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KMO 2005 — stronger position — exhibitors report good
response

After evaluating their results, exhibitors at the KMO 2005 report increased
business activity and a positive reactions.

Bad Salzuflen, June 29, 2005: When the market situation is as uneven as it is today, it is
more important than ever for plastics processors to optimize processes, increase value
added and control costs. In 2005, the 16th KMO trade show in Bad Salzuflen took place
at a time when the German market was at a low ebb.

Overview of 2005 results

Comparing the figures for 2005 with those for 2003 (figures in brackets) shows how
much value visitors and exhibitors continue to put on the number and quality of the
contacts they make at the KMO. The 2005 attendance figure of 11,000 (11,560) is an
indication of the almost unimpaired interest on the part of plastics processors in process
improvements, adding value and potential for reducing costs. Continuing the general
trend in recent years, visitor numbers were strongly influenced by serious cost and time
pressures. The number of exhibitors increased to 352 (345) from 14 (13) countries, a
rise of just over 2%. As always, most of the visitors came from North Rhine Westphalia
and Lower Saxony (together accounting for 68%), where there are major clusters of
plastics processing industry in places like East Westphalia, the Peine-Braunschweig
region and the Bergisches Land. Once again in 2005, it was clear that the KMO has built
organic links to this major industry segment.

This year, coming in the wake of the K 2004, many visitors felt the KMO 2005 was a
welcome opportunity to continue discussions about new solutions and their applications,
to intensify dialogue between partners from medium-sized companies, and to find out
more about practical services offered by the industry.

Exhibitors repeatedly told us that the cost/benefit ratio of the KMO 2005 was
outstanding and compared very favourably with other events. The show turns in a ratio
of contacts to cost of space that is unbeaten worldwide. A survey conducted in 2003
found that visitor satisfaction levels were between 83 and 98 %, depending on how the
guestion was formulated. 52% of the visitors say the KMO is important — compared with
46.6 % who say the same for the K (Dusseldorf), 18.2% Fakuma (Friedrichshafen), and
12.8% Euromold (Frankfurt a. Main). The numbers all confirm the key role of this trade
show in northern Germany.



Exhibitors believed that business done at the show and in the follow-on period was a
reliable indicator of the value of the KMO.

Continuity and professionalism generate success for Albis

Raw materials supplier Albis (Hamburg) assessed its participation in the KMO 2005 as a
success. Martin Schmitz, authorized agent and head of marketing for peripheral
equipment, was very pleased with the number of on-booth contacts and the number of
successful deals in the wake of the show. According to Martin Schmitz, participation in
the KMO pays off for Albis because the company regards this as a "working show" and
makes full use of the opportunity to promote Albis' extensive range of products and
services. He believes that success will always depend on contacting visitors directly in
the run-up to the show, on a professional approach during the event and on intensive
follow-up work afterwards. The KMO is a firm event on Albis trade show list.

Arburg sees positive attitude strongly confirmed

The well-known engineering company Arburg (Lossburg/Germany) was satisfied with
the analysis of its KMO 2005 results. Arburg presented its solutions and machines in the
clamp force range 125-4000 kN (12.5-400 tonnes) with the motto "All-round modularity”.
Dr. Christoph Schumacher, Director of Marketing and Corporate Communications at
Arburg, sees the KMO as an important building block in the company's international
trade fair strategy. "At regional trade shows with this high level of contact intensity, we
can get very close to our customers — communicating service offerings, setting up new
partnerships and bringing negotiations to successful conclusions." Customer care is an
on-going process and Bad Salzuflen provides an excellent opportunity to keep
relationships flourishing. In Schumacher's view, the KMO, coming only a few months
after the K, offered interested specialist visitors another opportunity for intensive
communication. Arburg has already committed to participation in the KMO 2006.

Optimizing processes — boosting value added — cutting costs. After 20 years, these
three challenges are as up to date as ever at the Trade Show Centre in Bad Salzuflen.
Identifying opportunities and building partnerships — that's what the 17th KMO will stand
for when it opens its doors between March 15-18, 2006.
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Dr. Christoph Schumacher, Director of Marketing and Corporate Communications at Arburg: ""At
regional trade shows with this high level of contact intensity, we can get very close to our
customers..." (Source: Arburg — Lossburg)
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