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61+1 Veranstaltungen, mehr als 1,2 Millionen Quadratmeter belegte Bruttofläche, ein Jahresumsatz von 104,3 
Millionen Euro, zwei Leitmessen mit Ausstellerrekorden, mehrere Auszeichnungen sowie ein historischer Parteitag –  
das Jahr 2018 der Hamburg Messe und Congress GmbH war vielfältig, turbulent und erfolgreich. Neben elf eigenen 
Messen konnten wir 31 Gastveranstaltungen und 19 Veranstaltungen, die wegen der vorübergehenden Schließung 
des CCH – Congress Center Hamburg umziehen mussten, auf dem Messegelände durchführen. Außerdem unsere 
In-Water Boat Show in Neustadt/Holstein. Dabei ist es erneut gelungen, das selbst gesteckte Umsatzziel zu 
 übertreffen. Für die Treue und die vertrauensvolle Zusammenarbeit bedanken wir uns an dieser Stelle ganz herzlich 
bei unseren Ausstellern, Besuchern und Geschäftspartnern.
 
Das Fundament für das erneut sehr gute Jahresergebnis legten einmal mehr unsere Eigenveranstaltungen, die 
 inklusive der dazugehörigen Services für rund drei Viertel des Umsatzes sorgten. Allen voran die drei Leitmessen 
 INTERNORGA mit 1.300 Ausstellern,  die WindEnergy Hamburg, die die Ausstellerzahl gegenüber der Erstveranstal-
tung in 2014 um fast 20 Prozent auf 1.482 steigern konnte, und die SMM – the leading international maritime trade fair, 
deren Ausstellerzahl seit dem Jahr 2000 um beinahe 1.000 auf 2.289 gestiegen ist. Für die beiden letztgenannten 
Messen sind das Ausstellerrekorde. Die SMM ist darüber hinaus die einzige Messe in Hamburg, die in 13 Hallen 
stattfindet, da die vorhandenen elf Messehallen durch zwei hochwertige temporäre Hallen ergänzt werden.

Insgesamt kamen im abgelaufenen Geschäftsjahr 745.769 Teilnehmer und Besucher zu den Veranstaltungen auf dem 
Messegelände. Dabei wurden 722.649 Menschen bei Messen und Gastveranstaltungen gezählt, weitere 23.120 
Teilnehmer besuchten die 19 CCH-Veranstaltungen, die auf dem Messegelände stattgefunden haben. Und mit einer 
belegten Bruttofläche von 1.221.888 Quadratmetern konnten die Spitzenergebnisse der Vorjahre erneut übertroffen 
werden.

Große Beachtung fand 2018 der Global Wind Summit: Erstmals wurde die globale Konferenz von WindEurope 
 zeitgleich mit der WindEnergy Hamburg durchgeführt. Die Hansestadt war damit vier Tage lang das Zentrum der 
welt weiten Windindustrie und Treffpunkt sämtlicher Branchenexperten. Der Anteil internationaler Aussteller auf  
der WindEnergy Hamburg übersprang dabei die 50-Prozent-Marke.

Ihren 30. Geburtstag feierte die NORTEC, unsere hoch spezialisierte Fachmesse für Produktion, bei der sich 2018 alles 
um Fertigung 4.0 drehte. Die Messe, die in enger Zusammenarbeit mit Unternehmen, Universitäten und Politik immer 
wieder aktuelle Herausforderungen aufgreift und Lösungen präsentiert, legte ihren Schwerpunkt diesmal vor allem 
auf die Bereiche 3-D-Druck und digitale Produktion.

Ergänzend zu unseren eigenen Messen betreute unsere Abteilung „Gastveranstaltungen“ 31 Fachmessen, Events, 
Sportveranstaltungen und Festivals und trug damit 2018 einmal mehr zu dem sehr guten Jahresergebnis bei. 
 Besonderheiten waren der hella hamburg halbmarathon, der 2018 zum ersten Mal bei der Hamburg Messe und 
Congress stattfand, sowie die Weltleitmesse der Post-, Paket- und Expressdienstbranche, POST-EXPO. Die größte 
Aufmerksamkeit erzielte jedoch der 31. CDU-Parteitag, zu dem mehr als 1.000 internationale Journalisten angereist 
waren – auch weil Bundeskanzlerin Angela Merkel bereits im Vorfeld angekündigt hatte, den CDU-Parteivorsitz nach 
mehr als 18 Jahren niederzulegen. 

Vorwort
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Unsere Auslandsabteilung begleitete 2018 insgesamt 347 deutsche Aussteller auf Messen in zehn Länder. Mit 
Ausnahme von Australien waren wir dafür auf allen Kontinenten unterwegs. Unter anderem wurden Kunden auf der 
Lebensmittel- und Gastronomiemesse SIAL in Paris, der Kreuzfahrtindustrie- und Tourismusmesse Seatrade Cruise 
Global in Miami und der Offshore Technology Conference Houston (OTC) aus dem Bereich Öl und Gas von uns betreut. 

Parallel dazu wurde der deutsche Pavillon für die EXPO 2019 in Beijing vorbereitet. Besonders im Fokus stehen im 
Jahr 2019 aber drei neue Veranstaltungen, die wir im Berichtsjahr auf den Weg gebracht haben: die MARINE 
INTERIORS Cruise & Ferry Global Expo, powered by SMM, im September 2019, die therapie Hamburg im Oktober,  
eine Fachmesse mit Kongress für Physiotherapeuten, Masseure und medizinische Bademeister, sowie die Hamburg 
Open – eine Mischung aus Messe und Branchentreff für die deutsche Broadcast- und Medientechnikbranche –,  
die im Januar 2020 auf dem Messegelände eröffnet.

Insgesamt organisiert die Hamburg Messe und Congress 2019 zehn eigene Veranstaltungen: acht davon auf dem 
Hamburger Messegelände, das HAMBURG ancora YACHTFESTIVAL auf dem Gelände der ancora Marina in Neustadt/
Holstein sowie Südasiens größte maritime Ausstellung und Konferenz, die INMEX SMM India in Mumbai. Hinzu 
kommen mehr als 20 CCH-Veranstaltungen, darunter erneut vier Hauptversammlungen und zahlreiche Mediziner-
kongresse. Ein Höhepunkt ist die Rotary International Convention im Juni mit rund 25.400 Rotariern aus aller Welt.

Im Ausland organisiert die HMC 2019 etwa 20 deutsche Gemeinschaftsbeteiligungen im Auftrag verschiedener 
Bundesministerien oder in Eigenregie. Darunter Auftritte in Südkorea, Indonesien und Kenia. Zu dem geplanten 
Umsatz von 68,2 Millionen Euro tragen außerdem mehr als 30 Gastveranstaltungen bei. Darunter zahlreiche neue 
Gäste wie die Spielemesse Hamburg.
 
Wir bedanken uns hier bei unseren Mitarbeiterinnen und Mitarbeitern, ohne deren Begeisterung und Engagement die 
beständigen Erfolge der vergangenen Jahre nicht möglich gewesen wären. Unserem Aufsichtsrat danken wir für die 
überaus engagierte Begleitung im Berichtsjahr und freuen uns auf das Veranstaltungsjahr 2019.

Herzlich, Ihre

Bernd Aufderheide    Uwe Fischer
Vorsitzender der Geschäftsführung  Geschäftsführer

VorwortPhilipp Westermeyer:  Welcome to the very first HMC podcast, which will discuss how the past business year has 
turned out for HMC, Hamburg’s trade fair and congress company. HMC wraps up every business year with an official 
report. This time the traditional written report is accompanied by an audio section which follows. It is an interview with 
the HMC President and CEO, Mr Bernd Aufderheide. Good morning Bernd!
Bernd Aufderheide: Good morning.
PW: Tell us a bit about the current situation at HMC. Originally you were anticipating this to be the best year in compa-
ny history, right?
BA: You are absolutely right, and it was more than just hope. Everything had been planned minutely, and in early 
January I was talking to the press saying that this was going to be the best year HMC had ever seen. As we all know, 
it didn’t quite turn out the way we had expected, and when I step in front of the cameras again next January I will pro-
bably announce the biggest loss in company history. Some things aren’t really great right now and not exactly uplifting. 
Quite challenging, actually.
PW: You will remember that we lived through the toughest day together. It was in early March when trouble really 
started to accumulate. You had to cancel INTERNORGA and on the same day it was announced that the IAA automo-
bile exhibition, which HMC had applied for, was ultimately won by Munich. That was when things started taking a bad 
turn, wasn’t it.
BA: You are right, figuratively speaking we fell down from high heavens. INTERNORGA, one of our biggest, most 
important trade fairs, had chosen a really great theme for this year, all the content was going to be great. Then IAA… 
Your company was involved in developing the concept for a true mobility trade fair, and it came as a real blow when 
we were told we weren’t chosen. We still believe – and the jury confirmed it – that Hamburg’s concept for New Mobi-
lity was in fact the best one in the competition. So on that particular day we really got hammered twice below the belt 
line. It wasn’t a fun day at all.
PW: What is the situation looking like right now? I know the company has been working on hygiene measures for 
future events, but everybody also had to start working short hours, and you announced a shut-down period earlier. Can 
you give us some details?
BA: Of course we depend on what the public health authorities tell us. This means that they decide whether we can 
have any events at all, or what the maximum size of an event can be. Especially during the months of March and April 
there was a lot of uncertainty; each of the German states issued rules of its own. We at HMC and my colleagues at 
other trade fair venues around the country would have much preferred a common, nation-wide policy. The same goes 
for our customers – after all, we do not hold trade fairs for our own sake but for the benefit of the industry. It would be 
great to have consistent standards everywhere.
During the initial phases of the crisis we had to improvise a lot, but when the authorities told us that all offices had 
to shut down, we let each one of our office employees take their company PCs and sent them off to work from home, 
after making appropriate telephone call forwarding arrangements. Many of our staff had no idea what was coming, but 
by now the dust has settled and there is a certain routine.
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Welcome to the sixth MICE Innovation Session. My name is Thorben Grosser, and I will be your host for this 
session dedicated to the topic “Convention Center of the Future.” I am delighted to welcome Heike Mah-
moud and Hartmut Hofmann from the CCH as experts to our show.

Heike Mahmoud is COO of the Congress Center Hamburg. For those of our listeners who happen to live un-
derneath a rock and have never heard of you, would you be so kind and explain once again what you do in 
your job and where your expertise is?

HM: (chuckles) … Who live underneath a rock… well, really. First, what are my responsibilities? In March 
of last year I moved from Berlin to Hamburg, where I now have the most fascinating job in the German mee-
tings industry: reopening this wonderful Congress Center that is being built there at Dammtor, and doing so 
together with the entire team. That is really an exciting task.

TG: I am happy to hear it. We are celebrating another debut today: for the first time we are welcoming a 
second guest to our show, Hartmut Hofmann. He heads the production department at the CCH and is thus 
probably one of Germany’s leading experts on events center technology. Hartmut, what does a director of a 
production business unit do?

HH: Well, basically everything Heike doesn’t do. (Laughs) I make sure that all the nice great customers Heike 
brings to our center will get what they want at their event. As for the “production” part, I head the entire 
technical team as well as the commercial project management and all those many units that go in between, 
such as logistics, cleaning, and many more. All that needs to function as one big team.

TG: I’m pleased to have both of you in our show today, and I would like to start by asking Heike about this 
huge task you and your team are facing: You now have a new convention center, or rather, you do not. How 
do you market something that doesn’t exist yet?

HM: On the one hand, there is a lot of facts from the architects we can work with, and we have the people 
on our team, such as technicians and salespeople. Mixing all that with a lot of motivation, pride, and know-
how, we reach out trying to sell all the great benefits the CCH has or will have. We can only do that based on 
facts and figures, but we also utilize a lot of additional tools, such as digitalization and virtual reality tools.

TG: Slow, slow,  so you are exploring entirely new ways of selling this center, using new technologies, or 
how should I imagine that?

HM: Yes, we have recreated the CCH the way it will be, but in the digital world, and we are taking our laptops 
to our customers or to trade shows to advertise this building so our customers get an idea what they can 
expect, what everything will look like, the proportions and dimensions, etc. I have to say, while it is a new 
approach, our customers are absolutely enthusiastic about it. This technology gives them a way to almost 
physically experience the new center. It really helps them visualize it, and that has been very helpful to us 
in selling the CCH while involving the city as well. Just presenting an individual building would not be very 
helpful; we are bringing along the entire city, so to speak.

TG: Let me just make sure I understand: All that virtually reality stuff has been talked about throughout the 
industry for some time. Wherever you see that in action, it often ends up being more like a little decorative 
extra, a sideshow of sorts. But you’re telling us that it really makes it easier for you to get your customers to 
buy in?

HM: Definitely. We have set up a showroom at the construction site where customers can check out and try 
out certain materials and furnishings, such as chairs, that will be in the new CCH, and the digital technology 
really helps us in persuading customers to host the next event at our venue in Hamburg. Many of our custo-
mers plan far ahead for future events, and we already have some contracts for the year 2025, and inquiries 
through to 2030. This means that customers need to know for sure they understand what they can expect, 
and this new technology really helps us demonstrate that.

TG: You just mentioned Hamburg as a city. 
Of course the CCH, by virtue of its enor-
mous dimensions, is the biggest venue in 
the city. Are you and your team operating 
all that by yourselves, or are you part of a 
larger ecosystem?

HM: Yes, of course we are part of a larger 
community. When we open the CCH next 
year, it will forever change Hamburg’s 
DNA, so to speak. We will have new con-
ventions and new customers in our city, 
and the hotels and organizations, such as 
our biggest partner, the Hamburg Conven-
tion Bureau, will help us attract new, major 
conventions and customers to Hamburg. It is all a team effort that we could never accomplish alone. It would 
be impossible to operate a convention center all by ourselves, especially in view of the fact that we are try-
ing to attract more international customers who need places to stay and restaurants to eat, and airlines to 
travel, so we have a large number of partners who work with us to make it all happen.

TG: That’s really fascinating. Hartmut, you are in the process of building a new convention center. Its precur-
sor at the same site was first opened in 1973, so that has been quite a few years. It’ll hopefully be a number 
of years until you have to build the next edition. When you plan to build such a complex, what do you have to 
bear in mind to make sure it will have a useful life of more than two or three years, considering how rapidly 
technology advances?

HH: That will depend, of course, on what kind of technology you are talking about. It may surprise you to hear 
the head of the technical department tell you that in a business like ours, technology is ultimately nothing 
more than a means to an end.

TG: What do you mean by that?

HH: First and foremost, it is the content our customers want to highlight that really matters. It’s content, con-
tent, content – and true content is a rare commodity in this day and age, and the best technology in the world 
cannot make up for poor content. That is a realization not everybody has understood. Some will try to cover 
up for the lack of quality content by utilizing spectacular technology. What we in production care about most 
is that the technology, whether it was developed in the 1970s or just recently, is robust and dependable, that 
it is user-friendly, and that spare parts will be available for a long time. Whether or not it is absolutely state 
of the art is not such a big deal to us; I don’t know whether Heike would look at it from a different angle, as 
part of her sales pitch …

HM: What?? (Laughs) We only want the very best for our customers! (Laughter)

HH: (laughing) Those two criteria don’t necessarily conflict. What I am saying is that “state of the art” in the 
meaning of “faster, higher, further” is something marketing cares about a lot, it’s about beating the compe-
tition. In reality, all convention centers put their pants on one leg at a time. We share a natural skepticism 
against what we call “banana technology” …

TG: What is banana technology?

HH: It ripens at the consumer’s home. (Laughter) Everybody knows what it means in the software realm, 
where you need a number of updates before your software finally runs even worse than before … We ope-
rate one-of-a-kind live shows where we don’t get a second chance and the margin of error is very narrow. 
We can’t afford to go by trial and error. Imagine a medical convention where experts present the results of 
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Hamburg Messe und  
Congress GmbH in Zahlen

2018 2017 2016 2015 2014
Finanzen (in Mio. Euro)
Umsatzerlöse 104,3 72,8 110,9 62,0 99,8
Bilanzsumme 83,2 81,6 117,2 114,8 116,5

Personal
Mitarbeiter (Ganztagskräfte / GTK) 255 254 262 257 250
Auszubildende durchschnittlich 21 20 20 21 20

Hamburg Messe (ab 2017 inkl. CCH)
Aussteller Messe gesamt 14.104 9.983 15.277 9.751 14.138
 davon Eigenveranstaltungen 8.217 3.452 8.217 3.317 8.372
 davon Gastveranstaltungen 5.736 6.448 7.060 6.434 5.766
 davon CCH-Veranstaltungen 151 83
Besucher Messe gesamt 745.769 668.974 766.314 568.142 831.388
 davon Eigenveranstaltungen 377.341 284.485 443.548 253.381 518.629
 davon Gastveranstaltungen 345.308 338.119 322.766 314.761 312.759
 davon CCH-Veranstaltungen 23.120 46.370
Belegte Bruttofläche (ohne Freigelände) gesamt in m² 1.221.888 1.078.561 1.041.409 816.322 982.829
Zahl der Messen und Ausstellungen 61+1* 63+1* 44+1* 42+1* 41+1*
 davon Eigenveranstaltungen 11+1* 7+1* 10+1* 6+1* 11+1*
 davon Gastveranstaltungen 31 31 34 36 30
 davon CCH-Veranstaltungen 19 25
* externe Veranstaltung

Ausland
Zahl der Messen und Ausstellungen 15 17+1** 14+1** 26 13
 davon Gemeinschaftsveranstaltungen 14 16 14 25 13
Aussteller gesamt 347 702 404 1.150 594
 davon Gemeinschaftsveranstaltungen 347 423 404 788 594
** Expo Beteiligung

CCH - Congress Center Hamburg  
(Angaben ab 2017 unter Hamburg Messe)
Veranstaltungen gesamt 226 224 247
 davon Kongresse und Tagungen 130 120 141
 davon sonstige Veranstaltungen 96 104 106
Teilnehmer gesamt 292.763 326.307 390.101
 davon Kongresse und Tagungen 150.041 161.720 213.588
 davon sonstige Veranstaltungen 142.722 164.587 176.513

Ab dem Jahr 2017 ist keine Vergleichbarkeit mit den Vorjahren gegeben. Die CCH-Veranstaltungen, die durch die Revitalisierungsphase  
auf dem Messegelände durchgeführt wurden, fließen in die Hamburg Messe Kennzahlen ein.     
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Jahresabschluss 2018 der Hamburg Messe und Congress GmbH

BILANZ / Aktiva
zum 31. Dezember 2018

2018 2017
alle Angaben in TEUR
1. Anlagevermögen 57.588 52.459
2. Umlaufvermögen 25.571 29.189
Summe AKTIVA 83.159 81.648

BILANZ / Passiva
zum 31. Dezember 2018

alle Angaben in TEUR
1. Eigenkapital 11.679 11.679
2. Fremdkapital 71.480 69.969
Summe PASSIVA 83.159 81.648

GEWINN- UND VERLUSTRECHNUNG
für das Geschäftsjahr 1. Januar bis 31. Dezember 2018

alle Angaben in TEUR
1. Gesamterlös 105.559 79.156
2. Personalaufwand 20.755 19.328
3. Übrige Aufwendungen 86.387 82.229
4. Ergebnis vor Verlustübernahme -1.583 -22.401

Bilanz 2018

Dem ungekürzten Jahresabschluss und Lagebericht hat die FIDES Treuhand GmbH & Co. KG Wirtschaftsprüfungsgesellschaft am 
11.03.2019 einen uneingeschränkten Bestätigungsvermerk erteilt.

maybe five years of work, and the presentation is an important step in their career. Of course we use high-
end technology too but it must function reliably. If it doesn’t, it will be a disaster. So we are more conservative 
than you might think when we select our technical equipment. 

TG: So you aren’t conservative because you’re afraid of something but out of the conviction that you 
need reliability and the ability to get spare parts even maybe ten years from now, and new components 
that will be a good fit for your technical ecosystem?

HH: And because the person operating the system who has the knowledge and the experience to handle 
it right even in difficult situations needs to be able to control it even after a retrofit. Of course there are 
event formats that use technology in a more spectacular way, or where the organizers choose techno-
logy that is very attention-grabbing. But looking at past events at the CCH, this doesn’t happen too often. 
One time we had a medical convention where a surgical procedure was shown live on-screen in 3D …

TG: Wait … You have to explain that. They were showing a live 3D transmission of surgery as it was 
taking place?

HH: Exactly. Live transmission isn’t all that rare at our center. For example, Endoclub Nord does it every 
year at their November convention, transmitted from several Hamburg hospitals. The convention parti-
cipants are actually able to ask the surgeon questions about what they’re doing, such as why she or he 
is doing things a certain way, etc. These are educational events, and watching them is fascinating for 
all of us. One day someone came up with the idea of creating the possibility to do live 3D transmissions 
to differentiate ourselves from other convention centers. But implementing that takes a lot of effort, 
including the 3D goggles, all the handling, the rehearsals, and all the technical equipment costs a lot. 
To be honest, what you see in the end is okay but the real content that is related to the audience is how 
and why certain things are done, so the live video could have been done in 2D just as well without any 
information getting lost. That’s why in our industry, which in most cases deals with corporate events, 
conventions, cultural events, etc., you may on occasion have a laser show but that’s about it as far as 

advanced technology is concerned.

TG: Do you sometimes see yourselves as consultants 
who may have to bring a customer back down to earth 
and say: a laser show is good and nice, but let’s focus 
on what really matters? Or do you view yourselves as 
operators of the convention center, as providers of a 
building who leave it up to the customer to make the 
arrangements for what will happen inside?

HM: No, the customer is always our top priority, and 
especially in sales. We do not use high-pressure sa-
les techniques, and we believe it is our responsibility 
to really listen closely to the customer and what they 
want. We are, in fact, their consulting partners who 
give recommendations regarding what can be done at 
the CCH so they can develop their event to achieve the 
best possible outcome. We are the ones who know 
the building and its equipment, we know our service 
partners, we have a really great network of partners, 
and we want to spread out all that before our custo-
mers. My personal creed is that we want to take our 
customers by surprise by what we can offer in terms 
of added value so they can later say: Hamburg really 
made a difference.

TG: Has that always been the approach of the CCH, or is it something that is just being developed, that is 
growing? Do you expect this consultant role to become more important in the future? I have never booked a 
convention center so I’m not sure what that would be like.

HM: I am looking in Hartmut’s direction because I’ve only been here for a year and a half so I can’t speak for 
the time before my tenure.

HH: I believe we’ve been quite consistent in this respect, providing consultancy services on a high level. 
That has always been the most important aspect, showing the customer in a professional manner what the 
building can do. That may sometimes mean dampening excessive expectations, but we never say “no” or 
“that won’t be possible”; rather, we might say “there may be a better way to accomplish that,” and make a 
concrete suggestion how the customer might best achieve their goal, which is to get the message across to 
the audience. The technology available to us to make it happen has not really changed dramatically. Maybe 
some of our listeners will be surprised to hear what we believe is most important for an architect or planner 
to consider when planning or upgrading a building. The answer is, those are rather rudimentary considerati-
ons, such as: we need lots and lots of high-voltage electrical connection points, and many ceiling mounting 
points to suspend heavy equipment from. As Heike just indicated, we are first and foremost hosts who want 
to provide a building that can fulfill everybody’s needs and wishes. That means you cannot design the buil-
ding for a very limited range of purposes. You have to set it up so it keeps many options open, and develop it 
with a lot of hindsight. I have been in the convention business for 25 years and been involved in implementing 
a major addition to the building once before. During that project we realized that the most important thing is 
to provide a strong data network, especially in view of today’s digital needs, and that you can really get cus-
tomers excited when they see that they can effortlessly connect all their systems inside the building, even 
highly specialized equipment. Whether it is a major corporate event or medical convention or a big festive 
banquet like the one we had not long ago – all of which have entirely different requirements – we want to 
make sure everybody is 100% satisfied, and our rather basic technical systems, as boring as they may seem 
at first, go a long way in accomplishing that. And then, if the customer wants to add a little gimmick here or 
there, we can accommodate that easily, and that’ll be the cherry on top.

HM: What is really great is that we have such a broad range of customers. We have national and internatio-
nal events of professional and trade organizations, medical conventions, corporate events, many different 
regional events. One day we will have concerts again, so what we need is flexibility. That is really our key-
word tonight, flexibility – we want to be flexible so we can accommodate any conceivable customer prefe-
rence. That’s why many of our assets aren’t permanent but movable, for example the furnishings. Only two 
halls in the CCH have permanent seating, all the others have removable seats so everything can be arranged 
to suit the customer’s needs. We work together with a number of different partners providing temporary 
furnishings. The same goes for catering, which can be arranged as desired by the customer. Our exclusive 
catering partner is Käfer Catering Hamburg who likewise offers very flexible services. They also follow the 
current trend to put the emphasis on sustainability and regional cuisine and avoid using plastic utensils. 
This enables us to take the lead in minimizing our ecological footprint. I’ve been traveling a lot lately, going 
to various trade events and conventions, and to my own surprise – I’ve never experienced this in such an 
intensity – frequently the first question we got from customers was: “Is your convention center sustainable, 
what about its ecological footprint, are you pursuing any particular strategy in that direction? If not, we can 
end this conversation right now.” We are extremely happy to be able to say we will have all of this in place 
and that our customers will get plenty of information on that subject.

TG: Talking of happy, I’m still a technical nerd so maybe I should ask Hartmut: From a technical viewpoint, 
what aspect of the new CCH are you most proud of?

HH: I’ll have to ask your patience before answering that question – since you used the term “nerd”: all this 
time I’ve been waiting for someone to drop the big buzzword “digitalization.” It really is a big word, and a to-
pic you cannot avoid in the convention business nowadays. First of all, in the convention business as elsew-
here, digitalization is a means to an end. In fact, in the events sector the topic is all but done with. What is 
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A. Geschäfts- und Rahmenbedingungen

1. Der deutsche Messemarkt

Nach vorläufigen Berechnungen des Ausstellungs- und Messe-Ausschusses der Deutschen Wirtschaft (AUMA) 
nahmen 2018 an den 178 internationalen und nationalen Messen in Deutschland im Vergleich zur jeweiligen Vorver-
anstaltung +1,5 Prozent mehr Aussteller teil. Die vermietete Standfläche nahm um +1 Prozent zu, während die 
 Besucherzahlen erneut leicht, um -0,5 Prozent, im Vergleich zu den jeweiligen Vorveranstaltungen zurückgingen.  
Für das Jahr 2019 erwartet der AUMA für die 174 geplanten internationalen und nationalen Messen erneut leicht 
wachsende Aussteller- und stabile Besucherzahlen. Gestützt wird diese Einschätzung durch eine Befragung von 
Ausstellern, die vorrangig auf B-to-B-Messen ausstellen. Die Untersuchung wurde vom Marktforschungsinstitut  
TNS Emnid im Auftrag des AUMA durchgeführt. Demnach wollen ausstellende deutsche Unternehmen ihre  
Messe-Etats, verglichen mit 2017/2018, im Durchschnitt um 3 Prozent für die nächsten zwei Jahre steigern.

2. Das Auslandsgeschäft

Das Bundesministerium für Wirtschaft und Energie (BMWi) sowie das Bundesministerium für Ernährung und 
Landwirtschaft (BMEL) unterstützen mit ihrem Auslandsmesseprogramm deutsche Aussteller auf ausländischen 
Messen. Die Anzahl der Beteiligungen an Auslandsmessen betrug 249 im Jahr 2018. Für das Jahr 2019 sind beim 
BMWi bisher 270 Beteiligungen vorgesehen, von denen 111 in Asien – davon 51 in China inklusive Hongkong – sowie 
44 Beteiligungen in europäischen Ländern außerhalb der EU geplant sind. 37 davon in Russland.  Es folgen der Nahe 
und Mittlere Osten mit 40, Nordamerika mit 26, Lateinamerika mit 22 und Afrika mit 21 Veranstaltungen. Das BMEL 
plant 38 Betei ligungen für das Jahr 2019. Hauptregionen sind Asien mit 16 Beteiligungen und europäische Länder 
außerhalb der EU mit sieben Beteiligungen.

3. Das nationale und internationale Kongressgeschäft

Zur Entwicklung des nationalen und internationalen Kongressmarkts liegen für das Jahr 2018 noch keine Zahlen vor. 
Gemäß Meeting- & Event Barometer erwies sich Deutschland im Jahr 2017 aber als Wachstumsmarkt. Die Anzahl der 
Teilnehmer stieg gegenüber dem Vorjahr um +2,8 Prozent auf 405 Millionen. Damit liegt Deutschland im jährlichen 
Ranking der International Congress and Convention Association (ICCA) zum 14. Mal in Folge auf dem ersten Platz im 
Vergleich der europäischen Tagungs- und Kongressdestinationen. Im weltweiten Vergleich belegt Deutschland 
 weiterhin den zweiten Rang hinter den USA. Herausragend ist der Anteil ausländischer Teilnehmer, der im Vergleich 
zum Vorjahr um +10,9 Prozent auf 36,5 Millionen anstieg.

B. Geschäftsentwicklung HMC

Die Hamburg Messe und Congress GmbH (HMC) erzielte in 2018 einen Umsatz in Höhe von 104,3 Millionen Euro. 
Gegenüber dem Referenzjahr 2016 fällt dieser um 6,6 Millionen Euro geringer aus, was auf die Schließung des CCH 
– Congress Center Hamburg zum Zweck der Revitalisierung zurückzuführen ist. Der größte Anteil des Umsatzes wurde 
mit 89 Prozent von den Vertriebsbereichen Eigen- und Gastveranstaltungen Messe sowie Services realisiert.

Lagebericht 2018 Kurzfassung
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1. Geschäftsbereich Hamburg Messe

Der Vertriebsbereich Hamburg Messe entwickelte sich, bezogen auf die realisierten Umsatzerlöse, leicht oberhalb 
des Planansatzes. Die positive Planabweichung ist insbesondere auf die WINDENERGY HAMBURG und die OOHH! 
zurückzuführen.

Die NORTEC feierte in 2018 ihr 30-jähriges Bestehen und erzielte mit einem Zuwachs von +4 Prozent gegenüber der 
Vorveranstaltung einen neuen Ausstellerrekord. Bedingt durch die gute Branchensituation wurden verstärkt Anlagen 
und Komponenten aus der Produktionstechnik auf der Messe nachgefragt. Dabei fokussierte sich die Fachmesse auf 
die Themen 3-D-Druck, Elektronikfertigung, Verpackung & Logistik sowie auf spezielle Aktionen für Start-ups.

Die HOME², die Messe für Immobilien, Bauen und Modernisieren, fand in 2018 zum zweiten Mal statt. Gegenüber der 
Erstveranstaltung stiegen die Anzahl der Aussteller und die vermietete Fläche, während die Besucherzahl leicht 
rückläufig war.

Die OOHH! fand erstmalig mit ihren Einzelmarken REISEN HAMBURG, KREUZFAHRTWELT HAMBURG, CARAVANING 
HAMBURG und RAD HAMBURG statt. Dabei profitierte die Messe vom Aufschwung in der Caravan-Industrie, sodass 
die vermietete Fläche um +18 Prozent gegenüber der Vorveranstaltung REISEN anstieg. Gleichzeitig nahm die Anzahl 
der Aussteller und Besucher zu.

Die INTERNORGA konnte in 2018 ihren Vorsprung als Leitmesse unter den deutschen Gastronomiemessen erneut 
beweisen. Zur 92. Ausgabe belegten 1.278 Aussteller das gesamte Messegelände inklusive einer Leichtbauhalle.  
Vom Ausstellungs- und Messe-Ausschuss der Deutschen Wirtschaft (AUMA) ist die INTERNORGA mit ihrem Anteil an 
Fachbesuchern aus dem Ausland als einzige internationale Fachmesse für Gastronomie in Deutschland klassifiziert.

Die HANSEPFERD HAMBURG verzeichnete einen Anstieg der Ausstelleranzahl und der Netto-Ausstellungsfläche.  
Nach einer erheblichen Steigerung der Besucherzahl in 2016 war diese in 2018 rückläufig.

Lagebericht 2018 (Kurzfassung)

CCH 0,8 Mio.

Messe 56,9 Mio.

Gastveranstaltungen 13,4 Mio.

Ausland 7,0 Mio.

Services 22,9 Mio.

Besitz 3,0 Mio.

Gesamtumsatz

104,3 Mio. Euro

typical about digitalization is that it hits businesses pretty abruptly. That happened to us, too, when we were 
planning for the new building. Fifteen years ago when we were planning an addition, we started to replace 
some of our outdated analog systems by introducing digital equipment, adding things like remote controls for 
mixing consoles and the ability to use an iPad from anywhere inside the building to control a mixing console. 
That proved to be very successful in our new halls, so we decided to install that technology in the new halls 
of the CCH as well. Then all of a sudden the IT industry, which had discovered that digitalization is more or 
less a money printing machine, started coming up with new generations of everything, which came as a bit 
of a cold shower for us because it meant we had to scrap our fancy digital equipment for new equipment and 
become even more “digital.” All the data, including audio and video, which we used to transmit throughout 
the building via analog lines had to be digitized, which means we are now mainly using fiber-optic cables. 
This was a mind shift for us. We had to implement that both mentally and physically. It’s not that this type of 
digital technology is as indispensable in the convention business as it may be elsewhere, because its major 
strength – automation – doesn’t play such a big role in our business where we do one-off live events with 
few opportunities for automation. Another aspect is that the technology is expensive, and the question for 
us is: what is actually the benefit, other than being able to transmit content a little bit faster and with better 
quality. When I started at the CCH 25 years ago, we were still carrying those slide carousels around, and the 
speakers at the events always used to say: “Next slide please!” While that technology is now outdated, the 
type of content it transports is still essentially the same. Typically, in a medical convention speakers don’t 
show any sophisticated PowerPoint decks with all kinds of fancy image sequences …

TG: … They still do poster presentations …

HH: Indeed, but what I really wanted to say, and what is quite funny, is that in a way we are back to where we 
were 25 years ago: an old-fashioned slide has the same resolution as a 4K screen, and when you look at the 
capabilities of the human eye, it cannot even tell the difference between 4K and a lower resolution unless it 
is right in front of the display, at a distance of no more than one and a half times the screen height. In other 
words, we are hyping ourselves into technology our analog eyes and ears can’t even discern, and we spend 
lots of money just to have it. As I mentioned earlier, we (Heike and I) aren’t quite on the same page there …

HM: (chuckles)

HH: … but it is simply a matter of giving good advice to the customer when we sometimes say: you don’t 
need that fancy technology for that purpose, no matter how fantastic it may appear, because all it will do 
is cost you a lot of money. So when it comes to digitalization we need to take a slow approach unless 
we are forced to adopt it. Which leads me to a different aspect, one that actually answers your original 
question. Digitalization arrived so quickly in the world of event engineering that the professional training 
programs were unable to keep pace. To handle digital networks for audio and video transmission today 
you need a trained network technician. We are effectively building a big IP network, and our traditional, 
experienced, and highly trained event technicians with all their expert knowledge and experience regar-
ding fault analytics, troubleshooting, systems engineering, etc. do not have the skills required to handle 
those networks. All they see is a cabinet full of blinking switches, and the fault they’re looking for is hidden 
somewhere in that maze. In the past you did a cross-check and a fault localization routine and then you 
knew what was wrong and what part you needed to exchange. Now they are unable to tell why there 
is a fault in one of the audio lines and where. Plus, there is nobody else who would know. Unless you 
are willing to call a very expensive nerd who can help you. That is a real challenge, and the labor mar-
ket is swept clean of these experts. The situation in Hamburg is such that places like our fantastic new  
Elbphilharmonie concert hall attract all the capable people, and so does the cruise industry, believe it or not. 
We can’t get the specialists we need unless we offer exorbitant pay.

TG: Wow!

HH: The technology isn’t the problem, nor is the building. But making sure the building will be successful in 
highlighting what’s happening inside, that is the challenge. And if you asked me what it is that we are and 

want to be most proud of, it is the team that can manage and control that technology, rather than the world’s 
biggest  projector or whatever. 

HM: Not just the technical team but also the entire rest of the team as well, because it is teamwork throug-
hout the CCH, from sales, the coat check and reception personnel through to accounting and controlling 
– everything is really one big team effort. Since we and our partners want to attract more international 
conventions, and position Hamburg as a destination internationally, we must ask ourselves how we can 
accommodate all the different needs and requirements of our international customers, including foreign 
languages, and how we can properly highlight our unique features and benefits, so we are in the process of 
building the know-how we need to accomplish that. We need to communicate, we need to listen, and we are 
determined to position the CCH so the people of Hamburg can be proud of this building. We’ve been talking a 
lot about conventions, but we want to be more than a convention center. We want to open this house for the 
citizens of Hamburg themselves. People are curious to see what is evolving here as the construction project 
progresses, and we feel even those who are not potential event or convention attendees should benefit from 
the center. It is a great challenge to turn this building into a venue for all.

TG: I am looking forward to it! As we come to a close, I would like to ask both of you: what are the current 
trends that are most important from your own perspective and from the perspective of your customers?

HH: What I can see is that the traditional dividing lines between formats, such as exhibitions and other 
event types where people are basically gathered to listen to some speeches or presentations, are dis-
solving. There is a trend to merge different formats and put even greater emphasis on networking. There 
is an old cliché that when someone has been at a convention, they will later say that the most import-
ant times were the coffee breaks. That’s because the coffee breaks are where networking happens,  
notwithstanding all the knowledge that is shared in the actual sessions. So the long-term value of such an 
event has a lot to do with one-on-one interaction. Right now there is a lot of experimenting going on to see 
how the separation between coffee breaks, lectures, and exhibitions, or even personal activities such as 
taking care of e-mail correspondence in between, can be dissolved, which means eliminating partitioning 
walls. That brings along new challenges for event technicians, including acoustics. We need to create a 
variety of options for people to be able to benefit from the program – aspects such as how can a participant 
profit in the best possible way, or how much partitioning is necessary to allow for an audience to fully focus 
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Im achten Jahr in Folge fand in 2018 die HANSEBOOT ANCORA BOAT SHOW in der ancora Marina (Neustadt in 
Holstein) statt. Mit 169 Ausstellern und 18.000 Besuchern konnte diese Veranstaltung deutliche Zuwächse erzielen.

Die SMM 2018 fand auf dem kompletten Messegelände inklusive zweier Leichtbauhallen mit 2.249 Ausstellern aus  
67 Ländern und Fachbesuchern aus 125 Nationen statt. Die maritime Digitalisierung und eine umweltfreundlichere 
Schifffahrt bildeten die übergreifenden Themen der Messe und ihrer Begleitkonferenzen. Zudem war die SMM die 
erste maritime Messe, die das Thema „maritimer 3-D-Druck“ in einer Sonderschau mit Live-Druck aufgriff.

Die WINDENERGY HAMBURG fand 2018 zum dritten Mal statt. Die Ausstellerzahl konnte um rund +4 Prozent   
gesteigert werden. Parallel zur WINDENERGY HAMBURG fand die WindEurope Conference als führender Branchen-
kongress in den Messehallen statt. Beide Branchen-Events, die Weltleitmesse und die Konferenz, bildeten den Global 
Wind Summit.

Mit einem Zuwachs bei den Ausstellern – diese kamen aus 28 Nationen – fand die COTECA zum fünften Mal statt.  
Die Netto-Ausstellungsfläche ist dabei im Vergleich zur Vorveranstaltung nahezu stabil geblieben. Rund 31 Prozent  
der Besucher kamen aus dem Ausland.

Die HAMBURG MOTOR CLASSICS fand zum zweiten Mal statt und belegte drei Hallen auf dem A-Gelände. Wie bei der 
Erstveranstaltung blieben sowohl die Aussteller- als auch die Besucherzahlen hinter den Erwartungen zurück. Gründe 
sind u. a. eine stagnierende Nachfrage nach Oldtimern sowie eine hohe Dichte an Oldtimer-Veranstaltungen.

Die GET NORD, Fachmesse für Elektro, Sanitär, Heizung und Klima im Norden, erzielte in 2018 Zuwächse bei den 
Ausstellern um +13 Prozent und bei der vermieteten Nettofläche um +12 Prozent. Lediglich die Besucherzahl ging 
leicht zurück.

Die MINERALIEN HAMBURG, Nordeuropas größte Mineralienbörse, verzeichnete im Vergleich zum Vorjahr Zuwächse 
bei der vermieteten Ausstellerfläche bei fast nahezu gleicher Ausstelleranzahl.

Der Vertriebsbereich Gastveranstaltungen hat sich im Berichtsjahr besser als geplant entwickelt. Der Umsatz konnte 
gegenüber der Planung um +24 Prozent übertroffen werden. Die größten der insgesamt 31 Gastveranstaltungen waren 
die AIRCRAFT INTERIORS EXPo, sowie die NORDSTIL Sommer und NORDSTIL Winter.

Im Geschäftsjahr 2018 wurden insgesamt 43 Messen und Ausstellungen (2016: 45), darunter 12 eigene Veranstaltun-
gen (elf auf dem Messegelände, eine in Neustadt/Holstein), durchgeführt. Zu den in Deutschland durchgeführten 
Veranstaltungen kamen mit 722.649 Besuchern 40.916 weniger als im Referenzjahr 2016. Dieser Besucherrückgang  
ist im Wesentlichen auf den Wegfall der HANSEBOOT zurückzuführen, die zuletzt in 2017 stattfand. Die vermietete 
Brutto fläche hat sich im Vergleich zum Referenzjahr 2016 leicht erhöht (+5 Prozent) und beträgt 1.089.982 Quadrat-
meter. Für die in 2018 auf dem Messegelände stattgefundenen CCH-Veranstaltungen wurden zusätzlich 131.906 
Quadratmeter Hallenfläche vermietet.

Lagebericht 2018 (Kurzfassung)
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  on what is being presented. Then there are psychological factors, for example when the doors of an audi-
torium are closed for a session and someone who is a bit late or would like to listen in wants to enter but is 
afraid of everybody staring at them; or the opposite situation, where someone is sitting in a session but is bo-
red to death and would like to leave but doesn’t want to be stared at. By creating an open atmosphere where 
audiences can flow freely, all those concerns can be eliminated and people can profit from the agenda much 
more. That is definitely a trend, Heike can probably confirm it. We have to give added value to people, not 
only in terms of the ecological footprint, and whether people travel by train rather than airplane, but by ena-
bling people to make the most of the time they spend at an event. There are technical means to support that, 
for example silent conferencing, which is a really big trend right now. Some people may be familiar with the 
concept from silent discos where you can put on a special headset and dance to music without the outside 
world hearing anything. We use that technology in places where the acoustical conditions are tricky, or in 
wide open spaces where people would like to listen to some presentation without others being disturbed. 
One recent example where this was practiced successfully was at the IT Summit in Dortmund at Westfalen-
halle. Erecting partitions was neither possible nor desired. There were four auditoriums for lectures where 
everybody got a special receiver headset to listen. We are trialing that approach here as well, going one 
step further by using apps and streaming software so everybody can use their personal earphones. This 
way we can avoid all the handling complications of using facility-owned receiver-type headsets. The thing 
is, these receivers are very costly, people tend to misplace them, and sanitizing them is an extra chore, so if 
everybody can bring their own personal device, which most people carry in their pockets nowadays anyway, 
all participants have to do is connect to the online stream, or its translation. In theory the listeners don’t even 
necessarily have to be on-site. This is where we see our opportunity, and this is where digitalization makes 
us strong, giving us that added value and potentially even a return on our investment.

TG: I personally would probably prefer using my own cell phone and headphones too. So what is your top 
trend, Heike?

HM: We are asking ourselves increasingly, and customers are asking us that question as well when they 
bring their events here: What is the added value? Is it a good idea for people to sit in an enclosed room or 
convention center for many hours? Or shouldn’t we try to bring in all the know-how that is available locally 
as well? When we host a global or European convention, we need to try to utilize our options more effectively 
for the benefit of all of Hamburg and the world. So how can we combine the know-how presented, say, at a 
medical convention with the know-how of the medical institutes we have in the city? When we have a global 
convention attended by a thousand international professors, each of whom is an authority in their respective 
field of expertise, we no longer feel it is sufficient to just let them sit in the CCH for three days straight, with 
perhaps one evening banquet, and that’ll be it. We, together with the Hamburg Convention Bureau, want to 
see everybody – the respective community within the city, such as Hamburg university, which is on the na-
tional academic excellence list and is going to play a key role in this context, and the event attendees coming 
from elsewhere – we want to see all sides benefiting from such a convention. We need to explore how new 
concepts can be developed and implemented, maybe by establishing new start-ups. The other thing is, how 
will people perceive Hamburg? Of course, every visitor sees the city through their own eyes, but we want to 
enhance the way visitors experience the city by suitable means, such as social media, and let the world be 
more aware of Hamburg so that when people come to visit the city they will be eager to experience it and ab-
sorb it like a sponge. In our social media and press communications we put a special emphasis on that. We 
will inject a lot of energy into these efforts to make sure the whole world knows we are opening next year.

TG: Sounds fascinating! I just remembered, when I was studying event management, we were shown a 
standard model and being asked, why do people attend a convention? In the classical model, there are three 
answers: they go there to network, to educate themselves, and to get entertained. When I teach university 
students myself today, I always show that model to my students. Now there is a new study by IAEE, I belie-
ve, who wanted to find out whether that old model still applies. What they found out is this: today the three 
key reasons to attend a convention are no longer networking, learning, and entertainment, but networking, 
learning, and getting to know the city, so there has been a certain shift there. Well, that’s it for today, thank 
you very much, Heike and Hartmut, for this insightful conversation!


