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PREFACE |

How will trade fairs, exhibitions and interiors be
designed in the future? If we look at the situation in
a wider economic context, we can establish that the
strategic direction of trade fairs and showrooms is
being increasingly steered towards more emotional
parameters, a trend that has long been recognized in the
premium segment of the automotive and electronics
industries, for example.

Consumers' purchasing behavior is increasingly being
influenced by design. Companies that strategically use
design in a brand’s marketing mix do so by ensuring
cross-disciplinary processes between product and
communication design. Not add-on, but rather add-
in philosophies transform this strategy into superbly
designed products that can be presented in unique,
three-dimensional spaces.

A trade fair or showroom is an extremely important
medium that serves as a primary interface for consumer
experience in the product context. Unlike virtual
information, the sensory perception of consumers
here is greatly enhanced by direct tactile, auditory and
visual reflections. Another very important emotional
level also comes into play: the interaction and verbal
communication between humans.
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These parameters are crucial for creating a three-
dimensional brand presence. Designers and architects
are conferred with the task of integrating this presence
into communicative brand spaces so that the brand and
its products can be experienced. The aim of design in
exhibition stands, showrooms and retail spaces today
is not to achieve the often purely personal, artistic,
formalistic interpretation of the third dimension, but
to create a broader creative expression of a company’s
brand identity with all of its facets. This demands high
complexity in the design process and requires the
designers involved in the design and planning process
to have a very broad focus. The direct interplay between
the disciplines of architecture, interior and product
design, communication and, media design is therefore a
prerequisite for the creation of a holistic brand presence
in a particular space. This is practiced in an impressive
manner by leading design agencies and architects and is
documented in this book.

Projects that already reflect this in an innovative
way set the standard for future design concepts in
global exhibition and interior design. Look forward to
discovering interesting projects in this publication, and
allow yourself to be inspired.
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We live and work in a digitalized reality. Communication
frequently takes place in online networks. Commerce is

translocated to online shops. Traditional and digital realties

are not alternatives, but one. Virtual reality re-enacts and
extends our daily routines. It's a world in which we meet our

friends, we put items into our shopping carts, and execute

creation of spaces for face-to-face-communication and

interaction via technical devises at the same time, collecting
our work tasks. We were given a kaleidoscopic construction
kit that seems to offer unlimited possibilities.

information playfully and engaging with the products on
display in a realistic scenario. Exhibitions have grown from
being mere points of product display to interactive micro-

cosmoses that encourage exploration and thus experience.
Yet, how did these developments impact our senses? Are

we in danger to adopt a visual tunnel view? What are our
points of references in the big data infinity?

Haptic factors, return to materiality, for instance the
To start with the last question first: Brands have become an

orientation ever since industrialization has turned on the

choice of material, influence the visitors' impressions of a
wheel of overabundance. With more and more products

brand and are useable to mediate brand values, such as
quality and aesthetic. Psychologists argue that emotional

experiences are crucial in the process of memory formation.

The fact that visitors can set foot into the world created
entering the market at rapid speed, the information

overflow was set in motion. Here, the concept of brands
made goods distinguishable, recognizable and delivered

for and around the brand, supplies them with a multitude
information about product attributes, price and quality.

of sensual stimuli. In accessible rooms a magnitude of

instruments is attentively arranged for this purpose.
From then on, the speed in which we receive, process, and

Things that fascinate us are the ones we remember
reply to information has accelerated constantly, making it
even harder for distributors to bring their brand information

is needed, information on multiple levels, something that
remember.

towards potential costumers. Therefore, something more
captures us, stimulates our senses, a true experience we will

the most. In order to achieve fascination many solution
nowadays try to combine as much virtual reality as possible,
leaving the consumers and users in a world scarce with real
experiences and emotions. Spatial Communication can

offer a mechanism that revives the emotionality, the style

or the simplicity of a brand. At the same time we improve
Excellent Exhibitions can satisfy this human need by

in accordance to cultural and technological changes, we
are some of the few industries able to preserve the aspects
feelings. Fascinating!

significant to our humanness, our body with its senses and
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