 
the appropriate language. Have the text translated by 
a specialist translator, preferably a native speaker of 
the language into which your text is being translated. 

The formal structure of the press release is also 
important: 

–  “Press Release” should be printed clearly at the top  
of the page. Pre-printed sheets containing all the  
standard information (e.g. company address, phone 
number, etc.) are the best idea. 
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4.5 Press photos 

–  Make sure you include the date on which the press 
release was sent out and also the name of the press 
officer, together with his/her telephone, e-mail and 
fax information so that people can contact him/her 
with questions. 

–  Paper should only be printed on one side with line 
spacing of at least 1.5. Set approximately 30 lines to  
a page and 40-50 characters per line to leave a wide 
margin for editing. Also make the text available in file 
format. 

–  Important! Structure the text using paragraphs and 
avoid underlining, capitals and other similar means of 
emphasising brand names, for instance. 

–  Indicate if a photo is available to accompany the text 
and from whom it can be ordered, including address, 
phone number, e-mail address and fax number. 

Photos are an indispensable element of print media layouts. 

A good picture often has better chances of being 
printed than a text! 

Moreover, photos can meaningfully complement and 
 clarify press releases. Trade journals are reliant on good 
photos, as they rarely have the chance to employ a press 
photographer or to enlist the services of an expensive 
photography agency. Good photos, however, are few and 
far between. The most frequent faults are: the pictures 
are too small, the photographic quality is poor and the 
motif leads one to suspect that it is the work of an 
amateur. Very important: never use motifs from your 
advertising brochures! Ensure that your photos are 
believable and that people or objects are portrayed in 
their “natural” surroundings. For example: photograph 
machinery in the workshop, not in a photographic 
studio! 

If you want to ensure that your expensive photographic 
material does not end up in the editor’s waste paper 
basket, bear the following points in mind: 

–  Offer individual photos or a selection of photo motifs 
to accompany your press releases. 

–  In the media world, the digital image has replaced  
the photographic print on paper. What is important is 
the right image resolution – at least 300 dpi.

–  Every image needs a caption giving information on the 
subject, copyright and sender (company address). By 
adding “Use free of charge”, you eliminate the need 
for further inquiries and facilitate the publication of 
your image.
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Also bear in mind that images often entail the 
 transmission of data in quantities that not all mailboxes 
are able to handle. And this can cause annoyance.  
Start off by attaching just a single image to your press 
text and offer to send further images by e-mail or on  
a CD if desired. You can also draw attention to images 
available for the media at your company’s own online 
press service.

When distributing several press releases to journalists, 
you should provide them with a press folder for their 
convenience. The contents of the folder will depend on 
where it is being handed out, such as a trade fair press 
conference or during a journalist’s visit to the stand. 

If the folder is given to a journalist at the stand it should 
contain information about the new products you are 
exhibiting, a photo CD and a report about the company 
stating key financial data for the business and financial 
press. Information about other company products should 
be available at the stand to be provided if requested. 

If the folder is distributed at a press conference, 
 journalists will expect, in addition, a list of all the 
speakers with first and last names, titles and functions 
as well as the actual text of the speeches. If possible, 
also enclose a summary of the contents of the press 
conference including the speakers’ main points. 

Remember that foreign journalists also visit international 
trade fairs. You should therefore prepare your press 
folders accordingly and make sure that you at least have 
information available in English. Translations really must 
be done by a professional translator. Badly translated 
texts, particularly specialised texts, can not only lead to 
serious misunderstandings but can also damage the 
reputation of your company. 

A useful service is to offer copy and images 
 additionally on a CD or USB stick. If you run an  
online press service, you can alternatively point  
out in the press folder that your texts can be accessed 
there. 
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4.6 Press folders 



We suggest including a press section on your Web site.  
It should appear right on the home page as a menu  
button and clearly indicate the features offered (news, 
company information, product information, archive, 
photo service, contact persons, etc.). The press section 
should include the latest texts and photos from your 
company. Particularly during the run-up to a fair, you 
should have a link to it so visitors to the site know you 
are participating. You can download the logo from the 
respective trade fair server. 

Messe Düsseldorf has a separate online portal for many 
events. Exhibitors are given the opportunity to feature 
their news and company information in a prominent 
 location – it’s an excellent complement to your com-
pany’s Web site. 

A press conference provides the opportunity to establish 
and cultivate personal contact to journalists and to 
offer an in-depth look at your company. Keep in mind, 
however, that editors and journalists are under great 
time pressure during trade fairs. So consider carefully 
whether a press conference held at an exhibition would 
feature enough factual content to make it worthwhile. 
You and your event will be competing with many others 
for journalists’ scarce time and for limited publication 
space. If you do not convey any substantial information, 
you will quickly irritate the press and your conference 
will not make the positive impression you had hoped for. 

Instead of holding a press conference, you could invite 
journalists to your stand for discussions. Through 
individual visits, management staff have a much better 
opportunity to respond to the variety of specific 
questions and interests from journalists from the trade 
press, the financial and business press or the daily 
newspapers. This results not only in more intense 
discussions but also  provides you with the opportunity 
to learn from editors – who are the best informed – of 
interesting new ideas and products. 

If, however, you decide to go ahead with a press 
conference, make sure you begin the organisational 
preparations in plenty of time. (See checklist on page 
38). First of all you must agree on a time and venue  
with your company management as their presence is an 
absolute must for comprehensive discussions to take 
place. Once you have a date in mind, clarify this with 
the Press Department at Messe Düsseldorf and possibly 
with some of the more important journalists. It may  
well be that another company has invited them to a 
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press conference at the same time. We advise holding 
the press conference either in a room at the Trade Fair 
Center or nearby so that the attendees with limited time 
will not be reluctant to attend. 

Another option open to you is to organise a press 
conference at your stand. The advantages of this are 
that you are in a familiar environment, you can 
demonstrate products to journalists, and also provide 
additional information to that in the press folders, if 
requested. 

Once the date and the venue have been decided  
upon, send out the written invitations with a reply 
card about three to four weeks before the press 
conference (invitations can be sent to foreign journalists 
as much as five to six weeks before). 

By sending the invitation by e-mail, you can act at 
shorter notice (roughly a week). Media that process  
large quantities of current information on a daily basis, 
e.g. press agencies and daily newspapers, prefer to 
receive information by e-mail or even insist on this. 
Their wishes should be respected. Nevertheless, printed 
invitations have become rare and are thus a good way of 
drawing attention to yourself.

This is an opportunity for you to stand out from the 
crowd!

Do not forget to emphasise all the important facts such 
as venue, time, names of speakers, etc. (you will find 
further suggestions for the invitation in the attached 
checklist). If you receive no reply to the invitation, 
telephone the publishing house a few days before the 
event to find out whether the journalist is able to come. 

When preparing the actual content of the press 
conference, clarify with the individual speakers that they 
must be as brief as possible. Contributions of ten 
minutes at the most are sufficient to impart the most 
important information. Many people enjoy taking the 
“spotlight”. Limit the number of speakers to a maximum 
of three and be firm. It is difficult, and therefore not 
advisable, to put a time limit on the ensuing discussion, 
but experience shows that it rarely takes more than an 
hour. Prepare the speakers for critical questions so that 
there are no embarrassing silences or panicked reactions. 
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To ensure that journalists have all the facts on hand, 
have press folders ready, which, together with the 
speakers’ statements, should give a brief picture of your 
company, photos of the products being exhibited and 
possibly also of the speakers. Distribute this information 
before the press conference begins, so that the 
journalists can begin working on and adding to their 
articles. 

A buffet or luncheon certainly creates the impression of a 
good host but during exhibitions journalists seldom have 
the time to take advantage of such hospitality. Offering 
beverages, therefore, is quite sufficient. 

It is common practice to give journalists a small present 
after a press conference or when they visit your stand. 
Choosing the press gift, however, is quite an art. Overly 
expensive presents are not effective. What should be an 
expression of thanks for working together, or a sign of 
hospitality, may be seen by the recipient as an attempt 
at manipulation or even bribery. Professional ethics 
require a journalist to be objective, and the great 
majority of journalists take their commitments seriously. 
Confine yourself to a small token. Go for originality 
rather than extravagance. 

Something useful or decorative for the desk, an 
 original game, or a product made by the company  
that would be suitable as a present gives people 
 pleasure without putting them under any obligation.

Also remember that press gifts should be small and easy 
to carry. After all, who wants to carry heavy boxes 
through exhibition halls or conference rooms? 

Having put into operation the PR instruments suggested 
in this guide before and during the exhibition, you will 
naturally want to know, once the event is over, which 
publications have covered your company and its products. 

Don’t assume that you’ll be sent copies of the articles, as 
not all publishers provide this service. The best way is to 
subscribe to the main trade journals and scan them for 
any mention of your company or products. 

In order to obtain as complete as possible a collection  
of reports and articles, many companies turn to press 
clipping services. Trade journals are often inadequately 
moni tored in the course of companies’ own enquiries, 
with the result that they end up with the four-line 
article from the local paper, but not the several page 
long specialist article on their company products. For 
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special PR activities where you intend to alert the 
general daily and business press, however, it makes good 
sense to use a press clipping service. You should enclose 
your press release and a list of the publications contacted 
(press list) when you send in your order to the press 
clipping service, so that they know which publications to 
concentrate on. 

The circulation and publication frequency of the 
particular periodical will also be noted on the clippings 
sent to you, so you can work out roughly how many 
people read your statement. But don’t be annoyed if a 
major daily newspaper has ignored your press release, as 
you should not regard print media coverage as the sole 
measure of the success of your work. 

Immediately after the exhibition, you should begin the 
post-exhibition evaluation work. In the same way that 
you evaluate and analyse your exhibition success, so too 
should you look closely at your press work. 

Note the names and addresses of the journalists and 
editors, who visited your stand and update your press 
list. 

Write your own exhibition report for the press (if there  
is sufficient occasion to do so) and send it to the 
journalists. Make use of Messe Düsseldorf’s final report 
to enrich your own report. Immediately after the fair, 
you will find it on the homepage of the event and at the 
online press service. 

It is worth sending a press folder to those journalists 
who expressed interest before the show but who did not 
come to your stand. A short thank-you letter to the 
journalists who did visit your stand will show that you are 
interested in their work and in future  cooperation. Try to 
maintain contact until your next visit to Düsseldorf. 

There may well be product and company news worth 
reporting between stagings too. Keep in contact, but only 
when you have something genuinely newsworthy to report. 

It is very hard to measure the success of press work. 
Even if you have done an outstanding job, you won’t 
necessarily find your company all over the first few 
pages of all the major publications. 

But you may have noticed during the trade fair that 
journalists showed more interest in your company this 
time round than on previous occasions, or that people 
asked questions which showed that they already had 
some prior knowledge. These are also signs of the 
success of your press work. 
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Always bear one thing in mind when trying to determine 
the success of your work: press work demands a lot of 
patience; you cannot expect your press information to 
be taken up by every publication as soon as you start 
your press activities. Only by continually providing the 
media with factual information and by maintaining 
contacts with the press will you achieve a positive public 
image for your company and increase confidence in the 
effectiveness of your products. The success of press work 
can therefore only be measured over the long term. 

Messe Düsseldorf attaches great importance to its work 
with the international press. Well before each exhibition, 
the appropriate press team begins its work. Together with 
the foreign representatives of Messe Düsseldorf, relevant 
press lists from all round the world are compiled or 
brought up to date. As already mentioned, trade journals 
– particularly abroad – are the most important contacts. 
Other media, e.g. business magazines, daily newspapers, 
radio and television are also contacted depending on the 
nature and content of individual trade fairs. 

Statements on all aspects of the exhibition as well as  
on the economic and social importance of the exhibiting 
industry are continually produced and distributed by the 
Press Department to the relevant target groups. In 
addition, they are made available to journalists at the 
exhibition’s online press services together with images 
and plenty of other information relating to the 
exhibition. 

Press work is supplemented by specialist articles which 
the Press Department commissions trade journalists to 
write. In this way the latest developments in the 
industry, which will be the theme of the exhibition, are 
taken up. 

Experts from the relevant trade associations or sponsoring 
organisations and from Messe Düsseldorf speak at our 
press conferences both in Germany and abroad. Key 
information plus a selection of photos can also be found 
in the press section of each event’s Web site. 

With the aid of targeted information in a media-specific 
format, radio and television are also alerted to the 
exhibition. Special meetings and guided tours of the  
fair for photographers and television teams ensure the 
exhibition is portrayed in the right manner while 
bringing it to the attention of a broad public. 
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Press work is an important factor in getting a trade 
fair known worldwide. Through the press, specialists 
from all over the world get to hear about the event that 
specifically concerns their sector and are encouraged to 
pay a visit to Düsseldorf. And that is what makes it 
worthwhile for you, the exhibitor, to take part in trade 
fairs: you have the chance to present your products and 
services to the visiting experts and establish business 
relationships to them. The work of Messe Düsseldorf’s 
Press Department thus directly benefits every single 
exhibitor, even if individual firms or products are not 
specifically highlighted. 

Our work is based not least on the information that you 
pass on to us. Types of cooperation, our specific services 
and how you can best use them are described below. 

We will keep you informed of the dates and venues  
of the press conferences held in Germany and abroad 
before the relevant exhibition. Please note that press 
conferences held overseas for the large capital goods 
shows sometimes take place as many as two years before 
the exhibition. Make sure that the trade journalists with 
whom you or your foreign representatives have good 
contact know about them. 

The Messe Düsseldorf Press Department has put together 
a package of services to support your press activities 
in connection with your trade fair participation. The 
following services are available to you in our online 
order system, the access data for which you will receive 
immediately after admission for participation. 

For every exhibition, we are pleased to provide you with 
an up-to-date list of the names and addresses of the 
most important trade journals both in Germany and 
abroad. This list should be of assistance to you in your 
own press work and should enable you to be more 
specific in targeting the relevant print media. 

Every exhibitor has the chance to post a brief text for 
the press on his new products and services directly 
online or to send it to the Press Department on a form. 
In this case, we collect the product reports and publish 
them together online.

In our experience, the press makes extensive use of this 
service for pre-fair reports outlining the innovations and 
new advances that visitors can expect to find, and uses 
the available reports to get a technical overview of the 
exhibition. When firms don’t take the trouble to make 
use of this free offer from the Press Department, people 
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can easily get the impression that they don’t have 
anything interesting to exhibit. In such cases, trade 
 visitors, who obtain most of their information from trade 
journals, focus their attention on rival firms’ exhibits – 
and an excellent opportunity for selfpromotion has been 
wasted.

Of course, firms with an important new product which 
they want to present at a trade fair are sometimes afraid 
that giving advance information to the press will soften 
the impact of their own presentation. Certainly, when 
introducing a new product to the market, it is important 
to consider what is the best time and best way of 
effectively bringing the product to people’s attention. 
But when considering such matters, you shouldn’t 
overlook the fact that the main aim is to get people 
interested in buying the product. Trade fair visitors are 
potential customers. However, at a trade fair, they find 
themselves faced by a daunting array of exhibits. Any 
exhibitor who doesn’t make the effort to make his 
product known through the trade press is wasting an 
opportunity to stand out from the crowd. 

Product reports submitted by exhibitors are also useful 
information for the responsible Messe Düsseldorf Press 
Officer. 

Although it may sound obvious, we can only actually 
pass on information that we receive. 

That means that in our discussions with trade journal-
ists, when putting together programme topics for radio 
and television and when selecting suitable objects for 
photo sessions and television reports, we can only 
consider information which we have been made aware of 
in plenty of time. With the latter activities especially – 
photo sessions and television reports – we are dependent 
on detailed product descriptions, in order to weigh 
whether products are visually attractive and are of wide 
consumer interest. 

Even if it is not possible to hand in a product report  
in time for the product report booklet, every exhibitor 
should still inform the Press Department about his/her 
exhibits and about any special events during the 
exhibition (e.g. VIP visits to the stand). 

It must be emphasised once again, however, that the 
exhibits to be featured in an article or television report 
are chosen by the respective editors, trade journals or 
programmes. Just as the media is under no obligation  
to make use of your PR work, it is not required to use 
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any information we send. Should journalists approach 
you about any material they received, make the most  
of the opportunity! Do not refuse to give additional 
information. 

Be prepared to put up with the – mostly small – 
 inconveniences of a photo session or television 
taping. 

Even if the session, which often takes place the day 
 preceding the start of the exhibition, somewhat upsets 
your time schedule for stand construction, every 
competitor will envy you the effects of a report on TV or 
a photo in the newspaper! 

For every exhibition in Düsseldorf the Press Department 
puts together a press planner. The brochure is used 
extensively as a guide and work aid and contains: 

–  the times and venues of all press conferences held 
 during the exhibition 

–  the names of all the representatives from exhibiting 
companies who are available to speak with journalists 
and 

–  general information about the exhibition, the names  
of the Press Team members and tips on the service 
 provided for journalists. 

We also ask you for this information, which can be sent 
to us online.

Long before the exhibition you will have considered 
whether you want to make the most of the presence  
of so many trade journalists to hold a press conference 
for your own company. We have already explained the 
criteria you should use in deciding for or against a 

company press conference. 

We are, however, always willing to advise you on your 
decision, help you with choosing the time and venue  
or with compiling a list of possible journalists to invite. 
We should like to stress one thing, however – the 
preparation and running of the press conference is 
entirely your own responsibility; we can only act in an 
advisory capacity. 

You should, at any rate, advise us of the time and 
location of your press conference before sending out 
invitations. 

There are two reasons for this. Firstly, here in the Press 
Department we coordinate the timing of the press 
conferences taking place during an exhibition. If, for 

7.4 Press planners
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instance, we realise that two companies are running  
a press conference at the same time – which happens 
frequently with exhibitions where there are 500 or more 
exhibitors – then these companies are immediately 
notified of the clash and it is suggested that one of the 
press conferences takes place at a different time. This 
procedure is very important both for the companies 
planning the press conference and for the journalists. 
Secondly, the date and time of the press conference is 
published in the press planner, which journalists use for 
planning their days at the exhibition. We also announce 
the time and venue of press conferences in the press 
center on the day they are actually taking place. 

Just as we ask you to notify us as to when and where 
your press conference is due to take place, we also ask 
you to give us the names of one or several employees  
in your company who will be available to talk to 
journalists throughout the exhibition. These details will 
appear in the press planner and ensure that journalists 
who are interested in your product are looked after 
professionally and are not hastily dealt with. We have 
already stressed that the appointed 

company press officer 

should of course have an excellent knowledge of the 
company and be quite capable of dealing with critical 
questions. 

Almost every journalist who visits an exhibition comes 
to the Press Center. As an exhibitor you can take 
advantage of this facility by hiring a press pigeonhole in 
which to display your press releases or press folders. You 
can also find this order form in the online order system.

The pigeonholes are situated just inside the entrance of 
the Press Center, in alphabetical order, displaying the 
name of the exhibitor. 

You may only leave press material in these press 
pigeonholes – under no circumstances may brochures 
or photos for advertising purposes be left. 

If your press information is available in several 
languages, you should hire the appropriate number of 
pigeonholes and label them accordingly. By using these 
press pigeonholes you have a chance of catching the 
attention of journalists and informing them about your 
products outside your exhibition stand.

7.5 Press  
pigeonholes



Journalists who would like to attend an exhibition in 
Düsseldorf receive a press pass – but only when they 
have been able to identify themselves as representatives 
of the press. 

Press passes are only issued upon presentation of 
valid press identification or authorisation from the 
publishing house. 

This is not always easy for us. We are fairly strict about 
who we issue press passes to and about recognising the 
various forms of identification. For you, this is a 
guarantee that those journalists who come to your stand 
with a Messe Düsseldorf press pass are worthy of your 
professional support. The media representatives who 
work for us are, without exception, first rate. Over the 
years this has led to particularly high standards of 
reporting, especially in the trade press. This situation 
should continue and if possible be improved still further. 
“Quality counts”. This is true not only of our events, but 
also of our press work. So, when a representative of the 
press presents himself at your stand, please check that 
he has a valid Messe Düsseldorf press pass or one of our 
annual press passes. This is what the two press passes 
look like: 
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As no accreditation system is perfect, the Press 
Department requests that you do the following: if you 
are not sure whether the person presenting the press 
pass really is a journalist or it emerges he/she is an 
advertising salesperson, inform the appropriate Messe 
Düsseldorf Press Office. We will look into the situation. 
Generally, however, every accredited journalist is an 
important partner. Both for us, so that we attract the 
publicity we want for a particular exhibition, and for 
you, as you strive to draw attention to your company and 
its products, which will lead to the business success you 
desire. 

Make use of the fact that many members of the media 
carry their press pass quite visibly. Approach them, offer 
them your press folders and talk to them factually about 
the new products your company is exhibiting. Such 
unplanned meetings can result in valuable contacts.  
Do not lose hope, however, if a journalist shows no 
interest. In the diverse world of the press, journalists  
are often only responsible for particular sections of an 
industry and are consequently only interested in 
particular aspects of an exhibition. 
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Messe Düsseldorf offers its accredited journalists an 
extensive service – one of the reasons why we apply 
such strict standards for accreditation. In the Press 
Center, to which only members of the media can gain 
admittance, trade and business information is available 
on the exhibition and its participating industries, 
together with announcements about congress sessions, 
seminars and special events, photo material, exhibitor 
reports, press planners and catalogues. Fully equipped 
work rooms are also available with telephones, fax 
machines and computers with Internet connections, 
guaranteeing a quick link-up to editorial offices around 
the world. 

If desired, the Press Team can also put journalists in 
touch with interview partners and industry experts for 
background discussions. Last but not least, journalists 
use the Press Center to take a break in the course of a 
strenuous day at an exhibition, to chat with colleagues 
from Germany and abroad, or simply to grab a bite to 
eat. 

For the electronic media too, trade fairs in Düsseldorf 
are quite an event. The requirements of this form of 
media are naturally quite different from those of the 
print media, the printed press. Radio depends on 
interesting new ideas and interviewees. For the 
television editor, not only the novelty value of a product 
but also its visual appearance is of great importance.  
A comparatively unattractive stand and an object that is 
unsuitable for presentation on television are hardly 
going to motivate a television crew to make a report.

Remember the high PR value of a television or radio 
report. Even if it means some additional effort on your 
part, assist the TV reporters and photographers.

Be cooperative, get the stand ready and make their 
task easier. 

Any costs that may arise will be more than counter-
balanced by the impending benefits. 
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Commercial radio and television stations represent a 
 special case amongst the electronic media. Mentions on 
commercial radio and television are not necessarily 
intended as news items, but are often pure advertising 
slots. This means that visitors with a Messe Düsseldorf 
press pass may actually be people  selling TV airtime. 
Every exhibiting company must decide for itself whether 
an advert would be worth the expense. 

Here are a few tips from the Messe Düsseldorf Press 
Department in the event that a representative of a 
commercial broadcasting company visits your stand: 

–  Commercial stations often have their programmes 
made by independent production companies. So find 
out what programme the report is to be used for. Ask 
to see the production contract from the station. 

–  Assuming you have agreed to do the production, draw 
up a proper “purchase agreement” containing the 
following information: 
a) broadcaster  
b) name of the programme and  
c) date and time the programme is to go on the air. 

–  Find out the viewing figures for the programme or 
channel (size of audience). 

Spots on commercial TV are, of course, expensive. A TV 
advert is bound to cost the equivalent of several thousand 
euros. So check carefully beforehand whether it’s really 
worth the expense for your company or your product. 

Editorial work conducted by the various media is generally 
kept separate from the advertising side. Companies  
also entrust press relations and advertising to different 
agencies – for good reason.

The following principles apply:

–  Magazines and newspapers live from the advertising  
of their customers. Sensible and long term editorial 
reporting is only possible for those forms of media 
which are financially secure. For this reason alone, 
advertising publicity is absolutely essential. 

–  An advert is ideal for supporting an editorial statement 
as it can increase awareness about the products 
discussed. 

–  Having said that, advertising and editorial work  
have different aims and must therefore be used 
independently from one another. An advert can  
support editorial  content but cannot, of course, 
replace it, nor can an article act as a substitute for  
an advert. 
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It is not usually the case, but it does happen that ad 
placements are conditional on editorial reporting and 
vice versa. It’s up to you to decide whether you want to 
advertise your company in this way. However, please 
take the following points into consideration:

Readers are potential customers and buyers of your 
product who, particularly in the run-up to a trade fair, 
want to find out in good time about the market that is 
of interest to them. They only buy and read the journal  
if they are certain that the technical knowledge and 
critical judgment of the (trade) journalists who obtained 
and processed the information was the main factor in 
the selection and presentation of the editorial coverage. 
If that confidence is lost, this is extremely damaging 
both to the exhibitors and the publications, and it may 
prove extremely difficult to restore that confidence. 

As an exhibitor, you should do everything in your power 
to ensure that the editorial teams are able to remain 
neutral in their reporting. In the medium and long term, 
this is the best policy for all concerned. Press and 
publicity work must take a long view if it is to be 
successful. 

In this connection, here’s another request from  
Messe Düsseldorf’s Press Department:

Normally, only accredited journalists are issued press 
passes. If an unauthorised person should happen to  
slip through the net, please don’t hesitate to let the 
relevant Press Office know (you can find the names and 
telephone numbers in your participation pack and 
exhibitor pack or on the Internet), as the Press 
Department is keen to filter out people of this sort. 

Numerous magazines and newspapers bring out a variety 
of different enclosures, inserts, supplements and 
magazines, editions devoted to a particular topic or 
target group. It is therefore quite  normal for the 
publishing house, and not the editorial offices, to make 
you aware of the possibility of advertising. Of course, it 
is up to you to decide. Here are a few questions you 
should ask as a guideline: 

–  What are the circulation figures of the newspaper or 
magazine? 

–  What is the distribution area (international, national, 
regional, local)? 

–  How well known is the newspaper/magazine? 
–  Is the indicated target group interesting and big 

enough for your company and your project? 
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–  If you are dealing with technical supplements:  
does the topic really cover your product range? 

–  If the magazine/newspaper is circulated abroad, is the 
country or region in question a target market for you? 

–  Will the subject be thoroughly, sufficiently and 
professionally prepared? 

–  How much will it cost? 

If you are convinced that this sort of investment will pay 
off for your company, do not hesitate to accept the 
appropriate offers. 

The article that ultimately appears in the newspaper 
does not always precisely reflect the intentions of the 
originator, in other words, you may feel that you have 
been misunderstood or misinterpreted. The journalist 
may have a different opinion from the company and view 
its product in a less favourable light. What can be done 
in a case such as this? 

Remember:  the main characteristic of a free, 
 independent press is that no one dictates what side it 
should be on! So it is worth considering to what extent 
the opinions put forward are correct and justified, 
whether the company’s own product description was 
over-positive, and the company was a bit too keen to 
blow its own bugle (over-liberal use of superlatives –  
the best, greatest, most attractive! Unique! Global 
innovation! etc. – just encourages journalists to take a 
closer, more critical look). 

If you still feel that you’ve been given a raw deal, the 
first thing to do is to contact the editor concerned. 
Calmly point out that the matter could be seen from a 
different angle and try to resolve the matter amicably, 
i.e. by calling on the principle of journalistic fairness. 

This is also the best approach if the report in question 
has spread false information about the product or  
if the meaning of the report was so distorted due to 
serious transmission problems, misunderstandings or 
typographical errors that virtually no reader would 
choose to buy the product. 

If you leave it to the editorial team to decide how they 
are going to rectify their mistake, it not only causes  
less of a drama, but also prevents confrontation, which 
always has harmful consequences for whoever is on the 
receiving end. If you find yourself in an – admittedly 
annoying – situation of this sort, remember that press 
work and PR are also based on trust. It’s hard to put 
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back together broken china. Only if goodwill gets you 
nowhere and you’ve tried every possible means of 
coming to an amicable agreement, or the person you’re 
dealing with is being uncooperative, you can, as a last 
resort, fall back on press legislation and demand that 
your view be published. Remember that you can’t 
demand a correction if the author has merely expressed 
an opinion – you can only get “inaccurate facts and 
assertions” corrected. 

However, this course of action should only be taken in 
exceptional circumstances. 

Not all interviews are the same, and just as there  
are  different media, there are also vastly differing 
interview techniques and methods. It is possible to 
distinguish four different types of interviews in our field: 

a)  an interview in a trade journal 
b)  an interview in a daily newspaper or the  

business press 
c)  a radio interview and 
d)  a television interview. 

Types a) and b) are often not interviews at all in the 
sense of an actual question and answer session. The 
 editor will want to know about the product range, product 
or company policy or want a written response on a 
specific, potentially sensitive subject (such as ecology). 
If it really is an interview, it is either the company 
spokesperson or, ideally, a member of the management 
who gives this interview during the exhibition, or at the 
office, either before or after the event. 

However, it’s important always to be aware that, with a 
verbal interview, you are definitely taking a risk – you 
could easily say something you didn’t mean to say. 
Sometimes, editors (usually of trade journals) let you 
read through the interview text again to check the 
factual content. Make the most of this opportunity. 
Otherwise, you should trust the journalist to fulfil his 
duty of accuracy. In Germany, editors are obliged to 
submit interview texts (when done in question and 
answer format) for approval by the interviewee. If you 
decide to make use of this opportunity, remember that 
you should only make changes to the text to rectify 
mistakes or prevent misunderstandings. Please do not try 
to make stylistic or linguistic changes – the meaning 
should already be clear. If you are not sure what to say, 
it’s better to be aware of the possible consequences and 
avoid saying something you might later regret. 

34

9.6 Tips for  
interviews



Radio and television interviews are a different matter. 
There are fewer opportunities to give interviews of this 
sort, but when an opportunity comes along, you need to 
be on the ball! Everything you say into a microphone 
or on camera stands on record. And even more so, if 
the interview is live!

So: 

–  Prepare thoroughly! 
–  Run through the questions with the editor in advance. 
–  Find out the context in which the interview is to be 

broadcast. 
–  Determine whether you will be able to state your 

position in the time allowed.
–  The most important point should be made at the start 

of the statement. Short sentences heighten the impact 
and ensure that you don’t lose the thread.

–  Avoid technical jargon and flowery phrases – the 
listeners or viewers need to be able to understand you.

–  Give your statement standing up – you can breathe 
more easily that way! 

–  One of the main factors that brings radio to life is 
alternating voices, so keep your statements brief and 
to the point. 

–  Speak calmly and fluently, but don’t sound indifferent. 

For television interviews, you should also think about 
the following: 
–  If possible, wear a spot of make-up. A shiny forehead 

does not give a good impression on the TV screen! 
–  Check your hair and also that your suit, socks, tie or 

dress are in order. 
–  Stand still and don’t shift about constantly. Also, don’t 

let your eyes wander in all directions. 
–  If you are sitting down for the interview, don’t lean 

back. It may make you seem arrogant. 

The interviewer will tell you any special things you will 
need to know, so run through all the details with him. 
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Below you will find a model time plan for your press 
work. Different events and products require different 
time allocations, something to bear in mind when 
budgeting your time. Your individual company press 
concept will also have a decisive influence on your time 
plan. If, for example, you want to incorporate the 
foreign press into your campaign, you must allow for 
more time (and also a bigger budget). 

Our model gives a rough framework of all the steps 
necessary for successful press work at trade fairs. These 
can be adapted to suit individual requirements. 

12 months before: 

–  Compile a relevant press list, check and update all your 
old addresses. If necessary, refer back to the address 
suppliers mentioned above. 

–  If you have foreign representatives, ask Messe  
Düsseldorf for the dates of activities in the relevant 
countries and circulate them to your agents abroad. 

–  Establish quite unequivocally who is to be the  
company press officer for the exhibition. (If you  
plan to give the task to an agency, now is the time  
to get the ball rolling!) 

6 months before: 

–  Compile some initial basic information for the trade 
press. 

–  Draw up the first rough outline of your press work 
 programme for the exhibition (game plan). 

3 months before: 

–  If you already have important information for the 
trade press, hold a press conference announcing your 
participation in the exhibition. 

–  Inform the trade press, for pre-exhibition reporting, 
about any new products. 

–  Fix a date with the Press Department at Messe 
Düsseldorf for your press conference during the 
exhibition (double-check justification). 

–  Hire a press pigeonhole in the Press Center at Messe 
Düsseldorf. 

–  Inform the Press Officer at Messe Düsseldorf of the 
name of your company’s spokesperson. 

–  Prepare your press folders. 
–  If required, have any translations done; at a minimum, 

material should be available in German and English. 
–  Have good press photos taken of your products  

(no amateurish attempts). 
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3 to 4 weeks before: 

–  Invite the trade and business press to your stand or 
press conference at the exhibition.

2 weeks before: 

–  Inform the regional and local daily press of your 
participation in the exhibition and provide them with 
all the relevant information.

–  Consider hiring a press clipping service to monitor 
media coverage of your company.

–  Check once more that everything is ready (press 
folders etc.).

–  Inform the Messe Düsseldorf Press Officer if you can 
offer visually appealing motifs for the photo session 
the day before the show opens. (Please remember your 
stand must be presentable!)

1 week before through to the end of the exhibition: 

–  Inform the Messe Düsseldorf Press Department of  
newsworthy items, curiosities or interesting events 
(e.g. visits to your stand by VIPs) for the “Messe-Splitter” 
(the exhibition column for the daily press). 

After the exhibition: 

–  Scan the press for any coverage. 
–  Make sure you follow up promises made on the 

exhibition stand to journalists with special requests 
(e.g. information material, case studies, statements, 
interviews) as soon as possible after the exhibition or 
advise them as to when they can expect the information. 

–  Send all journalists who did not visit you at the stand 
a press information folder. 

–  Send journalists your own final report on your 
participation at the exhibition. Write to all those 
journalists who did visit your stand thanking them for 
their interest. 

–  Press coverage creates ripples in the form of reader 
enquiries, either individually or through the reader 
enquiry services. Make sure that these enquiries are 
responded to promptly, competently and thoroughly  
with sound information. Stay on the ball! Every 
contact that is not followed up could be a sales 
 discussion prematurely broken off. Not to mention  
the loss of image. 

–  Stay in contact with the media until your next exhibition 
at Düsseldorf and do not neglect to include “your” 
journalists when sending out invitations to the next 
show. 
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10.2 Checklist for 
Press conferences

Press conferences To be arranged Completed

1. Proposed dates dependent on:
1.1 Availability of key speakers
1.2 Editorial focus/ 
 availability of journalists

2. Programme
2.1 Topic
2.2 Choice of speakers
2.3 Order of speeches
2.4 Arrangements made with key speakers
2.5 Appointment of discussion leader

3. Choice of venue
3.1 Size of room
3.2 Seating arrangements
3.3 Hospitality
3.4 Lighting
3.5 Electrical connections
3.6 Cloakroom
3.7 Telephone

4. Plan of costs

5. Ensure booking of venue

6. Press invitations
6.1 Invitations/reply cards
6.2 Follow-up/phone or e-mail

7. Personnel
7.1 Hostesses
7.2 Technical service staff
7.3 Interpreter

8. Visual aids
8.1 Posters
8.2 Diagrams
8.3 PowerPoint
8.4  Videos
8.5  Multimedia 
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Press conferences To be arranged Completed

9.  Time schedule for all participants

10.  Press folders
10.1  Press releases
10.2  Statements
10.3  Press photos
10.4  Brochures
10.5  Programme of events
10.6  Illustrations
10.7  Establish necessary circulation figures
10.8  Arrange for copy (artwork)/printing
10.9  Produce CDs or USB sticks
10.10  Assemble press folders
10.11  Press gifts

11.   Sending out press folders to those  
journalists who did not attend but  
are known to be interested.



10.3 Sample 
press release 
(short company 
profile)
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News / Press Releases

Messe Düsseldorf GmbH
Press Team
Messeplatz
40474 Düsseldorf, Germany
Fax +49(0)211/4560-85 48

Hotline Password / OOS (Online-Order-System):
Tel. +49(0)211/4560-400

Please fax
or send  

Questions?

Pr
es

s 
Se

rv
ic

e

F
01

2011

F 01
GB

Order form

SAMPLE
This service is free of charge. Professionally phrased facts with no advertising pitch will get your circulation going. 
Changes can be made whenever you would like to do it.
We recommend web authoring of your press releases in both German and English.

News / Press Releases can be loaded up to the internet.!

Event

Hall/Stand number

F_neutral_Muster_GB_F_neutral_GB  29.03.11  15:31  Seite 1

10.4 Messe  
Düsseldorf  
press forms
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Announcements for Journalists in the Press Guide

Name of the company

Street

Postcode and city

Country

VAT ID

Contact

Telephone

Telefax

Email

+

+

Messe Düsseldorf GmbH
Press Team
Messeplatz
40474 Düsseldorf, Germany
Fax +49(0)211/4560-85 48

Hotline Password / OOS (Online-Order-System):
Tel. +49(0)211/4560-400

Please fax
or send  

Questions?

Order online! https://www.oos.messe-duesseldorf.de > Order Forms > Press Service!

Pr
es

s 
Se

rv
ic

e

F
02

2011

F 02
GB

Order form

Event

Hall/Stand number
Your information will be published in the Press Guide. This service is free of charge.
The Press Guide is an important tool for journalists.

Contact Person for Journalists at the Stand
Our contact person for journalists at the stand is: (The telephone number and the email address will be published in the Press Guide.)

Name

Mobile telephone

Email

Name

Mobile telephone

Email

+ +

Press Conference
We would like to hold a press conference, organised by ourselves:

Date

Subject:

Time Venue (Hall/Stand/Conference Room CCD.)

Please give us your preferred dates well ahead of time. Coordinate the dates and time as soon as possible with the Press Office in order to avoid 
overlapping with press conference of other exhibitors, otherwise we cannot present it in our press-planer. Messe Düsseldorf merely passes on the press
conference dates. The exhibitors themselves are responsible for all organizational tasks (room rental, catering, etc.).

Special Event at Your Stand
We will organise the following event(s) at our stand:

Date

Event(s):

Time

SAMPLE

F_neutral_Muster_GB_F_neutral_GB  29.03.11  15:31  Seite 2
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Press-pigeon-hole

Name of the company

Street

Postcode and city

Country

VAT ID

Contact

Telephone

Telefax

Email

+

+

Messe Düsseldorf GmbH
Press Team
Messeplatz
40474 Düsseldorf, Germany
Fax +49(0)211/4560-85 48

Hotline Password / OOS (Online-Order-System):
Tel. +49(0)211/4560-400

Please fax
or send  

Questions?

Order online! https://www.oos.messe-duesseldorf.de > Order Forms > Press Service!

Pr
es

s 
Se

rv
ic

e

F
03

2011

F 03
GB

Order form

Event

Hall/Stand number

SAMPLE
The press-pigeon-holes can be used for the entire trade fair for the purpose of leaving information material for journalists. 
You will be billed for this service after the fair.

Exhibitors are responsible for placing material in their pigeon-holes.
We recommend daily restocking. 
At the end of the last day of the fair, Messe Düsseldorf will discard all material left in the pigeon-holes.

Press-pigeon-hole at the Press Centre Size Price plus VAT Quantity

 
35 x 25 x 10 cm € 50. –

F_neutral_Muster_GB_F_neutral_GB  29.03.11  15:31  Seite 3
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Trade Press List

Name of the company

Street

Postcode and city

Country

VAT ID

Contact

Telephone

Telefax

Email

+

+

Messe Düsseldorf GmbH
Press Team
Messeplatz
40474 Düsseldorf, Germany
Fax +49(0)211/4560-85 48

Hotline Password / OOS (Online-Order-System):
Tel. +49(0)211/4560-400

Please fax
or send  

Questions?

Order online! https://www.oos.messe-duesseldorf.de > Order Forms > Press Service!

Pr
es

s 
Se

rv
ic

e

F
04

2011

F 04
GB

Order form

Event

Hall/Stand number

SAMPLE
The trade press list gives you a general overview of the international press scenario. 
It has been compiled from analyses of Messe Düsseldorf’s own press lists and does not claim to be fully comprehensive. 
This service is free of charge.

Trade Press List
You can download the trade press list at: http://www.oos.messe-duesseldorf.de > Order Forms > Press Service
or send a mail to OsahonU@messe-duesseldorf.de (the service is free of charge and it is only handled by e-mail).  

F_neutral_Muster_GB_F_neutral_GB  29.03.11  15:31  Seite 4



Messe Düsseldorf GmbH 

Postfach 1010 06

40001 Düsseldorf

Germany

Tel. +49(0)211/45 60-01

Fax +49(0)211/45 60-6 68

www.messe-duesseldorf.de

info@messe-duesseldorf.de

Basis for
Business


	Contents
	Imprint
	Foreword
	1. No need to  be afraid of the press, or . . .  journalists are only human!
	2. What must be done . . .
	2.1 Who should be responsible for press work?
	2.2 Working with a PR agency
	2.3 Keeping your press officer informed

	3. The right information for every target group
	3.1 Trade press
	3.2 Financial and business press
	3.3 Electronic media
	3.4 Regional press
	3.5 Online media
	3.6 Welcoming journalists to the exhibition stand

	4. The tools for your press work
	4.1 Press lists
	4.2. Press services
	4.3 Sending your news: print or online?
	4.4 Press releases
	4.5 Press photos
	4.6 Press folders
	4.7 Online press information
	4.8 Press conferences
	4.9 Press gifts
	4.10 Press clippings

	5. Post-exhibition evaluation and success analysis
	6. How the Press Department at Messe Düsseldorf operates
	What’s the point of it all?

	7. Our services for you
	7.1 Trade press list
	7.2 Product reports
	7.3 Photo sessions/Television reports
	7.4 Press planners
	7.5 Press pigeonholes

	8 Accreditation of journalists
	Annual press pass
	Exhibition press pass
	8.1 Services for journalists

	9. Tips for special media situations
	9.1 Electronic media: Television/Radio
	9.2 Commercial radio/Commercial television
	9.3 Editorial and advertising
	9.4 Special cases: enclosures, inserts, supplementary brochures, specialised issues
	9.5 Differences of opinion
	9.6 Tips for interviews

	10. Appendix: checklists for your press work
	10.1 Model time plan for communicating with the press before an exhibition
	10.2 Checklist for Press conferences
	10.3 Sample press release (short company profile)
	10.4 Messe Düsseldorf press forms


