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1. General exhibition statistics 

 

The 66th IAA Commercial Vehicles drew over 2,000 exhibitors from 52 countries who pre-

sented their innovations on the show grounds in Hannover from September 22 to 29, 

2016. The IAA recorded 2 percent more visitors and occupied more space than it did two 

years ago: its 270,000 square meters represented the second-best result since the IAA 

Commercial Vehicles became a separate exhibition. This further underscored and consol-

idated the IAA’s position as the world’s most important trade fair for transport, logistics 

and mobility, and this was also reflected in the increased proportion of exhibitors from 

abroad, which reached 61 percent. 

 

In short, the 66th IAA Commercial Vehicles produced very positive overall results. Table 1 

summarizes the most important indicators for the IAA 2016 and compares them with the 

previous events. The following sections of this final report outline the press and communi-

cation activities and provide an evaluation of the surveys of visitors and exhibitors. 

 

 
66th IAA 

CV 2016 

change 
from 
2014 

65th IAA 
CV 2014 

64th IAA 
CV 2012 

63rd IAA 
CV 2010 

Exhibitors 2,013 - 2.6% 2,066 1,904 1,751 

Countries represented 52 + 15.6% 45 46 43 

Total area occupied (m²) 270,000 + 1.9% 265,000 260,000 235,000 

Net area occupied (m²) 199,457 + 3.2% 193,262 189,046 176,504 

Of which:      

- Occupied by exhibitors 188,906 + 3.7% 182,175 180,230 161,945 

» Hall area 155,239 + 3.4% 150,139 150,274 136,447 

» Open-air area 33,667 + 5.1% 32,036 29,956 25,498 

- Special shows 10,551 - 4.8% 11,087 8,816 14,559 

Visitors 248,900 + 1.9% 244,200 262,300 241,500 

Journalists 2,146 + 10.4% 1,944 2,087 2,185 

Table 1: Results for 2016, incl. visitors and journalists 
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This IAA fully lived up to its slogan – “Driven by ideas” – as the leading trade fair for 

transport, logistics and mobility. The exhibition was characterized by an unparalleled dy-

namism with three major topics dominating: electric mobility, digitization and urban logis-

tics. The entire commercial vehicle industry showed the IAA visitors its drive for innova-

tion, its creativity and its pioneering spirit. All this was embodied in 332 world premieres 

and over 100 European premieres. 

 

At the “New Mobility World logistics” (NMW), these topics were addressed at congresses, 

on the LIVE stage on the open-air site, in the Guided Tours, and during test drives in elec-

tric vehicles on the IAA grounds, so the visitors had the chance to experience them. This 

means that the IAA was an event offering something “more than just being there” – with 

more to experience. The New Mobility World logistics opened up the IAA to new topics 

and turned it into the key forum for the major trend of connectivity and digitization in 

transport and logistics. The IAA thus underscored its position as the most important trade 

show for mobility that is far more than a “vehicle show.” 

 

In addition, the IAA once again showcased the whole value chain for commercial vehicles 

– which clearly sets it apart from all other automotive trade shows. The suppliers were 

especially strongly represented. Half of the 2,013 exhibitors belonged to this group. Yet 

they accounted for an even higher proportion of the IAA’s world premieres: 72 percent of 

the 332 world premieres came from supply companies. And the manufacturers of trailers 

and bodies were also very visible as the second largest exhibitor group with their many 

innovations. Moreover, numerous bus manufacturers took part again. They showed one 

thing clearly: the industry is becoming more and more electrified. 

 

VDA President Matthias Wissmann expressed his delight. “We are very pleased by the 

high level of visitor interest in terms of both quality and quantity,” he said at the final IAA 

press conference, in a reference to the nearly 250,000 visitors to the show. This was a 

very good result, which exceeded the number attending in 2014, despite the shorter dura-

tion of the exhibition this year. The visitor figures are not directly comparable, given that 

the IAA in 2016 ran for nine days, whereas it had ten days in 2014. This time the IAA 

started one day later, with many more press conferences. 

 

What was true of the exhibitors was also true of the trade visitors: They are becoming 

more and more international. One third of trade visitors came from a country other than 

Germany. More than half the trade visitors used their visit to the show to prepare for mak-

ing investments. The IAA is a unique platform for excellent customer contacts, and the 

visitors meet competent and highly professional contact persons at the exhibitors’ stands. 
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2. Exhibitors 

 

With a total area of 270,000 m² and 2,013 exhibitors, the 66th IAA Commercial Vehicles 

was very successful and the highlight of the international commercial vehicle calendar 

2016. This was the second-best exhibition since the IAA Commercial Vehicles has been a 

separate show, after 2008. The IAA was practically booked out in almost all the halls and 

on the open-air site. This further expanded and consolidated its standing as the world’s 

largest and most important trade show for mobility surrounding commercial vehicles. We 

welcomed new international exhibitors such as BYD, GAZ and Toyota, while Renault (light 

commercial vehicles) and other exhibitors returned to the IAA. Furthermore, many com-

panies from among the German body manufacturers and the supply industry had a pres-

ence at the IAA in Hannover either after taking a break or for the first time. 

 

The exhibitor structure is described in more detail below. 

 

 

2.1. Exhibitor numbers and structure 

 

 The number of exhibitors came to 2,013, i.e. just under the result from the 65th IAA 

Commercial Vehicles (2,066 exhibitors in 2014; -3%), thus maintaining the high level 

of over 2,000 exhibitors. Their needs for exhibition space grew overall (+2%), so in the 

end it was not possible to satisfy all exhibitors’ wishes for greater areas. 

 This IAA fully lived up to its aim to be international, with exhibitors from abroad making 

up 61 percent of the total (59% in 2014) – which was another record – and occupying 

42 percent of the exhibition area (38% in 2014). The number of exhibiting countries 

rose to 52 (45 in 2014). The ranking of the top three foreign countries was again 

headed by China (19%), followed by Italy (12%) and the Netherlands (10%). The Turk-

ish exhibitors took fourth place, with 8 percent, followed by France (7%). We were 

pleased to welcome the first-ever exhibitors from Bosnia-Herzegovina, Chile, Latvia 

and the United Arab Emirates (even if they had a small presence) and Thailand’s re-

turn to the circle of exhibiting nations. 

 Of the foreign exhibitors, 60 percent came from Europe, and one third came from Asia 

(33%). At 58 percent, more than half of exhibitors were from the European Union, fol-

lowed by Asia/Australia. Seven percent of companies were from America (incl. North, 

South and Central America) (cf. Figure 1). 
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Geographical distribution of foreign exhibitors and the areas occupied 

Figure 1 

 

 

 The entire commercial vehicle value chain was represented at the IAA. By far the 

largest group of exhibitors was the manufacturers of heavy trucks, buses, vans, trail-

ers and bodies, plus the many supply companies and service providers, for example 

telematics and supply firms, totaling 1,021 exhibitors (1,004 exhibitors in 2014). They 

accounted for 51 percent of all exhibitors and 23 percent of the stand areas, and 

formed the firm foundation for the IAA (cf. Figure 2). The producers of trailers, bodies 

and containers made up 16 percent of exhibitors in 2016 and also took 23 percent of 

the area, just ahead of the makers of trucks, light commercial vehicles, buses and 

special vehicles, which together accounted for 14 percent of exhibitors, although they 

occupied 39 percent of the exhibition space. 

 Three quarters of the companies exhibiting at the IAA employ up to 499 members of 

staff (74%; 73% in 2014). The proportion was even higher among the makers of vehi-

cle fittings and equipment (77%) and of trailers and bodies (80%). More than a quarter 

of exhibitors (26%) have over 500 employees, and this is much more often the case at 

vehicle OEMs and the exhibitors in electric mobility and services, with values between 

37 and 70 percent. This year the small companies with up to nine employees totaled 
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7 percent. Among first-time IAA exhibitors, the largest group was firms with 10 to 99 

employees (38%; 34% in 2014), indicating that it was mostly small companies that 

were persuaded to come. The proportion of medium-sized enterprises with 100 to 499 

employees rose by four percentage points and at 32 percent accounted for almost one 

third (28% in 2014). This had a minor effect on the average workforce size, which 

worked out at 415 employees (409 employees in 2014). 

 

Comparison of proportions of exhibitors and space occupied (selection) 

Figure 2 

 

 

 The share of companies participating at the IAA Commercial Vehicles for the first time 

fell slightly this year. Nineteen percent of exhibitors were represented for the first time 

(21% in 2014). More first-time exhibitors came in particular from the fields of repairs, 

care and maintenance, parts and accessories, and services (figures between 22 and 

37 percent). Four out of five exhibitors had already had a presentation at one of the 

previous IAA Commercial Vehicles (81%). Among the exhibitor groups transport logis-

tics, trucks, special vehicles, electric mobility and trailers/bodies at least 91 percent of 

the exhibitors were not at an IAA for the first time. Companies with larger workforces 

of at least 100 to over 1,000 are more likely to be regulars at the IAA (with figures over 

83%). 
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2.2. Exhibitors’ assessments 

 

Exhibitors’ assessments and feedback were canvassed in an online survey on behalf of 

the VDA. The exhibitors could take part from September 27 to October 19. The survey 

contained not only specific questions and assessment options but also allowed respond-

ents to give frank feedback. A large number of exhibitors utilized this offer, resulting in a 

32 percent level of response (30% in 2014). The most important results are presented 

below. 

 

 The main aim of the exhibitors’ presence at the IAA Commercial Vehicles was clearly 

to make personal contacts with existing and potential customers. This objective scored 

88 percent, and was therefore regarded as somewhat less important this year than in 

2014, although it was above the 2012 level (91% in 2014; 85% in 2012). Two out of 

three participating companies (65%) used the IAA to maintain and/or enhance their 

image, while 54 percent used it to obtain information about technical innovations and 

trends and to present general information about their portfolio, and 38 percent came to 

observe the competition (cf. Table 2). The relative significance of objectives showed 

very little change in comparison with 2014, with only the objective of concluding busi-

ness contracts moving up one place. However, a detailed look reveals some interest-

ing growth. While maintaining/enhancing the firm’s image lost seven percentage 

points on the importance scale compared with 2014, the scores increased for the ob-

jective of presenting general information about the firm’s portfolio (+8 percentage 

points) and especially for the importance of concluding business contracts (+12 per-

centage points). The principal objective of forging personal contacts was identical 

across all exhibitor groups and companies of all sizes. 

 The great majority of exhibitors measure their exhibition success by the number of 

contacts with new, potential customers (81%; 80% in 2014). The next two most popu-

lar criteria produced very close results, i.e. the “number of interested trade visitors at 

the stand” (65%; 63% in 2014) and the “number of specific technical discussions,” 

whereby the number of technical discussions gained in importance (63%; 59% in 

2014). Other major criteria for the exhibitors were follow-up business after the show 

(47%; 60% in 2014) and successful sales/business contracts. This year far more ex-

hibitors regarded business contracts as a criterion of success, with a score that 

climbed 9 percentage points (36%; 27% in 2014), whereas the importance of follow-up 

business fell 13 percentage points. 

The number of contacts was the prime indicator used by most of the exhibitor groups 

for gauging their success at the IAA. Only the firms in repairs and electric mobility and 

those with more than 1,000 employees attached greater importance to the number of 

technical discussions. The German exhibitors, too, used the number of technical dis-
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cussions more frequently to measure their exhibition success and in this group it 

scored 79 percent, which was above the average. 

 

Objectives 2016 2014 

Creating personal contacts with existing and potential 
customers 

88% 91% 

Maintaining/enhancing firm’s image 65% 72% 

Information about technical innovations 
and future technical trends 

54% 50% 

General information about the firm’s portfolio 54% 46% 

Observing the competition 38% 39% 

Sharing experiences 35% 36% 

Business contracts 33% 21% 

Orientation concerning technical function 
and properties of products on display 

25% 25% 

Information about prices and conditions 11% 14% 

Other 8% 8% 

Table 2: Exhibitors’ objectives in participating at the exhibition (multiple responses allowed) 

 Exhibitors’ expectations relating to their visitors’ geographical origin were very largely 

realized, and in some cases even exceeded (cf. Table 3). Expectations concerning the 

number of Asian visitors were exceeded by a long way, while the actual number of vis-

itors from foreign European countries was behind the expectations. The exhibitors al-

so had more visitors at their stands from America and other parts of the world than 

they had expected. First-time IAA exhibitors in particular received far more American 

visitors (28%) than they expected (17%). 
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Region/country Visitors expected Visitors attending 

Germany 95% 88% 

Other European countries 87% 82% 

Asia 38% 51% 

America 22% 25% 

Other 27% 30% 

Table 3: Comparison of visitors expected and visitors actually attending, by region 

(multiple responses allowed) 

 Of the exhibitors, 69 percent indicated that they were able to reach all or the great 

majority of the target groups most important to them at the IAA (67% in 2014). Another 

28 percent reached some of their target groups. Only 2 percent indicated that this was 

not the case. Table 4 shows why this assessment was so positive: the exhibitors had 

contact with the visitor groups they were especially interested in. For almost all of 

them actual contacts matched the level of interest, and in some cases more than 

equaled it (for example with the visitor group of commercial vehicle suppliers). 

 The exhibitors also used the IAA Commercial Vehicles to share views and information 

with one another. As mentioned above, this was clearly illustrated by their views on 

the objectives in participating at the IAA (cf. Table 2). The exhibitors indicated that on 

average one third of visitors at their stand came from other exhibiting companies 

(32%). Eighteen percent of exhibitors estimated the proportion of visitors at their stand 

who came from exhibitors at over 50 percent. In addition, 70 percent of exhibitors re-

sponded that their own employees held discussions with other IAA exhibitors about 

products that could be bought from their own company (67% in 2014). Exhibitors in 

the product groups trailers and bodies (80%), light commercial vehicles (78%) and 

electric mobility (76%) used the IAA even more frequently for discussions between 

exhibitors. 

 Over 50 percent of exhibitors (57%) who had discussions with other exhibiting compa-

nies at the IAA sought out suppliers as discussion partners. They were followed by 

trailers, bodies and containers (40%), vehicle fittings and equipment (27%), trucks and 

truck tractors (27%) and light commercial vehicles (25%). In contrast to 2014, this year 

many exhibitor groups spoke primarily with other exhibitors from their own group (truck 

manufacturers, light commercial vehicles, buses, repairs, electric mobility, parts and 

accessories). However, the makers of trailers and bodies, and of vehicle equipment, 

most often spoke with supply companies. The exhibitors’ second most popular discus-

sion partners were relevant firms from other groups (e.g. truck manufacturers talking 
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with makers of bodies, bus manufacturers and electric mobility firms with suppliers), or 

suppliers. 

 

Visitor group Interested in 
this group 

Contact with 
this group 

Commercial vehicle manufacturers 52% 55% 

Logistics, commercial transport 
(forwarding, storage, transportation) 

42% 42% 

Trailer and body manufacturers 41% 47% 

Commercial vehicle suppliers 24% 38% 

Commercial vehicle trade/skilled crafts/ 
repairs 23% 25% 

Services/transport logistics/IT 19% 25% 

Construction 18% 14% 

Public bodies (authorities), associations 17% 20% 

Passenger transport 15% 18% 

Trade (not incl. trade in automobiles) 12% 19% 

Other sectors 12% 21% 

Skilled crafts 11% 13% 

Suppliers of workshop and garage equipment 11% 12% 

Other industry 8% 14% 

Table 4: Comparison of visitor groups in which exhibitors were interested 

and those with which exhibitors had contact at the IAA (multiple responses allowed) 

 To obtain a more general evaluation of the 66th IAA Commercial Vehicles 2016, the 

exhibitors were asked to assess the most important factors relevant to their presence 

at the IAA in four categories by giving grades from 1 (best) down to 6 (worst). Indica-

tors without any direct relevance to costs were rated as “good,” including the exhibition 

venue Hannover (exhibition grounds) and the German Association of the Automotive 

Industry (VDA) as the organizer. By contrast, factors relating to costs (exhibition costs) 

were awarded somewhat worse scores, but still in the “satisfactory” range. Only the 

hotel and accommodation costs were graded as “fair.” Table 5 summarizes the aver-

age scores. 

The grades awarded are similar to those from the IAA Commercial Vehicles in 2014, 

with changes (either positive or negative) of no more than 0.1. 
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Category Score Category Score 

Organizer 2.1 Trade show costs 3.3 

» Availability 2.1 » Stand rental 3.3 

» Friendliness 2.0 » Service providers 2.9 

» Competence 2.1 » Technical service 2.7 

» Cooperation overall 2.1 » Hotel & accommodation costs 4.1 

» Information supplied 
in advance 

2.1 
Other 2.9 

» The new service newsletter 2.4 » Hotels available 3.4 

Exhibition grounds 2.2 » Gastronomy 3.0 

» Structure/division, in general 2.1 » Supra-regional 
travel connections 

2.6 

» Own exhibition space 2.4 » Regional travel connections 2.6 

» Technical service on site 2.2   

Table 5: Assessment of the organizer and the venue Hannover (on a scale from 1 down to 6) 

 Coming to the IAA Commercial Vehicles paid off for the exhibitors. Half of the compa-

nies (49%; 49% in 2014) rated the individual success of their participation at the IAA 

as either “very good” or “good,” while another 31 percent graded their success as “fair-

ly good.” Companies with more than 500 employees, exhibitors in electric mobility, ve-

hicle manufacturers and makers of trailers, bodies and containers gave their participa-

tion at the IAA a grade that was above average (very good/good, between 57 and 

73%). Furthermore, 80 percent of IAA exhibitors were satisfied with their participation 

at the IAA 2016, whereby this figure was another improvement on 2014 (77% in 

2014). 

 This positive overall evaluation of the IAA was also reflected in a high rate of recom-

mendation and the large share of exhibitors who want to return in 2018. Sixty-eight 

percent of this year’s IAA exhibitors have already decided to participate again at the 

next IAA Commercial Vehicles in 2018 (63% in 2014), and another 16 percent regard 

this as fairly probable. Among exhibitors from the areas of electric mobility, trucks and 

special vehicles, and exhibitors from the non-European countries, 70 to 88 percent are 

already certain that in 2018 they will present their company at the IAA. On this basis, 
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over half of them indicated that they would either probably or very probably recom-

mend participating at the IAA Commercial Vehicles (55%; 53% in 2014), and another 

26 percent indicated that this was fairly probable. This willingness was even more 

strongly manifested among the exhibitors in electric mobility, light commercial vehicles 

and services, where up to 73 percent would either probably or very probably recom-

mend participating at the IAA based on their experiences and impressions in 2016. 

 

 

2.3. Tickets ordered by exhibitors 

 

Guest tickets represent the most direct way for exhibitors to enhance the number of visi-

tors to their own stands. This gives active, and above all effective, exhibitors a direct and 

measurable result. In addition, they have to pay for the guest tickets only if the tickets are 

actually used. However, the discrepancy between the number of tickets ordered by the 

exhibitors before the IAA and the number of these tickets actually used by visitors is grow-

ing. In all 33 percent more day tickets for guests were ordered, but only one tenth of them 

were used by visitors to the show. This meant that the rate of use was lower than it was 

two years ago (10%; 14% in 2014). 

 

Yet this did not stop the total number of guest tickets used from rising by over 2,000 

(+2%), which accounted for 44 percent of the growth in visitor numbers this year (cf. sec-

tion 3 “Visitors”). This illustrates the direct impact that effectively distributed guest tickets 

can have. For the first time, exhibitors could also order electronic guest tickets bearing 

their advertising. In retrospect it was apparent that tickets with this kind of advertising 

tended to be used more frequently than e-tickets without exhibitor advertising. 

 



V I S I T O R S  

P A G E  13 

3. Visitors 

 

The total number of visitors to the IAA came to 248,900, which was 4,700 more than two 

years ago. This is a rise of around 2 percent, even though the show ran for a shorter peri-

od (without the 1st Press Day). An increase in the number of visitors would not necessarily 

be expected under these circumstances, so it is all the more welcome. A long-term look at 

the numbers of visitors since 2000 reveals that this year’s IAA was right on the median 

value (cf. Figure 3). 

 

Long-term trend in visitor numbers incl. median 

Figure 3 

 

 

The majority of visitors chose to enter the IAA exhibition grounds by entrance North 1 

(Nord 1). This entrance was used for 41 percent of all admittances and was therefore by 

far the most popular one, accounting for five percent more than in 2014. Owing to the 

nearby hotels and the southerly parking areas, the entrances East 3 (Ost 3) and West 1 

each recorded 16 percent of visitors, whereby the number entering through East 3 rose by 

five percentage points. The remaining 27 percent of admittances were through the en-

trances South 1 (Süd 1), West 2 and South 2 (Süd 2; which was not an official visitor en-

trance). 
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Admissions, by entrance 

Figure 4 

 

 

 

3.1. Visitor structure 

 

The visitor structure was determined via an extensive, representative survey of visitors –

conducted on behalf of the VDA by the firm Gelszus Messe-Marktforschung GmbH – at 

various locations on the exhibition grounds during the IAA. The main results from the sta-

tistical data are detailed below. 

 

 This year the share of trade visitors averaged to 87 percent, which was slightly up on 

the last IAA Commercial Vehicles (cf. Figure 5). The continuously high proportion of 

trade visitors was thus once again a solid basis for high-quality discussions. On week-

days the proportion of trade visitors came to at least 87 percent, and on the opening 

day and the penultimate trade show day the share in fact exceeded 92 percent. Only 

on the weekend did it fall to a minimum of 80 percent (cf. 75% minimum in 2014). The 
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growth in visitor numbers was therefore principally the result of more trade visitors at-

tending the exhibition. This illustrates that alongside the quantity of visitors, their quali-

ty was also maintained, and the increasing number of visitors did not lead to a loss of 

quality. This was also appreciated by the exhibitors: 77 percent were satisfied with the 

quality of the trade visitors. Moreover, 73 percent of all visitors indicated that they 

come to the IAA Commercial Vehicles out of professional or business interest. This 

figure has also climbed (69% in 2014); the remaining 27 percent visited the IAA out of 

private interest. 

 

Trend in share of trade visitors since 2010 (percentages and absolute figures) 

Figure 5 

 

 

 The trend seen among the exhibitors is also found among the trade visitors: they are 

becoming more and more international. One third of trade visitors came from abroad 

(31%; 27% in 2014), and on peak days the figure climbed as high as 43 percent. This 

set a new record. The proportion of foreign trade visitors has almost always increased 

during recent years; in 2008 it was only 22 percent. The proportion from abroad was 

the highest on the second trade show day, at 47 percent (42% in 2014). At least 55 

percent of the visitors from motor-vehicle suppliers and makers of trailers and bodies 

originated from countries other than Germany. 
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 At 61 percent, once more a large share of foreign trade visitors came from the Euro-

pean Union, in fact with a slight increase (cf. Table 6). The proportion of Asian visitors 

has been stable since 2012 and was greatest among the OEMs and motor-vehicle 

suppliers. A small rise was recorded among the trailer and body manufacturers. 

 

 2016 2014 2012 2010 2008 

European Union 61% 59% 55% 59% 63% 

Other European countries 11% 12% 13% 16% 15% 

North America 2% 2% 3% 2% 3% 

South and Central America 3% 5% 4% 5% 5% 

Middle East 2% 3% 4% 2% 3% 

South/East and Central 
Asia 

17% 16% 18% 10% 6% 

Africa 2% 3% 2% 3% 3% 

Australia 2% 2% 2% 2% 3% 

Table 6: Origin of foreign trade visitors 

 As in previous years, most foreign trade visitors came from the Netherlands (9%; 9% 

in 2014), followed by the People’s Republic of China and Poland (8% each; 5% and 

7% respectively in 2014). This means that China improved by three percentage points, 

rising from fourth place to regain second place (last held in 2012). In 2016, 6 percent 

of visitors came from Sweden, which was double the 2014 figure. France completed 

the group of the top five countries by contributing another 6 percent of trade visitors. 

Five percent of foreign visitors came from Austria, and 4 percent from Italy. 

 The average age of trade visitors to the IAA was 39.7 years, which continues the sta-

ble trend seen in recent years, of just under 40. Statistically, the average age was 

therefore below that of the German population (43.9 years; according to the 2011 cen-

sus, Federal Statistical Office). Private visitors were a little younger on average, at 

36.8 years, while foreign trade visitors were somewhat older (41.8 years). The largest 

age group was the trade visitors aged from 41 to 50 (26%; 26% in 2014), while visitors 

up to the age of 30 accounted for 30 percent of the total (32% in 2014). On the exhibi-

tion days in the second week of the IAA, at least one third of all visitors were not more 

than 30 years old. Trade visitors aged between 31 and 50 made up nearly half of all 

visitors (49%). 
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 As before, the IAA attracted far more male visitors than female visitors. In 2014 the 

proportion of female visitors rose, but fell slightly again in 2016 to a final total of 14 

percent (17% in 2014). Separating the figures for trade and private visitors reveals that 

women accounted for 28 percent of private visitors (33% in 2014) and 12 percent of 

trade visitors (14% in 2014). Women made up 10 percent of foreign visitors. In the ar-

eas of services/skilled crafts 17 percent of visitors were women, which was well above 

the average. 

 Most trade visitors came from the automotive industry (33%; vehicle manufacturers, 

suppliers, trailer and body manufacturers). Among the foreign visitors, these sectors 

accounted for 54 percent. More than one fifth were from “commercial transport” (for-

warders, storage firms, transportation), 15 percent from OEMs and 12 percent from 

automotive suppliers. The sectors of trailer and body manufacturers, services/skilled 

crafts and motor-vehicle trade/skilled crafts sent 6 percent each. As Figure 6 illus-

trates, the values are relatively stable in comparison with the IAA Commercial Vehi-

cles in 2014. Among trade visitors from abroad, many more people came from the 

OEMs and suppliers (figures of at least 21 percent). 

 

Trade visitors, by sector 

Figure 6 
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 Forty-four percent of trade visitors held senior positions (42% in 2014). This year 

managing directors and heads of department in particular visited the IAA in greater 

numbers. Among foreign trade visitors, there was a larger proportion of people in sen-

ior positions: 67 percent (70% in 2014). The highest “density” of trade visitors in senior 

positions was recorded on the second exhibition day (53%; 51% in 2014). Truck driv-

ers made up 15 percent. The figure seems to be settling at this level; this was the 

second time that the category “truck driver” was available as a response. Of the Ger-

man visitors, 20 percent were in this group. 

 The relevance of trade visitors attending this year’s IAA rose again slightly, and was 

comparable with the previous exhibitions. Over three quarters are involved in purchas-

ing and procurement decisions in their companies (78%; 75% in 2014). Of the trade 

visitors, 26 percent have the last word on such decisions (23% in 2014), while almost 

one third are co-decision-makers (31%; 30% in 2014) and another 22 percent have 

advisory functions (22% in 2014). Eighty-five percent of foreign visitors are involved in 

investment decisions. 

 The IAA 2016 welcomed more visitors who were not attending the IAA Commercial 

Vehicles for the first time. Nearly two thirds of visitors knew about the trade show from 

a previous visit (63%; 59% in 2014). The proportion of regular IAA attendees in-

creased among both trade and private visitors (65% and 53% respectively), and 

among German and foreign visitors (67% and 49% respectively).Thirty-seven percent 

of visitors attending in 2016 had never been to an IAA before (41% in 2014). The val-

ue was even higher (77%) among those indicating that they came from the motor-

vehicle manufacturers or commercial transport. Of trade visitors, 32 percent were visit-

ing the IAA Commercial Vehicles for the second or third time. Nine percent responded 

that they had already visited the show ten or more times. 

 Four out of five trade visitors traveled over 100 kilometers to reach the IAA (83%; 83% 

in 2014). Half the visitors travelled over 300 km to attend (51%; 47% in 2014). This in-

dicates another shift toward long-distance travel, which roughly corresponds to the in-

crease in the number of foreign visitors. Journeys of over 300 kilometers to the exhibi-

tion were most common on the first two exhibition days, scoring 58 to 64 percent. Nine 

percent of the trade visitors came from the local region, i.e. within a radius of 50 kilo-

meters, and 8 percent traveled between 50 and 100 kilometers. Local trade visitors 

accounted for 4 percent. By far the most popular mode of transport for traveling to the 

IAA remains the passenger car (58%; 60% in 2014). There was a slender increase in 

the number of visitors arriving by rail (long-distance and regional trains) to 15 percent 

(12% in 2014). Accordingly, coaches were slightly less popular (8%; 11% in 2014). 

This year again the special ticket offered for truck drivers was especially well used and 

9 percent of visitors indicated that they came by truck (7% in 2014). This made the 

truck the third most popular means of traveling to the exhibition. Along with a reduced 
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ticket price, special parking spaces were again available for the trucks. Foreign guests 

often arrived by air, which was selected by 32 percent of this visitor group. Overall on-

ly 4 percent of visitors arrived by air. 

 The average period that trade visitors spent at the IAA was 6.4 hours. Foreign visitors 

stayed somewhat longer (7 hours). Accordingly, the majority of visitors spent one day 

at the IAA (69%), and another 22 percent attended on two days. The proportions were 

different among the foreign guests: 39 percent of them visited the IAA on one day, and 

38 percent on two days. The average period spent at the show was 1.4 days, and 

therefore almost unchanged. Trade visitors from other counties remained for an aver-

age of two days, but those who came from Asia or North America spent 2.5 days at 

the IAA. 

 Of the 88 percent of trade visitors who traveled over 50 kilometers, 28 percent com-

bined their IAA visit with an overnight stay in Hannover or the surrounding area (25% 

in 2014). Far more employees from supply firms stayed in the area overnight, with a 

figure of 50 percent. Trade visitors arriving from abroad made more use of the hotels 

on offer, at 84 percent. Of the private visitors, 15 percent had an overnight stay in 

Hannover or the region. So with the numerous overnight stays by the exhibitors’ staff, 

there was an economic benefit for Hannover and the surrounding region, which is di-

rectly linked to the IAA. The total share of IAA visitors staying in Hannover was 26 

percent (private and trade visitors), which translates into an absolute figure of nearly 

57,600 visitors needing a place to sleep. Of the trade visitors, 49 percent stayed for 

one night, 11 percent stayed for two nights, and another 23 percent spent three or 

more nights in the area. The average overnight stay was 2 for nights (2.1 nights in 

2014). Asian guests stayed for an average of 3.9 nights. 

 

 

3.2. Visitors’ behavior and assessments 

 

 At the beginning of the visitors’ survey they were asked to associate a word spontane-

ously with the IAA Commercial Vehicles. Not surprisingly, most guests responded with 

“commercial vehicles,” “trucks” or “vehicles/vehicle construction” (33%). Ten percent 

said “innovation/new developments/new technologies” or “future/future orientation,” 

suggesting that they see the IAA primarily as a showcase for innovation. It is also 

positive that terms and future-oriented topics such as electric mobility, connectivi-

ty/digitization and logistics were also mentioned by many visitors this year. Alongside 

these themes, visitors also mentioned the vehicle types trucks, buses, vans, trailers 

and bodies, which are present at the IAA. 
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 What drew trade visitors’ attention to the IAA Commercial Vehicles 2016? Once again 

most trade visitors were made aware of the exhibition via their workplace, by col-

leagues or supervisors (28%). The picture was similar among private visitors: 33 per-

cent were made aware of the IAA by friends and acquaintances. So personal recom-

mendation was the main factor. The top three most important factors or media re-

mained unchanged among the trade visitors. Their second and third most frequent re-

sponses to this question were admission tickets from exhibitors (21%) and the fact 

that they already knew about the IAA from their previous visit in 2014 (20%). The total 

share of visitors whose attention was drawn to the IAA by the VDA publicizing the ex-

hibition was 11 percent. 

These proportions show clearly just how important the exhibitors’ own advertising ac-

tivities are for the success of the IAA in terms of generating visitors. Another key 

measure is the effective distribution of guest tickets to customers and business part-

ners (cf. section 2.3 “Tickets ordered by exhibitors”). 

In the statistical evaluation it became noticeable that this year visitors made fewer re-

sponses to this question (with multiple responses allowed). Furthermore, “friends/  

acquaintances” was offered as an answer for the first time. This resulted in some 

shifts in the responses as compared with the values from the previous event. Table 7 

shows the distribution for each medium and the differences between trade visitors and 

private visitors in more detail. 
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  2016 2014 

 Total Trade Private Total Trade Private 

Workplace (colleagues/ 
supervisors) 

26% 28% 10% 25% 28% 11% 

Invitations/ticket 
vouchers from exhibitors 

20% 21% 15% 24% 25% 19% 

Familiar with the IAA 
from the previous event 

19% 20% 14% 21% 21% 18% 

Friends/acquaintances 12% 8% 33% - - - 

Advertising by 
IAA exhibitors 

8% 9% 6% 9% 9% 5% 

Specialist events 8% 9% 3% 9% 10% 3% 

Reports in the press 6% 6% 10% 8% 7% 13% 

Reports on the internet 6% 5% 10% 6% 5% 9% 

School/university 5% 5% 3% 9% 9% 5% 

IAA advertising 
in the trade press 

5% 5% 5% 7% 7% 8% 

IAA advertising on the 
internet/social media 

4% 4% 4% 5% 5% 6% 

Reports on social media 3% 3% 3% 2% 2% 3% 

TV reports  2% 2% 4% 4% 3% 8% 

IAA or VDA website 2% 2% 2% 3% 3% 2% 

Radio reports 2% 2% 3% 3% 2% 5% 

Table 7: Visitors’ attention drawn to the IAA by… (multiple responses allowed) 

 The three main reasons for visiting the IAA remained unchanged, with figures almost 

identical to those from the IAA in 2014 (cf. Table 8). The reasons given by most trade 

visitors were “Overview of new developments/innovations/trends” (43%), “Train-

ing/expanding knowledge” (28 %) and the fact that the IAA is a “Professional “must” 

(27%). The proportions were different for private visitors’ main reasons for visiting the 

IAA. The top scorer here was also an overview of innovations (44%), but it was fol-

lowed by an “Interest in classic vehicles and US trucks” (40 %) and “Special shows, 

activities and demonstrations” (28%). Foreign trade visitors showed much less interest 

in the classic vehicles (8%) and special shows (4%); instead they more frequently 

came for “Observing the competition” (18%) and “Initiating new business relations” 

(16%). This year saw a marked increase in the interest in classic vehicles and US 
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trucks – an effect which was even stronger among private visitors than the trade visi-

tors (rising from 28% in 2014 to 40% in 2016). For the second time the special shows 

were given more space in Hall 23 and their location and presence have probably be-

come established in visitors’ minds. 

 

 2016 2014 2012 

 Trade Private Trade Private Trade Private 

Overview of new develop-
op-
ments/innovations/trends 

43% 44% 43% 49% 45% 48% 

Training/expanding 
knowledge 

28% 19% 27% 21% 25% 19% 

Professional “must”/come 
from the industry 

27% 5% 27% 2% 27% 3% 

Collecting information/ 
overview of offers 

26% 23% 23% 18% 25% 24% 

Sharing experience/ 
information 

25% 16% 24% 16% 23% 13% 

Interest in classic vehicles/ 
US trucks 

14% 40% 9% 28% 8% 30% 

Observing the competition 13% 5% 11% 2% 13% 3% 

Initiating new 
business relations 

11% 1% 10% 2% 10% 2% 

Special shows/activities 10% 28% 12% 24% 9% 23% 

Maintaining/intensifying 
existing business relations 

8% 3% 6% 0% 7% 1% 

Preparing business 
contracts/investments 

7% 1% 7% 1% 7% 2% 

Concluding specific  
business contracts 

6% 1% 3% 2% 3% 0% 

Table 8: Main reasons for visiting the IAA (selection; multiple responses allowed) 

 The truck manufacturers’ stands and the exhibition sections devoted to trucks and 

truck tractors attracted the largest proportion of trade visitors. One third indicated that 

they had visited or wanted to visit these areas (34%). For 30 percent the focus was on 

the exhibition sections for manufacturers of trailers, bodies and containers. The stands 

of suppliers and special vehicles were sought out by 29 percent. Figure 7 shows the 
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trade visitors’ responses for each exhibition section and compares them with the IAA 

in 2014. 

It is noticeable that the trade visitors made fewer responses than they did two years 

ago, which is expressed in the low percentages for the year-on-year comparison ap-

plying to some parts of the exhibition. This does not provide a basis for a qualitative 

assessment, but may suggest a more focused visit to the show, with visitors concen-

trating more strongly on their particular field of interest (e.g. owing to appointments 

made in advance). On the other hand, the relative ranking has shifted in only a few ar-

eas: this year light commercial vehicles and electric mobility were more relevant to the 

trade visitors than they were two years ago. 

The responses showed a very heterogeneous distribution when the different types of 

visitors were compared (trade vs. private visitors, German vs. foreign visitors). There 

were also variations depending on visitors’ geographical origin. The foreign trade visi-

tors most frequently visited the suppliers (33 percent of trade visitors), followed by 

trailers and bodies (30%) and special vehicles (29%). Whereas Asian visitors most of-

ten visited the suppliers’ stands (44%), one third of them went to the section for buses 

and 27 percent to the section for light commercial vehicles. Visitors from other Euro-

pean countries found it most important to visit trailers and bodies, suppliers and spe-

cial vehicles, with each of these categories scoring nearly 30 percent. Among private 

visitors the ranking shifted in the top three: in 2014 a majority went to see classic vehi-

cles and US trucks, but this year first place went to trucks (39%, with classic vehi-

cles/US trucks on 38%). 

 In addition to the parts of the exhibition related to trucks, the trade visitors also con-

sidered it important to investigate other areas. Two out of five trade visitors found it 

very important to visit not only the commercial vehicle manufacturers but also the sup-

pliers’ stands (40%; 37% in 2014), and other exhibitors’ stands/exhibition areas (39%). 

Visitors who went not only to OEMs’ stands but also to the suppliers were more often 

than average from the sectors of motor-vehicle suppliers, motor-vehicle manufactur-

ers, other industries and services/skilled craft trades, with scores of between 41 and 

59 percent. 
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Most visited exhibition sections (trade visitors only; multiple responses allowed) 

Figure 7 

 

 

 For the first time, the visitors were surveyed separately regarding the two vehicle cat-

egories vans and buses. Over two thirds of trade visitors indicated they were interest-

ed in these vehicles (69%), with around one quarter going to buses (24%) and 45 per-

cent to vans. Among foreign trade visitors, 31 percent indicated an interest in vans 

and 27 percent an interest in buses. The private visitors had even higher scores for 

both vehicle types: 51 percent were interested in vans, and 30 percent in buses. When 

private and trade visitors are taken together, these figures translate into a total of ap-

prox. 113,500 visitors interested in vans and 61,230 visitors with a special interest in 

buses. Visitors interested in these two areas at this IAA regard them as very signifi-

cant. The respective vehicle category was either “very important”, “important” or at 

least “fairly important” to percent 91 of these visitors in the case of buses and 89 per-

cent in the case of vans. 

 Two thirds of trade visitors expressed themselves either “very satisfied” or “satisfied” 

(66%; 59% in 2014) with the opportunities at the IAA for obtaining information and 

forging contacts at the exhibitors’ stands, and another 28 percent were “fairly satis-

fied”. They gave a score of 2.3 for this parameter (2.4 in 2014; very satisfied = 1; very 

dissatisfied = 6). The first two exhibition days, however, brought noticeably lower av-

erage scores of 2.5 and 2.4. By far the worst scores went to the opportunities for forg-

ing contacts and obtaining information at the stands of firms in IT and telecommunica-

tions. The average here was only 2.7. 
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 There was still a good investment climate prevailing at the IAA. This year again saw 

increases in both willingness to make investments and the volumes planned. Fifty-

eight percent of trade visitors with an influence on purchasing decisions were planning 

investments in the field of commercial vehicles within the next six to twelve months 

(56% in 2014). Another 16 percent were still undecided at the time of the survey and 

responded with “maybe” (17% in 2014). Here, too, the visitors from Germany were 

somewhat more positive by comparison. While 58 percent of trade visitors from Ger-

many were considering making investments (57% in 2014), this was the case for 54 

percent of foreign visitors. However, the rise was much more pronounced among visi-

tors from other countries (48% in 2014). Among visitors from the important customer 

groups of passenger transport, commercial transport and construction, 69 to 74 per-

cent indicated that investments were upcoming, which was a far higher figure than be-

fore. 

The IAA is very heavily used to prepare for specific purchases. More than half of visi-

tors who planned to invest during the coming months saw their visit to the IAA Com-

mercial Vehicles in connection with their projected investment (54%; 52% in 2014). 

Due to their longer journey to reach the IAA, foreign visitors made more use of it to 

prepare their purchases (70%; 63% in 2014). 

The average sum of planned investments rose again. The average volume was 

449,576 euros (387,675 euros in 2014), which was a rise of 16 percent, or 61,901 eu-

ros. The increase was due principally to larger amounts earmarked for investment, of 

over one million euros. This was a realistic amount for 17 percent of respondents 

(15% in 2014). Budgets of up to 200,000 euros were planned by 39 percent of visitors 

expecting to make investments. Foreign trade visitors were once again planning a 

bigger budget, of 526,866 euros, which was an increase of 11 percent. In this visitor 

group, 24 percent expect to have budgets of more than one million euros. 

Investments expected during the coming six months were again focused mainly on 

trucks and truck tractors, trailers, bodies and containers, plus parts and accessories. 

The amounts envisaged for purchases in the fields of electric mobility and buses were 

somewhat higher than in 2014 (cf. Figure 8). Foreign customers are also planning the 

greatest investment in the three areas mentioned above, but products from the parts 

and accessories industry came in second place (trucks: 38%; parts and accessories: 

28%; trailers and bodies: 24%). A look at the trade visitors’ different branches of in-

dustry is also informative. It may indeed be expected – for example – that visitors from 

commercial transport invest the most heavily in trucks (72%) and trailers (41%), while 

the passenger transport sector spends the most on buses, but the proportion of OEMs 

planning investments in electric mobility doubled (21%; 10% in 2014). 
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Planned investment projects by exhibitor group (“In which areas are investments expected?”; 
multiple responses allowed) 

Figure 8 

 

 

 In this first year that the “New Mobility World logistics” (NMW) appeared at the IAA, its 

activities and offerings achieved a double-digit perception rate and thus a very good 

result from scratch. In total 45 percent of trade and private visitors noticed the activi-

ties, and half of the foreign trade visitors took notice of these offerings (51%), whereby 

the value of 61 percent among Asian visitors was even greater. In addition, almost two 

thirds of visitors from IT and telecommunications noticed the activities. 

The topics at the NMW were definitely the right choices, and at this IAA almost all the 

exhibitors displayed products and services relating to the five topics. Branding 

measures on numerous stands created a visible connection with the New Mobility 

World logistics initiative. Wherever exhibits on the stands dovetailed with the New Mo-

bility World label, the exhibitors could integrate the logo into their stand. Relevant 

products were also marked in the Premiere Guide. More than two thirds of visitors who 

noticed the New Mobility World logistics indicated that at the IAA they had seen NMW 

activities or the logo on the exhibition stands, or had taken part in activities directly 

(65%). The logo integration therefore worked as a clear signpost for products and so-

lutions related to the topics of the New Mobility World. The advertising measures for 

the New Mobility World (cf. section 5, Communication activities) were noticed by an-

other 30 percent of visitors. 
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“New Mobility World logistics,” examples of advertisements and use of the logo by exhibitors 

Figure 9 

 

 

 The outdoor demonstration area “New Mobility World LIVE” was noticed by far the 

most visitors (29%), while the Guided Tours and the outdoor track (“Parcours”) were 

both noticed by 10 percent of visitors. The conferences in the new congress area in 

Hall 19 were noticed by 7 percent of visitors. Among foreign visitors higher values 

were recorded for the New Mobility World LIVE (36%) and the Guided Tours (16%). 

Table 9 shows how many visitors noticed each activity and how strongly they were in 

fact frequented by the respondents. 

 In parallel with the New Mobility World logistics and the stands of the exhibitors, once 

more a wide-ranging program of accompanying events was available with special ac-

tivities. This year the universally popular special shows with US trucks and classic 

commercial vehicles came in second and third place, behind the NMW LIVE and fol-

lowed by the test drives in light and heavy commercial vehicles with conventional 

powertrains. Table 9 shows clearly that the special shows and special activities were a 

huge crowd-puller, especially for private visitors to the IAA. The perception rates (in 

the column “Noticed”) and actual participation turned out to be significantly higher in 

some cases. 
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Special activity Noticed  
Took a closer look/ 

participated: 

 Trade Private Trade Private 

New Mobility World LIVE  
(demonstration area on open-air site) 

29% 30% 27% 26% 

New Mobility World Guided Tours 10% 11% 4% 4% 

New Mobility World Parcours  
(electric test drives on open-air site) 

10% 13% 5% 5% 

New Mobility World conferences 
(Hall 19) 

7% 5% 3% 2% 

US trucks (Hall 22) 25% 44% 29% 42% 

Classic vehicles special show  
(Hall 22) 

24% 38% 31% 37% 

Test drives in light & heavy  
commercial vehicles 

16% 14% 13% 8% 

Specialist events (in the CC) 7% 6% 7% 1% 

Automania model vehicle collectors’ 
fair (Pavilion 11, weekend of Sept. 24 
& 25) 

6% 13% 5% 12% 

Table 9: Noticing and visiting the special activities and special shows (multiple responses allowed) 

 In addition to the NMW activities and special shows mentioned above, another 27 

specialist events took place, attracting a total of around 4,400 guests. They included 

the carIT congress and the IAA “classics” – the Hazardous Goods Day, load securing 

and financial services in the commercial vehicle business. The exhibitors also orga-

nized a large number of events at their stands, so visitors had a wide range of tech-

nical and entertaining events to choose from. Some of them are described briefly be-

low. 

       

 The New Mobility World conferences from September 26 to 29 included the events 

“Dronemasters Logistics” on the subject of drones in the transport chain, “Urban 

logistics of the future” on the subject of the “last mile,” and the final IAA forum on 

connected and automated driving, which were attended by around 1,700 partici-

pants. One new feature was the “NMW Lab16,” an event for pitches and match-

making with startups, where startups and industry could meet and develop new 

ideas. The lab was accompanied by a 24-hour hackathon with students working 
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under great pressure to come up with creative IT solutions for a German commer-

cial vehicle manufacturer. A supporting exhibition with ten exhibitors was set up 

right in front of the lecture rooms in Hall 19. 

 The new Guided Tours, offering exhibitors the opportunity to participate on the five 

themes of the New Mobility World, attracted 16 manufacturers and suppliers of dif-

fering sizes. The feedback from the (very interested) visitors and exhibitors was all 

positive. 

 Fourteen companies provided 20 electric vehicles for test drives around the New 

Mobility World “Parcours” on the IAA grounds. This year they again included a 

large number of buses and light commercial vehicles, but also trucks. About 2,000 

people took these electric vehicles for test drives. 

 The New Mobility World LIVE demonstration area (formerly the Innovation Stage) 

served as a forum for presenting products, services and applications in live 

demonstrations. They attracted a great many visitors – with the help of the fine 

weather during the IAA – so the grandstand and other spectator areas were al-

ways full. 

 Many exhibitors offered test drives on the public roads in light and heavy commer-

cial vehicles, most of which had conventional drive trains (a few individual hybrid 

vehicles were also available). Following the record number of 55 vehicles in 2014, 

this time the 20 participating exhibitors made 47 vehicles available which were 

taken on over 2,200 test drives (approx. 2,000 test drives in 2014). 

 The classic vehicles and US trucks – always very popular with visitors – were lo-

cated in Hall 22 once more. The presentation of historic trucks, omnibuses, con-

struction machines and trailers was again made possible with assistance from the 

association Nutzfahrzeug Veteranen Gemeinschaft e. V. (NVG) and the firm Feh-

renkötter Transport & Logistik GmbH in cooperation with the publishers EuroTran-

sportMedia Verlags- und Veranstaltungs-GmbH (ETM-Verlag). Spectacular US 

trucks were put on display and cared for by American Truck Promotion with sup-

port from the publishers HUSS-Verlag. 

 The IAA gave young people a chance to find out more about technical professions 

surrounding automobiles. The “goING” campaign invited youngsters in their final 

years of school (from 11th grade onward) to the IAA. They were able to attend ex-

citing lectures and go on a walking tour of the trade show grounds to gain a first 

impression of the profession of engineer. The objective is together with various ex-

hibiting manufacturers and suppliers to arouse schoolchildren’s interest in technol-

ogy and to look for new engineers. Those who were a stage further in their educa-

tion, namely students of all subjects, were the target group for “workING.” Here 

lectures by company representatives and information about programs for joining 
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the automotive industry outlined to participants some perspectives for working in 

the industry later on. Various companies gave presentations, ranging from suppli-

ers and engineering service providers to the vehicle manufacturers, and offered 

opportunities for in-depth discussions with the students. 

 The “Automania” fair was held in Pavilion 11 on the IAA weekend of September 24 

and 25. This was the meeting point for international model vehicle collectors. The 

Automania has a special clientele with a passion for collecting, which included a 

large number of private and trade visitors. 

 

 In the final part of the visitor survey, the respondents were asked for a general as-

sessment of the IAA Commercial Vehicles 2016 using several indicators on a scale 

from 1 (“very good”) down to 6. The results were very good in all categories, with bet-

ter grades than in 2014 or 2012 on nearly all the indicators (cf. Table 10). With the 

sole exception of the gastronomy on the exhibition grounds, all the marks were in the 

upper 2 range. Trade and private visitors, and visitors from both Germany and abroad, 

awarded the IAA an average grade of 2.2. The indicators “Restrooms/cleanliness” and 

“Meeting with desired contacts/providers” were included for the first time in 2016 and 

were also rated as “good.” 

 

 2016 2014 2012 

Completeness and breadth of the offering 2.0 2.1 2.1 

Internationality of the offering 2.0 2.1 2.2 

Innovations/new models on offer 2.1 2.2 2.2 

Quality of visitor information 2.1 2.4 2.3 

Restrooms/cleanliness 2.1 - - 

Meeting with desired contacts/providers 2.3 - - 

Services on the trade show grounds 2.3 2.5 2.5 

Clarity of the offering/division into sectors 2.4 2.4 2.4 

Quality of gastronomy on the trade show grounds 2.6 2.8 2.8 

Overall average 2.2 2.4 2.4 

Table 10: Visitors’ assessment of the IAA Commercial Vehicles 2016 (scale from 1 to 6) 
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 Overall, a whole 97 percent of trade visitors were satisfied with their visit to the IAA 

(94% in 2014). This included 21 percent who were completely satisfied, 55 percent 

who were satisfied, and 21 percent who were fairly satisfied. The average level of sat-

isfaction improved slightly and came to 2.1 (1 = completely satisfied, 6 = not satisfied 

at all). 

Given the fact that most trade visitors heard about the IAA via their workplace (cf. Ta-

ble 7), it was very pleasing to see that after the IAA 96 percent of trade visitors would 

in their turn recommend colleagues or business partners to visit the IAA. Among pri-

vate visitors 93 percent would give positive reports to relatives, friends and acquaint-

ances about their visit to the IAA. In both visitor groups the rate of recommendation/ 

willingness to recommend increased in comparison with 2014 (93% of trade visitors 

and 88% of private visitors in 2014). 

 This year’s visitors also expressed a stronger intention to revisit the IAA in 2016. This 

intention is either strong or very strong among more than three quarters of visitors 

(78%; 73% in 2014). Another 16 percent indicated that this was fairly probable (20% in 

2014). 

 

 

3.3. Assessment of the economy by exhibitors and visitors 

 

Trade visitors and exhibitors at the IAA Commercial Vehicles 2016 were also asked to 

assess the current economic situation in their particular sector, in their companies and the 

future prospects for the coming six months. The objective was to determine a quantitative 

indication of the mood in the commercial vehicle industry at the time of the IAA. The par-

ticipants were asked for responses on a scale from 1, “very favorable”/“strongly improving 

trend,” down to 5, “very unfavorable”/“worsening markedly.” The responses from trade 

visitors and exhibitors were juxtaposed to provide a differentiated assessment (cf. Figure 

10). 

The findings were positive in several respects. All the items achieved scores better than 

“stable” and most of them tended toward a situation or future trend that was “favorable” or 

“improving slightly.” Furthermore, all three indicators obtained better scores this year than 

they did in 2014 – from visitors and exhibitors alike. For example, the exhibitors’ average 

assessments of the current economic situation in the industry and in their own company 

rose by 0.2 (2.7 and 2.4 respectively in 2014), and of the economic trend in the coming six 

months by 0.1 (2.7 in 2014). The values indicated by the trade visitors increased identical-

ly (+0.2 and +0.1 respectively). 
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Assessment of the economy/industry by exhibitors and visitors 

Figure 10 

 

 

One striking result is that visitors and exhibitors made exactly the same assessments of 

the current economic situation in the industry and that of their own company. This was the 

case in the previous years, too (this query was included for the third time in 2016). Only 

the economic outlook for the next six months was seen as more positive by visitors, if only 

by tiny margin. The situation of the respondents’ own company was seen as better than 

that in the industry in general and tended to be rated most frequently as “favorable.” This 

tendency has also continued since the first two surveys in 2014 and 2012. 

 

Trade visitors from Germany and other countries gave identical responses almost across 

the board, the only difference being that foreign guests gave a somewhat worse rating 

(2.6) to the current economic situation in their own sector. Asian visitors, on the other 

hand, awarded above-average scores for all parameters (current economic situation in the 

sector 2.2; current corporate situation 2.0; future economic trend 2.1). This is in line with 

the positive developments on the Chinese commercial vehicle market, for example, where 

sales are rising.  
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4. IAA press work 

 

 Accredited journalists 

In all 2,146 journalists reported on the IAA, a good 10 percent more than in 2014. The 

journalists came from a total of 58 countries. The share of journalists from countries 

other than Germany was 45 percent. Online accreditation, which was possible for 

more than nine weeks prior to the IAA, proved very popular with journalists. Around 80 

percent of all accredited journalists made use of this option. 

 

 2016 2014 2012 2010 2008 

Journalists 
» total 

 
2,146 

 
1,944 2,087 2,185 2,289 

Origin      

» Germany 55% 56% 56% 59% 58% 

» Other countries 45% 44% 44% 41% 42% 

Countries represented 58 58 56 55 54 

Table 11: Basic data on journalists 

 Communication concept for IAA press work 

A communication concept was developed well in advance for the IAA’s press work 

based on the slogan “Driven by ideas” and containing the following points: 

 

 Positioning the IAA Commercial Vehicles as the world’s most important trade show 

for mobility, transport and logistics. 

 The IAA as the commercial vehicle show that is more international than any other 

commercial vehicle fair. 

 

The communication strategy focused on the megatrends, for which the commercial 

vehicle industry presents solutions: 

 

 Connected and automated driving, and with it the “digital transformation” of the 

whole industry. 
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 The alternative powertrains that are becoming more and more common in com-

mercial vehicles and buses. Electric and hybrid propulsion and natural gas are the 

key words here. 

 “Urban logistics,” making transport and logistics in towns and cities even more effi-

cient and environmentally friendly. 

 

To accentuate these topics even more strongly, they were emphasized for the IAA 

Commercial Vehicles at the first-ever “New Mobility World logistics.” The aim of this 

new initiative was to showcase even more clearly exhibitors’ designs for the future, 

new logistics concepts, offerings and services, to make them more easily recognizable 

for visitors, and to appeal to new companies and visitor groups – especially customers 

of the IAA exhibitors. Thus many representatives of the freight forwarding and logistics 

industry were involved at the New Mobility World Conferences (e.g. as speakers or 

event partners). The New Mobility World logistics was therefore also a multiplier for fu-

ture logistics and transport topics and extended the range of the IAA Commercial Ve-

hicles to the logistics and digital services sectors. 

 

This strategic choice of topics was realized consistently both in the run-up to the IAA 

and during the show. This achieved the aim of positioning the commercial vehicle in-

dustry – and thus the IAA Commercial Vehicles – as a force that drives innovation. 

 

The media took up these “messages” and used them constructively and comprehen-

sively. This directed attention far into the future, and the future viability of the entire in-

dustry was appreciated. 

 

 Press Workshop in advance of the IAA Commercial Vehicles 

The International Press Workshop for the IAA Commercial Vehicles was held in Frank-

furt am Main on June 22 and 23, 2016, attended by 166 journalists – which was the 

highest level of interest for more than ten years. 

 

The response from the media lived up to expectations with above all a large number of 

international trade media and news agencies coming to report on the event. However, 

two other topics (VW’s Annual General Meeting on June 22 and the Brexit referendum 

on June 24) occupied the media almost simultaneously. This affected the reporting on 

the Press Workshop in German daily news media. Yet the workshop still achieved its 

communication objectives – to kick-off activities for the approaching IAA Commercial 

Vehicles, position the strategic commercial vehicle topics, and create a positive con-

text for the IAA. 
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 Web press conference 

Since the IAA is the world’s most important trade fair for transport, logistics and mobili-

ty, a web press conference was held with the VDA President in English on September 

2, 2016. Fifty-nine journalists registered and took part, including media representatives 

from seven other European countries (Belgium, Finland, Ireland, Italy, the Nether-

lands, Romania and Spain) and from China. In total, 375 journalists followed the web 

press conference online, which means that in addition to the 59 registered media rep-

resentatives we had another 316 “passive” observers. Of the 375 journalists, 295 were 

from Germany and 80 from another 25 countries (incl. Canada, China, Japan, Korea, 

Russia and the US). 

 

 Interviews and press releases 

The communication concept was realized through numerous IAA press releases and 

interviews with the VDA president. The following (selected) media carried interviews 

with VDA President Wissmann: Börsen-Zeitung, DVZ, FAZ, Hannoversche Allgemeine 

Zeitung, Verkehrsrundschau, ETM Medien transaktuell, lastauto omnibus and Huss-

Medien Transport. The IAA press releases were issued from mid-July 2016 onward. 

 

 Trade show newspaper “IAA aktuell” 

This year the trade show newspaper IAA aktuell was compiled by the publishers 

HUSS Verlag. The newspaper appeared – starting with the IAA’s opening day – on 

eight days in succession with a print-run of 20,000 copies. Each edition had 24 pages, 

four of them in English. In all, over 50 interviews were published and over 30 articles 

appeared covering the New Mobility World logistics. The IAA aktuell was and is also 

accessible online, at iaa.de. 

 

 Audio PR 

The VDA commissioned nationwide audio press coverage for the 66th IAA Commercial 

Vehicles from all4radio, both before and during the IAA. For the German-language ra-

dio stations all4radio created around 50 different reports, including three advance arti-

cles and 45 articles during the IAA. One special focus was on regional programs re-

porting on suppliers and manufacturers of trailers and bodies. For this purpose 30 arti-

cles adapted for the regions were created, involving 28 suppliers from 15 German 

states. 
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The audience reached came to 266.6 million (figure for “listened yesterday” based on 

MA 2016/I). Text versions of the audio reports were also used by a large number of in-

ternet portals, such as businesspress24.com, finanzen.net, tagesspiegel.de and 

wallstreet-online.de. 

 

 Cooperative media projects 

Alongside the cooperation with HUSS and all4radio, there were cooperative projects 

with Newsaktuell (issuing 20 IAA press releases in German and English), n-tv (TV re-

ports) and SpotPress (articles about the New Mobility World logistics). 

 

This year saw very successful cooperative schemes with publishers based on counter-

trade. This considerably extended the reach of print media – at national level an addi-

tional twelve titles, plus another five international ones. At the same time, the pres-

ence of more national and international titles on the trade press stand at the show ex-

panded the portfolio offered to visitors. 

 

Additional private visitors were once again attracted to the IAA by the cooperation with 

the radio station Antenne Niedersachsen. On Saturday, ten listeners joined the two 

morning show presenters on the exhibition grounds to pull a truck tractor in the “IAA 

Truck Challenge.” Over the whole week up to the contest on the Saturday, the popular 

morning show encouraged listeners to join in, cheer participants on, and win tickets. 

The station’s popular website was also very active throughout the period. In this way 

Antenne Niedersachsen was able to activate the local/regional press to report on the 

event. 

 

 IAA Press Days reorganized 

For the first time, the 2016 Press Day (Wednesday, Sept. 21) involved press confer-

ences at exhibitors’ stands – as is normal practice at international motor shows – that 

is, not only in the Convention Center (CC). And on September 22, the “Press and 

Opening Day,” press conferences were held both at the stands and in the CC. Up to 

2014 the press conferences on the first Press Day (Tuesday, simultaneously the last 

construction day) had taken place only in the CC, and it was not until the second 

Press Day (Wednesday) that press conferences were possible at the stands. 

 

This new arrangement posed a challenge for the exhibitors, media representatives 

and the VDA, and came about because the IAA Commercial Vehicles, as the world’s 

largest trade show, has to develop in this field, too. In times of “digital transformation” 
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– and this applies to the automotive industry just as much as it does to the media – a 

trade show has to evolve. This includes making the Press Days “as close to the prod-

uct as possible,” which media representatives are familiar with from other trade fairs 

(Detroit, Geneva, IAA Cars, Shanghai, etc.), where it is common practice. 

 

A press conference at an exhibitor’s stand clearly offers added value for TV and photo 

journalists, and also for the increasing number of online media. Form and content co-

incide. On the other hand, journalists do not have the same working options at a stand 

as they do at a press conference in a conference hall (CC). 

 

The fact that on September 21 (Press Day) and September 22 (Press and Opening 

Day) a total of 103 press conferences were held – 73 of them on the Wednesday – 

underscores the exhibitors’ acceptance of the new concept. Compared with 2014, the 

number of press conferences climbed by a whole 21 percent. In 2014 a total of 85 

press conferences took place on the two Press Days, 22 of them in the CC on the first 

Press Day. On the second Press Day 60 of the 63 press conferences were held at ex-

hibitors’ stands, and only three in the CC. This means that two years ago far more 

press conferences were already being held at the stands. 

 

A direct comparison makes the difference even more obvious: on the first Press Day 

in 2014, 22 press conferences were held (exclusively) in the CC, but in 2016 there 

were 73 on the Wednesday (Press Day), only seven of which were held in the CC, 

while the other 66 were held at the stands. The number of press conferences at the 

stands rose by only 10 percent, from 60 to 66. On the “second” Press Day the number 

of press conferences in 2016 was more than 52 percent down on 2014 (30 vs. 63). 

This indicates that in 2016 the companies concentrated on the Wednesday (Press 

Day), with the number of press conferences well up on the number on the first Press 

Day in the CC in 2014. Reactions to date suggest that most companies were satisfied 

with their activities. 
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5. Communication activities 

 

 Claim and key visual 

The key visual and the claim “Ideen sind unser Antrieb/Driven by ideas” gave the core 

messages of this year's IAA an instantly recognizable form in words and pictures. 

The three basic commercial vehicle types – trucks, buses and vans – remained at the 

heart of the motif, although for the first time with an innovative, digitized design con-

veying lightness, energy and radiance. The vehicles were borne by shapes suggesting 

data flows and connected roadways. The blue color gradient in the background put 

this innovative representation of commercial vehicle topics in the recognizable context 

of the IAA that combined tradition and innovation. 

 

IAA key visual for 2016 incl. claim, horizontal format 

Figure 11 

 

 

The key visual was used extensively by German and foreign exhibitors in their adver-

tising through many channels ranging from out-of-home (OOH) and online videos all 

the way to classical ads in the print media. Individual inquiries from exhibitors about 

the necessary special formats of the key visual were answered directly. This secured 

a globally unified communication campaign for the IAA. 
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 Classical visitor advertising 

The campaign period for the IAA Commercial Vehicles 2016 spanned five months in 

all (May to September). The IAA advertising concentrated on the typical trade media – 

both in print and online, in line with the show’s character as a trade show. This year's 

advertisement campaign used smaller-format ads, which resulted in a consistent ap-

pearance across multiple communication activities. However, the advertising focus 

clearly shifted toward the online media. The geographical focus of the 2016 campaign 

was based on the analysis of visitors to the previous IAA Commercial Vehicles. The 

main area targeted was obviously Germany. International activities focused on media 

in adjacent European countries, plus Italy and Switzerland. Shifting a greater share of 

the budget onto online activities turned out to be the right decision: doubling the online 

budget brought a 28-fold increase in the number of clicks. 

 

 Website iaa.de 

The IAA website is the central medium for information and communication for the tar-

get groups of visitors, exhibitors and the press, and as such is realized to be respon-

sive for all types of mobile end devices. For the IAA 2016 two new areas for users 

were added to the website. First, an extensive section was devoted to the “New Mo-

bility World logistics” that has established itself with information and services as an 

online address for trailblazing innovations. Second, the “IAA speakers’ corner” was 

added to provide brief information about the experts giving presentations at all the IAA 

specialist events. The number of visits to the website rose again accordingly, while the 

number of visitors’ queries decreased. 

 

 Social media 

The IAA’s social media communication was strategically expanded step-by-step since 

the IAA Commercial Vehicles 2014 to include all the relevant social media channels, 

so the IAA is now present not only on the Facebook “fanpage” but also on Twitter, 

Google+, YouTube, Instagram, Periscope, WhatsApp and Snapchat. 

 

This year the IAA Facebook fanpage recorded a massive increase of 93 percent to 

over 87,000 followers (45,000 followers in 2014). During the exhibition, posts on the 

Facebook page accumulated over 800,000 contacts (300,000 in 2014) resulting from a 

purely organic reach, that is, without the support of advertising measures. In addition 

around 455,000 interactions were generated, which indicates high rates of participa-

tion among visitors and exhibitors. Furthermore, about 750 photographs were pub-

lished via the Facebook page and four livestreams with over 19,000 visits and a reach 

https://www.facebook.com/IAAMesse/
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of 75,270 people. On Instagram (12,884 followers) 121 pictures and videos were up-

loaded, with 136,209 page impressions in just one week. The Twitter account record-

ed over 2,700 followers, and 78 IAA stories (30-second videos) were created on 

Snapchat with a total of 5,460 views. Visitors had yet another service channel at their 

disposal in the form of WhatsApp, which was well used. 

 

The IAA’s advertising – including promotion of ticket sales – used its own articles, vid-

eos and graphics. Exhibitors’ articles were edited appropriately and integrated into the 

IAA communication strategy. The female proportion of users increased by 3 percent-

age points, so the target group was comprised of 79 percent men and 21 percent 

women (18% in 2014). The largest age group is the 18 to 34-year-olds, totaling 70 

percent. Germany is clearly in the lead, with over 60,000 fans and therefore ahead of 

Italy, Austria, India, Poland, France, the Netherlands, the US, Brazil and Mexico. The 

New Mobility World logistics was advertised via the social media channels with its own 

branding and content surrounding the five themes, and linked to iaa.de through a so-

cial media wall. 

 

 Local IAA advertising 

The tried-and-tested concept in the city of Hannover was continued this year, too, with 

concentrated out-of-home activities at service-oriented contact points in the streets to 

point out clearly that the IAA is “in town” and welcomes its visitors. The advertising 

package was implemented in cooperation with Deutsche Messe AG and the Hannover 

association City-Gemeinschaft Innenstadt. Over a period of two weeks, visible wel-

coming measures were realized using the IAA’s key visual: an information counter at 

the airport, notices in the central railroad station, posters in shop windows and restau-

rants, stickers for taxis, free IAA Hannover Guide brochures to take away at tourist 

hotspots, and IAA flags in front of hotels and around the city. These user-oriented ad-

vertising measures brought the IAA tangibly to mind outside the exhibition grounds as 

a friendly host offering extra service. 

 

 On-site promotions: “flying breakfast” 

An eye-catching advertisement for future-related topics at the IAA came at the begin-

ning of the “Dronemasters Logistics” congress on September 26. A live demonstration 

of what a logistical process using drones might look like entertained the visitors as 

they began their day at the show. A fleet of drones delivered a “flying breakfast” along 

the lines of arriving visitors in the northern section of the exhibition grounds. Crois-

sants were supplied non-stop to the visitors with each drone covering a distance of 60 

m. The event attracted a huge amount of attention to a forward-looking logistics topic 

https://www.instagram.com/iaamesse/
https://twitter.com/iaamesse
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and was simultaneously used to point the visitors and the media in general to the pro-

gram at the New Mobility World logistics. 

 

 Advertising for the “New Mobility World logistics” 

This year the New Mobility World took place for the first time at the IAA Commercial 

Vehicles. The advertising concentrated primarily on the conferences with a focus on 

likely user groups on XING. Other NMW offerings were also advertised, especially the 

Guided Tours. All the advertising was realized online. The main measures were ads in 

newsletters that concentrated on startup entrepreneurs and investors, new technolo-

gies, trade/trade logistics and innovation/technology, in order to reach suitable visitor 

groups. The result was a very good click rate. Advertising was also placed using 

Google AdWords, and here the low budget generated astonishingly good results. 

 

“New Mobility World logistics” logo incl. the five “theme tiles” Connected Vehicle, Automated Driv-
ing, Alternative Powertrain, Urban Logistics and Transport Services 

Figure 12 

 

 

On the exhibition grounds, posters in mobile advertising vitrines directed visitors’ at-

tention to the NMW program. They were located all over the exhibition grounds, telling 

visitors that future mobility-related topics were already present at the stands and could 

be experienced all over the exhibition grounds under the slogan “New Mobility World 

is inside.” Furthermore, all the IAA exhibitors had the opportunity of displaying the rec-

ognizable NMW logo on their own stand. The logo integration therefore functioned as 

a clear signpost to products and solutions that tied in with the topics of the New Mobili-

ty World. 
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 Schools’ campaign 

At the beginning of the new school year approx. 11,000 schools and around 2,500 

teachers received letters about participating in this year’s IAA schools’ campaign and 

were invited to visit the IAA with a school group. In addition, the teachers received 

suggestions about what to include in an excursion to the show and were offered ad-

vice for preparing lessons on mobility topics. This year again, over 4,000 schoolchil-

dren and teachers registered to visit the IAA through the schools’ campaign, and in 

view of the ever-shrinking public travel subsidies for school trips this underscores the 

continuing attractiveness of the IAA as place for learning. 

 

 Teaching materials 

Teaching materials for use with young people were once again created for the IAA 

Commercial Vehicles, which explained and prepared the core topics of this IAA in the 

social context, in conformity with the curriculum. A total of 15,000 teachers’ folders 

containing 32 pages (including ten work sheets) were sent out at the beginning of the 

new school year to secondary school teachers up and down the country. The material 

was also made available as a free download on iaa.de. The folder offered teachers 

items such as specific tips on how to organize a visit to the trade show as a lesson 

making technologies and clear and tangible, how to understand innovations, and how 

to find out about opportunities for vocational training and jobs. Multiple methods were 

also used to explain the New Mobility World logistics as a thread running through the 

exhibition, and attention was drawn to the “Week of Industry” as a specific research 

topic at the IAA. 

 

 The IAA Commercial Vehicles App 

The official IAA Commercial Vehicles App was further optimized this year to offer new 

user guidance and a new layout with a greater proportion of pictures, for example a 

slider function on the starting page. The IAA App 2016 was again available free of 

charge for iOS (iPhone, iPad) and Android smartphones, in both German and English. 

The download figures climbed by 17 percent. The app gave numerous exhibitors ad-

vertising opportunities in various formats. The iOS version recorded 305,363 page im-

pressions and the Android version recorded 352,364 page impressions. The most 

popular features were the list of exhibitors, the map function and the program of 

events. The most common search term on iOS and Android was “test drives in light 

and heavy commercial vehicles.” The interactive hall plan, the route planner and 

watch lists (as PDFs) were useful for individual planning of a trade show visit. 
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6. Dates of the next IAA Commercial Vehicles 
 

The 67th IAA Commercial Vehicles has been brought forward by one week to take 

place on the Hannover exhibition grounds from September 20 to 27, 2018. It will be pre-

ceded by the Press Day on September 19. September 20 will be a combined Press Day 

and Opening Day. 

 

This means that the IAA will not include any public holidays, and fall vacation period will 

commence after the exhibition. The construction period will start on September 8, 2018 

(11 days) and dismantling will end on October 2, 2018 (5 days). As in 2016, an earlier 

construction period for large exhibitors will be on offer as needed, even with the earlier 

show dates. 

 

 

Detailed results of the surveys and further information are available to exhibitors upon 

request. Please contact: info@iaa.de. 

 

Berlin, December 2016/JH 

 

mailto:info@iaa.de

