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In today’s media-saturated and design-savvy marketplace, a
company’s image is just as important to its success as the quality of
the product or service it provides. Top companies dedicate a consid-
erable part of their resources to creating a strong corporate image
that sets them apart from competitors. Increasingly, this includes
developing a strong presence at industry trade fairs, which play an
important role in attracting potential clients. This situation has led
many companies to engage the services of some of leading names
in architecture and design when planning their stands, and to the
birth of a new hybrid discipline combining cutting-edge elements of
both marketing and spatial design.

Designing a stand is a new kind of challenge for architects and
designers. It requires them to transmit the essence of a company in
a much smaller scale and time frame than traditional architecture,
allowing them to experiment and propose unusual and innovative
solutions. In order to be successful, a stand must balance a striking
and eye-catching design with perfectly reflecting the company’s prod-
ucts and image. The nearly 40 stands in this collection have been
selected according to this criteria. Some of the most innovative ar-
chitectural work being done today is illustrated here, with designers
using unusual materials and the latest technology to differentiate
their designs and create a lasting impression in a short time.
Ranging from modest one-room stalls to sprawling, multi-story stands
and representing industries as diverse as jewelry, automobiles, con-
struction materials and furniture, this collection surveys the spec-
trum of stand styles, from the simple and classy to high-tech or ex-
perimental designs. It includes the work of some the most respected
and brilliant professionals and design groups, such as Kauffmann
Theilig & Partner, Quinze & Milan, Think Kubik, Zeeh Bahls and
Michael Young. We hope this overview of the most interesting work
being in this rapidly evolving field will be a source of insight and
inspiration for the reader.
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Every year the ‘Who's Who' of commerce meet at the Euro Shop Fair in
Diisseldorf, with 1,500 exhibitors and around 95,000 visitors, the world’s
biggest trade fair for the investment needs of traders. To sell the secrets
of good trade and display communication, you have to lay those same
rules. Fairnet’s new marketing strategy is an example.

Fairnet was aware that potential clients failed to recognize the company’s
major asset, integrated solutions from a single source. The complexity
of Fairnet’s backgriund network meant many clients had a vague image
of what Fairnet really was.

Martin Buhl-Wagner, Fairnet’s representative, explains the steps they
followed to develop the brand strategically: “Fairnet needed a friendly
and recognizable key image associated with positive emotions; an im-
age combining all of Fairnet’s assets but not existing previously in this
industrial sector, thereby differentiating Fairnet from its competitors.
The corporate design was revised. The color green remained central to
Fairnet but was complemented with silver-the color of jewelry-and some
secondary colors.

The creative strategy was based on emotional key images with a *hu-
man touch’, to represent the brand’s promise to its clients, that every-
thing will work smoothly, irrespective of how many of Fairnet’s services
are used.

The new slogan 'l run Fairnet’s got the management and the employees
exited.”

Interaction with clients at fairs and exhibitions is vital to integrated
communication. At Euro Shop, Fairnet adapted a previously successful
presentation to their new communication line. Based on the same ‘foun-
dations’-a terrace-like structure consisting of three platforms on differ-
ent levels — a completely different structure was built. The shell consists
of a series of square atuminum frames revolving around a fictitious cen-
tral axis of adjustable height, covered by a translucent, web-like
membrane.

In addition to the long information and drinks bar, which has already
stood the test of time, small apples made of marzipan are served at an-
other bar. Visitors can watch screen presentations at terminals or the
film on Fairnet’s range of services, their network and their references.
The other slogan “Success comes when everything fits” expresses
Fairnet’s way into a future of integrated trade fair and display commu-
nication strategies, a challenge to the enterprise and an inspiration to

their competitors.
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The stand designed for Sacresa, the leading real estate company, occu-
pied a surface area on the ground floor of 264sqm, plus 110 sqm more on
the floor above, totaling 374 sqm of usable space, located at one end of
the trade show building. This provided an almost blank rear wall with
slit openings, while the other three walls remained open to the public.
The brief was clearly defined: to occupy the ground floor with the at-
tendance area for the general public, with the scale models of the build-
ings under promotion, plus a service space with a storage room and a
kitchen. The floor above had a meeting room able to accommodate 10
persons with their audiovisual equipment, and a conversation lounge
with several different areas.

The whole construction consisted of a steel structural frame of support
members and beams, totally clad in reusable timber. A white T-shaped
volume rested on a series of bridges over the steel structure. Its fully

glazed side were a perfect viewpoint over the whole trade show. The

ceiling consisted of closely spaced wooden beams that concealed the

lighting fixtures; a black, sprinkler-compatible fabric enclosed the space
from above.

To orchestrate visual access between the two floors, designer Ignasi
Bonjoch laid a network of swiveling aluminum slats over the steel sup-
porting structure, thereby projecting a pattern of light and shadow onto
the black carpet of the floor below, like a sun screen. Little spotlights
were placed between the slats, to illuminate the scale models, displayed
on mirror-clad plinths.

The longitudinal disposition of the ground floor was only broken the by
three transversal lines, that formed a narrow path or aisle across the space.
The aisle’s mirror clad walls displayed a selection of photographs of
Sacresa’s most significant buildings. The reflections and counterreflections
created a feeling of infinity, enveloping the visitors in a multiplicity of

images, underlined by the red floor-carpet in this area.
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