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Methods of exhibitors‘ survey

• Conducting written exhibitors‘ survey during the last days of Automechanika Argentina.

• Distribution of the questionnaires to the stand managers of all exhibition stands, which means to all exhibitors.

• Capture and data analysis of 338 interviews.
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Comment : 

For questions based on views and opinions the scale of points are ranging from

1 = exceptionally satisfied to 5 = dissatisfied 

and are summed up as following:

Scale points 1 and 2: TOP-Box (assessment very satisfied/blue colour)

Methods of exhibitors‘ survey
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Scale point 3: MIDDLE-Box (assessment satisfied/green colour)

Scale points 4 and 5: LOW-Box (assessment less satisfied/red colour)
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30%

68%

1.1 Company‘s headquarter
Exhibitors at Automechanika Argentina 2008

other country

Does your company have a sales organisation 
in Argentina ?Where is your company´s headquarter?

Argentina

yes
(2006: 27%)
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66%

68%
31%

other country
(2006: 27%)

no
(2006: 64%)

no data

(2006: 72%)



70

39

77

37

1.2 Economic sector 
Exhibitors at Automechanika Argentina 2008 

Industry/manufacturer

Commerce
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10

37

7

0 20 40 60 80 100 in %

2006

2008

Several answers possible

Service/organisation/association



74

76

74

72

1.3 Origin of the visitors on the booth 
Exhibitors at Automechanika Argentina 2008 

from all regions of the country

also from neighboring countries
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15

72

26

0 20 40 60 80 100in %

2006

2008

Several answers possible

primarily from the areas close to the trade show city
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2.1.1 Objectives of show participation 
Exhibitors at Automechanika Argentina 2008 

81

63

48

36

20

19

Initiating new business relations

Cultivating existing business relations

Presenting innovations, new developments

Obtaining an overall impression of the market situation

Exchanging experience

Passing on specialist knowledge
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18

16

12

11

0 20 40 60 80 100 in %

Showing, discussing product variants

Preparing conclusions of sale

Comparing competitors

Attaining conclusions of sale at the show

Several answers possible



2.1.2 Objectives of show participation 
Exhibitors at Automechanika Argentina 2008 

83

71

53

33

24

23

77

47

37

42

9

16

Initiating new business relations

Cultivating existing business relations

Presenting innovations, new developments

Obtaining an overall impression of the market situation

Passing on specialist knowledge

Exchanging experience
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18

18

12

11

16

17

11

8

16

0 20 40 60 80 100 in %

Argentina

other countries

Showing, discussing product variants

Preparing conclusions of sale

Attaining conclusions of sale at the show

Comparing competitors

Several answers possible

exhibitors from ...



60
63

55

19510

60

80

100

in %

LOW-Box
MIDDLE-Box
TOP-Box

2.2 Attainment of show participation objectives
Exhibitors at Automechanika Argentina 2008 
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31
2629

0

20

40

all exhibitors Argentina other countries

Scale: 1 = exceptionally satisfied to 5 = dissatisfied

exhibitors from ...



3. Visitor target groups and reaching of visitor tar get groups 
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3.1 Visitor target groups
Exhibitors at Automechanika Argentina 2008 

33

18

17

16

14

15

11

73Wholesale

Craft/car repair shop

Car manufacturing

Production of spare parts and accessories

Car trade (new/used cars)

other retail

Production of vehicle fittings (OEM)

Services
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7

6

8

3

4

5

0 20 40 60 80 100 in %

Service station

Production of garage equipment and tools

Organizations/associations

University/college/polytechnic

Officials/public authorities

others

Several answers possible



25

20

50 13

28

26

42

55 16

Wholesale 73%

Craft/car repair shop 33%

Car manufacturing 18%

TOP-Box LOW-BoxMIDDLE-Box

Reaching of target groups

Target groups

3.2 Visitor target groups and reaching of target gro ups
Exhibitors at Automechanika Argentina 2008 

Messe Frankfurt
Market Research

Walter, Wissler & Partner
Trade Fair Marketing

page 17

25

25

22

48

57

44

13

15

17

48

20

16

0 20 40 60 80 100 in %
Scale: 1 = exceptionally satisfied to 5 = dissatisfied

Production of spare parts and accessories 17%

Car trade (new/used cars) 16%

other retail 14%

Production of vehicle fittings (OEM) 15%



56
49

57
54

52
37

15

24

4
17

9 26

40

60

80

100

in %

LOW-Box
MIDDLE-Box
TOP-Box

3.3 Average reaching of target groups
Exhibitors at Automechanika Argentina 2008 
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23 2123
3026

13
0

20

2006 2008 2006 2008 2006 2008

Scale: 1 = exceptionally satisfied to 5 = dissatisfied

exhibitors  from ...

Argentina other countriesall exhibitors



4. Interest in other Automechanika events 
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23

13

11

10

11

43

15

4.1 In which other Automechanika shows are you inter ested 
in participating?
Exhibitors at Automechanika Argentina 2008 

Automechanika, Frankfurt, Germany

PAACE Automechanika Mexico, Mexico City

Automechanika Shanghai, China

Automechanika South Africa, Johannesburg

Automechanika Middle East, United Arab Emirates

Automechanika Roma, Italy

Automechanika Moscow, Russia

:
Arrgentina: 31%
other countries: 70%

exhibitors from ...
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8

4

4

3

4

0 20 40 60 80 100 in %Several answers possible No answer: 46%

Automechanika / Petroleum Istanbul, Turkey

Automechanika Malaysia, Kuala Lumpur

Automechanika Canada, Toronto

Auto + Automechanika St. Petersburg, Russia

Automechanika Thailand, Bangkok



5. Assessment of services and general conditions

Messe Frankfurt
Market Research

Walter, Wissler & Partner
Trade Fair Marketing

page 21



5.1.1 Assessment of the booth/hall
Exhibitors at Automechanika Argentina 2008 

43

5230

39 18

18

Location/positioning

Booth construction

TOP-Box LOW-BoxMIDDLE-Box

Messe Frankfurt
Market Research

Walter, Wissler & Partner
Trade Fair Marketing

page 22

Scale: 1 = exceptionally satisfied to 5 = dissatisfied

5130 19

0 20 40 60 80 100

Exhibition hall

in %



5.1.2 Assessment of the booth/hall
Exhibitors at Automechanika Argentina 2008 

43

43

52

54

37

30

15

43 14

11

31

27

Argentina

other countries

Argentina

other countries

TOP-Box LOW-BoxMIDDLE-Box

Location/positioning

Booth construction

exhibitors  from ...
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Scale: 1 = exceptionally satisfied to 5 = dissatisfied

54

55

45

11

34

15

21

34

31

0 20 40 60 80 100

other countries

Argentina

other countries

in %

Exhibition hall



5.2.1 Assessment of general conditions and services 
Exhibitors at Automechanika Argentina 2008 

54

52

60

50

51

63

35

27

29

33

33

34

35

57

14

10

8

5

11

23

16

2006

2008

2006

2008

2006

2008

2006

TOP-Box LOW-BoxMIDDLE-Box

Security

Exhibitor Manual

Booth fitting contractor
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23

26

23

25

63

55

53

67

62

12

22

21

10

13

27

29

61

8

0 20 40 60 80 100

2006

2008

2006

2008

2006

2008

in %
Scale: 1 = exceptionally satisfied to 5 = dissatisfied

Date of the show

Support during the show by show management

Trade show hours



5.2.2 Assessment of general conditions and services
Exhibitors at Automechanika Argentina 2008 

64

69

69

65

61

28

15

22

24

24

20

63

7

13

11

8

20

17

2006

2008

2006

2008

2006

2008

TOP-Box LOW-BoxMIDDLE-Box

Duration of the trade show

Official travel agent

Official freight forwarder
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31

26

61

56

53

63

15

16

11

21

19

22

64

25

17

0 20 40 60 80 100

2008

2006

2008

2006

2008

in %
Scale: 1 = exceptionally satisfied to 5 = dissatisfied

Move-in/Move-out

Exhibitor and visitor service overall



5.3 Assessment of general conditions and services 
delivered by the Show venue
Exhibitors at Automechanika Argentina 2008 

54

64

26

19 17

20

TOP-Box LOW-BoxMIDDLE-Box

Cleanliness of facilities

Movement of materials and logistics
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53

15

18

39 46

29

0 20 40 60 80 100 in %Scale: 1 = exceptionally satisfied to 5 = dissatisfied

Catering and snack bar

Parking



6. Overall assessment
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6.1 Assessment of the current economic situation 
Exhibitors at Automechanika Argentina 2008 

56 55 60

192020

40

60

80

100

in %

poor
satisfactory
good
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22 1922

0

20

all exhibitors Argentina other country

exhibitors from ...



6.2.1 Overall assessment
Exhibitors at Automechanika Argentina 2008 

23%

8%
3% 9%

very satisfied
(2006: 20%)

exceptionally satisfied
(2006: 16%)less satisfied

(2006: 4%)

dissatisfied
(2006: 0%)
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56%satisfied
(2006: 58%)

no data
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56

54 58
69

51

22

44

5114
11

40

60

80

100

in %

LOW-Box
MIDDLE-Box
TOP-Box

6.2.2 Overall assessment
Exhibitors at Automechanika Argentina 2008 
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32
26

36
44

36

18

0

20

2006 2008 2006 2008 2006 2008

Scale: 1 = exceptionally satisfied to 5 = dissatisfied

exhibitors  from ...

Argentina other countriesall exhibitors



6.3 Overall assessment concerning ...
Exhibitors at Automechanika Argentina 2008 

45

53

42

57

46

54

14

21

45

16

16

18

26

25

19

18

11

52006

2008

2006

2008

2006

2008

TOP-Box LOW-BoxMIDDLE-Box

Total number of visitors

Reaching of the relevant visitor target groups

Competence/decision-making authority
of the visitors
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8

39

38

52

39

39

49

22

37

7

9

8

23

34

21

0 20 40 60 80 100

2008

2006

2008

2006

2008

in %Scale: 1 = exceptionally satisfied to 5 = dissatisfied * New item in 2008

Number of new contacts*

Order/investment activity of the visitors

Image/advertising effect for the company



22%

5%

39%

6.4.1 Participation at Automechanika Argentina in fu ture
Exhibitors at Automechanika Argentina 2008 

possibly
(2006: 16%)

probably/certainly not
(2006: 1%)

certainly
(2006: 50%)
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32%
most likely

(2006: 32%)

no data



6.4.2 Participation at Automechanika Argentina in fu ture
Exhibitors at Automechanika Argentina 2008 

35

35

22 28

44

34

57

175 9

40

60

80

100

in %

probably/certainly not
possibly
most likely
certainly
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44

26
33

0

20

40

2006 2008 2006 2008

exhibitors  from ... Argentina other countries



7. Visitors advertising
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7.1 Visitors advertising
Exhibitors at Automechanika Argentina 2008

56

31

32

65Printed invitations

Electronic invitations

Website Ads

Personal visits

What type of promotion did you use to advertise you r participation and 
invite your customers/prospects to Automechanika Ar gentina?

Argentina: 78%
other countries:: 39%

exhibitors from ...

Argentina: 35%

exhibitors from ...
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31

11

4

13

0 20 40 60 80 100 in %

Personal visits

Press campaign

Telemarketing

other

Several answers possible

Argentina: 35%
other countries: 24%


