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1. Starting point 

At the leading international trade fair ITB the Lufthansa Group presents itself for the 
first time as a group. Core feature and message: The presentation of the company as 
a group, consisting of five brands: Austrian Airlines, Lufthansa, SWISS International 
Airlines, Brussels Airlines and Eurowings. Each of them needed to be presented in a 
way that emphasized their unique character as well as being part of the group. Also, 
in the focus of the production communication: the respective products in the overall 
context of "travel motivation".  

ITB: The annual Tourism Convention, taking place in March in Berlin, has been the 
figurehead of the international tourism industry since 1966.   

Overarching goals:  

1.  Present the Lufthansa Corporation as a group  

2.  Brand positioning  

3.  Sensitize old and new markets for the company and the products 

4.  Clearly underscore branded environments as part of the corporate strategy 

5.  Set the course within the industry 

 
 

2. Target groups and specific goals  

2.1. Target group  

The majority of ITB's visitors are industry professionals, they represent various seg-
ments of the value chain, including: Tour operators (27%), travel agencies (16%), hotel 
companies (9%), tourism organizations (8%) ... *. Private visitors come mostly from 
Germany (around 46,500 versus 113,500 trade visitors).  

The target groups should be addressed and selected through a focused selection of 
the offers at the booth and through the staging framework. Passer-bys should be led 
to the booth, be entertained and become involved, invited guests should find them-
selves convinced and fascinated, and there should be a representative stage for dis-
cussion rounds and multipliers. The brand presentation for trade visitors and private 
visitors had to work equally well and be a part of the concept.  

2.2. Goals  

The requirements for the supporting communication pillars of the booth design were 
shaped by the presentation, interaction and integration with the respective target 
groups. All of the group's airlines had to find their place in the range of topics, and the 
ET GLOBAL team had to represent their respective individual expertise and character-
istics through a strong representation. The story behind the message: "We as a group 
form the network of possibilities and make it all possible for you!" The reasons for flying, 
the professional or personal motivations and the driving factor of mobility, are part of 
the storytelling of the entire group - in individual form and distinctive for the respective 
markets. ET GLOBAL had to make this comprehensive in its entirety and in the com-
pany-specific uniqueness. It also hat to bring it to life.  
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*Analysis ITB 2019  

 

In this case, family and business were considered as equals. Particular challenges for 
reaching the objective: the precise brand staging as a unique experience for each in-
dividual (professional and private) in relation to the respective brands - under the com-
plex roof of an entire company with a coherent identity of its own. 

The orientation of the airline towards a consistent and practiced Customer Centricity 
had to be visible as a central element in the booth concept and be permanently taken 
into consideration. The customer is front and center. At its core, it should be about 
dialog, relationships and individual interaction – mobile, online and digital. The high 
quality of travel - digital travel - is considered as a brand anchor of the Lufthansa Group. 
This had to be translated into an intense, clear and experience-oriented image.  

The project's technical aspiration was scalability, the targets for the international recy-
cling of the elements and the requirement to set clear digital innovation impulses in the 
presentation of the staging, communication and presentation platforms. 

 

3. Planning and Conception  

3.1 Strategic planning    

The planning and design period was set at 10 months before the beginning of the 
assembly. The ET GLOBAL core team consisted of sales, project and design manag-
ers. The focus of the project planning phase was on the full-service aspect: Consulting, 
planning, logistics and marketing informed the basic strategy: Brainstorming, creation, 
consulting, logistics and construction were covered by ET GLOBAL. The principle was: 
The Lufthansa Group asserts itself as an umbrella brand in the presentation. Each 
airline should receive its representative share. However, to ensure the perception of 
the Lufthansa Group as a single entity, no extra space was created per airline; this was 
necessary to create a comprehensive architectural framework. Every detail of the 
booth’s design vocabulary had to be directly connected to the essential corporate iden-
tity of Lufthansa Group. The result: a 557m² course over three floors. 

Overview of the planning phases 

1.  Order intake, fixation of structural components  

2. Month 1-6 Basic creative concept  

3. Ongoing  Content Development  

4. Month 7-10 Intensive project planning  

 

 

3.2. Conception and measures  

The architectural requirements formed the basis for the basic content-driven questions: 
The perspectives of the customers and the view of the world constitute the conceptual 
core. This idea comes across for the visitors via interactively tangible elements. Dialog-
driven communication dominates more than it ever has for Lufthansa before, focusing 
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on innovations, products and services of the respective brands. Idea: Five brands pre-
sent themselves through travel motivations. Five movable screens, which can be used 
on both sides, set noticeable innovation impulses. Movement dominates, often present 
at several levels. This principle becomes obvious in the associated 360-degree videos. 
Another innovation: Live talks. Experts are at the core of Lufthansa Group – this is 
represented in the centrally located forum. Industry experts give talks on areas of in-
novation and get the dialog going.  

The essence of the booth is the mix of analog and digital communication experiences, 
with the supporting pillars: Seat Explorer, which presents the various seat classes of 
the airlines in an informative and vivid manner, various communication rooms, cabin 
experiences or the networking area with café and bar areas. Hospitality isn’t neglected 
either: free WLAN or ice cream top off this basic impulse of Customer Centricity.  

 

4. Implementation  

Overview of the implementation details 

32 employees  Task: constructive and creative planning measures, produc-
tion, procurement, handling, directing and shipment by all 
trades  

All trades Designers, structural engineers, technical draughtsmen, 
graphic designers, media technicians, lighting technicians, 
master carpenters, carpenters, master metalworkers, metal-
workers, master electricians, electricians, warehouse work-
ers 

Assembly time 
structure  

9 days in rotating shifts: 24/9 

Disassembly  4 days in rotating shifts 24/4 

Employees Assem-
bly and Disassem-
bly 

48 employees: Assembly managers, fitters, locksmiths, car-
penters, electricians, lighting and rigging technicians, sound 
engineers, graphic artists, media technicians, decorators, 
floor installers and florists 

Specialists  DDB Group GmbH - Image editing and screen content 
3spin GmbH & Co. KG - AV/RV/Windows applications   
Carpentry / model making for windows 
Medientechnik Deutsche Werbewelt  

 

The 557 m² service course displays the brands on three floors, the first and second 
floors are also accessible to end customers, on-board is in the lower, destination in 
the upper area. The three-level island booth has been designed to meet all the needs 
of a heterogeneous target group equally. This creation of space unites the Lufthansa 
Group - and offers each brand and each visitor sufficient space for their own experi-
ence, satisfying their individual requirements. The concrete implementation includes 
swings going back and forth on the top floor. Swinging guests “fly” away over destina-
tions, with VR headsets providing the perfect illusion. As an aside, they also receive 
information about the frequencies of Lufthansa’s take-offs and landings at each desti-
nation. All the individual elements are adaptable and can be used as single elements. 
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Sustainability has been the guiding idea of each and every consideration. Subject to 
these requirements were the materials used on site (e.g. porcelain dishes instead of 
cardboard dishes) as well as the booth technology. The system "Concept 80Twin Dou-
ble Storey" has been installed accordingly: reusable LH "brackets" that are being used 
since five years.  
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First-time at the ITB: Brand staging of Lufthansa as a group. 

 

 

Double-sided LED screens, visible from far away, flank this space of connectivity and 
exchange in a noticeable manner 
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Comfort and communication on the ground: Expertise, novelties and services, such as 
the different seating classes of the airlines, are presented in an informative and vivid 
manner.  

 

557m² service 

course on the 

ground floor 
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Space creation 
that unites the 
Lufthansa Group. 
Here: Floor plan 
of the first floor 
with ice serving 
and Spectator 
Viewing 
 

Floor plan of the sec-
ond floor: Communi-
cation in the room 
with an open seating 
area and meeting 
rooms 
 


