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Zusammenfassung 

Die Firma AVL ist das weltweit größte unabhängige Unternehmen, das 

Antriebsstränge mit Verbrennungsmotoren als auch Mess- und Testsysteme 

entwickelt. AVL ist ein namhaftes Unternehmen in der Automobilzulieferindustrie, 

sowie ein wichtiger Partner in der Forschung auf nationaler und internationaler 

Ebene. Der Erfolg des Unternehmens wird durch zahlreiche Innovationen und 

Produktentwicklungen der AVL Mitarbeiter vorangetrieben. Dieser Pioniergeist ist 

auf den Gründer, Prof. Dr. Hans List zurückzuführen und wird heute durch CEO 

Prof. Dr. h.c. Helmut List vermittelt. Das Unternehmen bekundet Werte, wie 

Pioniergeist, Kundenorientierung, Problemlösungskompetenz, Verantwortung und 

Unabhängigkeit, um tägliche Herausforderungen zu meistern und bestmögliche 

Kundenlösungen anzubieten. Die Marke AVL wuchs mit dem Erfolg und der 

globalen Expansion des Unternehmens, was jedoch Defizite hinsichtlich einer 

konsistenten Markenführung mit sich brachte. 

Markenführung erlangt unter B2B Unternehmen immer größere Bedeutung, da es 

unter den derzeitigen dynamischen Marktbedingungen eine besondere 

Herausforderung darstellt, Marktführer zu bleiben bzw. zu werden. Ein wichtiger 

Erfolgsfaktor diesbezüglich ist das Bekenntnis der eigenen Mitarbeiter zur Marke, 

ebenso für AVL. Aus diesem Grund behandelt diese Masterarbeit die Entwicklung 

einer klaren Markenidentität für AVL und weiters die interne Verankerung der 

Markenidentitätswerte. Im Theorieteil wird Grundlegendes zum identitätsbasierten 

Markenmanagement in B2B erläutert, sowie damit verbundene Herausforderungen 

für global agierende Unternehmen aufgezeigt. Das Kapitel zur Markenentwicklung 

bietet einen Überblick bezüglich geeigneter Markenidentitätsansätze und einen 

Ableitungsprozess, welcher grundlegend auf das von Esch modifizierte 

Markensteuerrad aufbaut. Abschließend wird die interne Implementierung der Soll-

Identität behandelt. Hier werden interne Kommunikation, Umsetzungsschritte, 

Maßnahmen und die Wichtigkeit des Bekenntnisses aller Führungsverantwortlichen 

zur Marke dargestellt. Der Praxisteil der Arbeit, welcher Sekundär- und 

Primärmarktforschung beinhaltet, bietet einen Überblick über die derzeitige 

Marktsituation und die Wahrnehmung der Marke AVL aus interner und externer 

Perspektive. Basierend auf diesen Resultaten, wird anhand des Prozesses von 

Esch eine Soll-Identität für AVL abgeleitet. Ein Leitfaden zur internen 
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Implementierung mit Maßnahmenempfehlungen, mit einem Budgetvorschlag und 

Controlling Maßnahmen für AVL, komplettieren diese Masterarbeit.   
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Abstract 

AVL is the world's largest independent company for the development of powertrain 

systems with internal combustion engines as well as instrumentation and test 

systems. It is a notable supplier in the automotive industry and an important 

research partner, nationally as well as internationally. The success of the company 

is driven by numerous innovations and product developments of the AVL workforce. 

This pioneering spirit already goes back to the founder Prof. Dr. Hans List and is 

today conveyed by the CEO Prof. Dr. h.c. Helmut List too. The company states 

corporate values - pioneering spirit, customer orientation, problem solving 

competence, responsibility and independence- to master daily challenges and to 

provide optimum solutions for customers. The AVL brand grew with the success and 

global expansion of the company, which entailed deficits in consistent global 

branding. 

Branding gains more and more importance among B2B companies in order to 

remain or become market leader, which is challenging under the current dynamic 

market conditions. An important key to success is the commitment to the brand by 

employees. Therefore, this master thesis deals with the development of a clearly 

stated brand identity for AVL and further the internal anchoring of brand identity 

values. The theoretical part, firstly, outlines definitions and fundamentals of identity 

based brand management in B2B and related challenges for globally operating 

companies. Further, a brand identity development chapter provides an overview of 

applicable brand identity approaches and the deduction process that is based on 

the brand steering wheel by Esch. Lastly, internal implementation of a target identity 

is covered with regard to ways of internal communication, implementation process 

steps, measures and the importance of the commitment by the board and executive 

managers of all levels. The practical part of the thesis, containing secondary and 

primary research, provides an overview of current market situation and actual 

perceptions of the AVL brand from internal and external perspective. Based on the 

research results and on the basis of the deduction process by Esch a target AVL 

brand identity is deduced. An internal implementation guideline for AVL, including 

recommended measures, a budget proposal and controlling measures complete the 

master thesis.   



 VI 

Table of contents 

List of Figures ....................................................................................................... X 
List of Tables ..................................................................................................... XIII 
List of Abbreviations ......................................................................................... XIV 
1 Introduction .................................................................................................... 1 

1.1 Initial Situation ............................................................................................ 1 
1.2 Definition of the problem ............................................................................ 2 
1.3 Objectives .................................................................................................. 3 

1.3.1 Company Objectives ......................................................................... 3 
1.3.2 Thesis Objectives .............................................................................. 3 

1.4 Frame of reference ..................................................................................... 4 
2 International identity based brand management in B2B companies ......... 5 

2.1 Definition of brand ...................................................................................... 5 
2.1.1 Elements and functions ..................................................................... 5 
2.1.2 Key performance indicators of brands .............................................. 7 
2.1.3 Brand stakeholders ........................................................................... 8 
2.1.4 Classification of product brand and corporate brand ......................... 9 

2.2 Definition of branding ............................................................................... 10 
2.2.1 The role & relevance of B2B branding and future trends ................ 11 
2.2.2 Fundamental characteristics of B2B branding ................................ 11 

2.3 Identity based brand management in a multinational organisation ........... 13 
2.3.1 Identity as the fundament of brand management ............................ 13 
2.3.2 Definition, aim and scope of identity based brand management ..... 14 
2.3.3 Organisational structures ................................................................ 15 
2.3.4 Challenges of brand management for MNE’s ................................. 16 

3 Corporate brand identity development ...................................................... 19 
3.1 Definition and aim of a brand identity ....................................................... 19 
3.2 Attributes of the brand identity .................................................................. 19 
3.3 General components of a brand identity ................................................... 20 
3.4 Connection of brand identity, positioning and brand image ...................... 21 



 VII 

3.4.1 Positioning ...................................................................................... 23 
3.4.2 Brand image - an external force ...................................................... 23 
3.4.3 Brand-customer relationship ........................................................... 24 

3.5 Brand identity approaches ........................................................................ 24 
3.5.1 Approach by Aaker ......................................................................... 25 
3.5.2 Approach by Meffert/Burmann ........................................................ 27 
3.5.3 Approach by Kapferer – the identity prism ...................................... 28 
3.5.4 Approach by Icon Brand Navigation ................................................ 29 
3.5.5 Approach by Esch - modified brand steering wheel ........................ 30 

3.6 Evaluation and choice of an identity approach ......................................... 33 
3.6.1 Advantages & disadvantages.......................................................... 34 
3.6.2 Evaluation criteria ........................................................................... 35 

3.7 Deduction process of a corporate brand identity ...................................... 36 
4 Internal implementation of the brand identity ........................................... 40 

4.1 Internal branding conditions ..................................................................... 40 
4.1.1 Commitment of top-management .................................................... 40 
4.1.2 Implementation process .................................................................. 41 
4.1.3 Internal communication ways .......................................................... 42 
4.1.4 Impacts on mission, vision and business model ............................. 45 
4.1.5 Internal branding measures ............................................................ 45 
4.1.6 Brand ambassadors and role models ............................................. 46 

4.2 Controlling and steering of the corporate brand ....................................... 49 
4.2.1 Aims of brand controlling ................................................................ 49 
4.2.2 Strategic brand controlling .............................................................. 50 
4.2.3 Operational brand controlling .......................................................... 51 

5 Company presentation of AVL List ............................................................ 53 
5.1 Facts and figures, company history .......................................................... 53 
5.2 AVL business units overview .................................................................... 54 
5.3 Company values ...................................................................................... 55 
5.4 AVL brand analysis .................................................................................. 56 

5.4.1 Brand history ................................................................................... 56 



 VIII 

5.4.2 Corporate design and AVL logos .................................................... 57 
6 Market analysis ............................................................................................ 59 

6.1 Global automotive market situation .......................................................... 59 
6.1.1 Global market trends ....................................................................... 60 
6.1.2 Automotive value chain ................................................................... 62 

6.2 Home market- Austria .............................................................................. 64 
6.3 Key automotive markets ........................................................................... 65 

6.3.1 Germany ......................................................................................... 65 
6.3.2 United Kingdom .............................................................................. 66 

6.4 Relevant competitors ................................................................................ 69 
6.4.1 FEV ................................................................................................. 69 
6.4.2 Horiba ............................................................................................. 70 
6.4.3 Ricardo ........................................................................................... 70 

7 Primary research .......................................................................................... 72 
7.1 Research design ...................................................................................... 72 

7.1.1 Aim of research and information need ............................................ 72 
7.1.2 Methodology ................................................................................... 72 
7.1.3 Target groups & distribution ............................................................ 73 
7.1.4 Questionnaire design & realisation ................................................. 74 

7.2 Results of the exploration ......................................................................... 75 
7.2.1 General results and demographic overview of the online- survey ... 75 
7.2.2 Experience with AVL and recommendation probability ................... 76 
7.2.3 Competitors of AVL ......................................................................... 78 
7.2.4 Core brand competence ................................................................. 79 
7.2.5 Image profile of AVL- internal and external perspectives ................ 79 
7.2.6 Colour association .......................................................................... 82 
7.2.7 Brand attributes and brand benefits ................................................ 82 

8 Implications of analyses .............................................................................. 87 
9 Brand identity deduction for AVL with the brand steering wheel ............ 89 

9.1 Aim of the AVL brand identity deduction .................................................. 89 
9.2 Actual brand identity steering wheels ....................................................... 90 



 IX 

9.2.1 Internal perspectives ....................................................................... 90 
9.2.2 External perspective ....................................................................... 93 

9.3 Synthesis and evaluation ......................................................................... 95 
9.4 Target brand identity steering wheel ........................................................ 96 

10 Internal implementation and brand controlling ......................................... 99 
10.1 Aim of internal implementation ........................................................... 99 
10.2 Implementation guideline of the brand steering wheel........................ 99 
10.3 Budgeting of internal brand identity implementation ......................... 106 
10.4 Brand controlling recommendations ................................................. 108 

11 Conclusion ................................................................................................. 110 
Bibliography ..................................................................................................... 111 
Appendix ........................................................................................................... 124 
  



 X 

List of Figures 

Figure 1: Graphical framework of the thesis (own presentation) ............................ 4 
Figure 2: The functions of a brand (based on Burmann/Meffert/Koers 2005, p.10-

15)............................................................................................................. 7 
Figure 3: Brand stakeholders (based on Wheeler 2013, p.9) ................................. 9 
Figure 4: The branding triangle (based on Kotler/Pfoertsch 2006, p.55) .............. 13 
Figure 5: Connection of brand identity, brand positioning and brand image (based 

on Esch 2014, p. 92) ............................................................................... 22 
Figure 6: Brand identity layers – approach by Aaker (based on Aaker 1996, p.86)

 ................................................................................................................ 25 
Figure 7: Brand identity layers – enriched (based on Aaker 1996, p.79) .............. 26 
Figure 8: Brand identity and brand image (Schallehn 2013; based on 

Meffert/Burmann 2005, p.52) .................................................................. 27 
Figure 9: Brand identity prism (based on Kapferer 2012, p.158) .......................... 28 
Figure 10: Brand steering wheel by icon brand navigation (based on Esch 2005a, 

p.102) ...................................................................................................... 30 
Figure 11: Modified brand steering wheel by Esch (based on Esch 2005a, p.106)

 ................................................................................................................ 31 
Figure 12: Means-End relations (based on Herrmann/Huber/Braunstein 2005, 

p.194) ...................................................................................................... 31 
Figure 13: Deduction process of a target brand identity (based on 

Esch/Langner/Rempel 2005, p.128) ....................................................... 38 
Figure 14: Internal implementation process (based on Esch 2017b) .................... 41 
Figure 15: Ways of Internal communication (Zeplin 2006, p.116 quoted from 

Ravens 2014, p.95)................................................................................. 42 
Figure 16: Target system of internal corporate brand management (cf. 

Kernstock/Brexendorf, 2014, p. 251) ...................................................... 48 
Figure 17: Brand touchpoints (Wheeler 2013, p.3) ............................................... 52 
Figure 18: AVL company value pioneer spirit (AVL 2017) .................................... 55 
Figure 19: AVL company value customer orientation (AVL 2017) ........................ 55 
Figure 20: AVL company value problem solving competence (AVL 2017) ........... 55 
Figure 21: AVL company value responsibility (AVL 2017) .................................... 56 

file:///C:/Users/Christina/Dropbox/FH%20Campus%2002/Masterthesis%20CR/UNBOUND%20Submission%20-%20JUNE-%205th/Christina%20Roth.unboundMT.docx%23_Toc515821826
file:///C:/Users/Christina/Dropbox/FH%20Campus%2002/Masterthesis%20CR/UNBOUND%20Submission%20-%20JUNE-%205th/Christina%20Roth.unboundMT.docx%23_Toc515821827
file:///C:/Users/Christina/Dropbox/FH%20Campus%2002/Masterthesis%20CR/UNBOUND%20Submission%20-%20JUNE-%205th/Christina%20Roth.unboundMT.docx%23_Toc515821828
file:///C:/Users/Christina/Dropbox/FH%20Campus%2002/Masterthesis%20CR/UNBOUND%20Submission%20-%20JUNE-%205th/Christina%20Roth.unboundMT.docx%23_Toc515821829


 XI 

Figure 22: AVL company value independence (AVL 2017) .................................. 56 
Figure 23: AVL logo (AVL 2017a) ......................................................................... 57 
Figure 24: Previous AVL logo (Ksela, 2006, p. 83) ............................................... 57 
Figure 25: AVL kaleidoscope (AVL Corporate Design Guide 2016, p.4) .............. 57 
Figure 26: AVL Trimerics logo (AVL 2017g) ......................................................... 58 
Figure 27: AVL Racing (AVL 2017, internal drive) ................................................ 58 
Figure 28: Changing mobility behaviour (Kaas et al. 2016, p.8) ........................... 62 
Figure 29: Classical automotive value chain (based on Liegl 2017, Römer et al. 

2016) ....................................................................................................... 63 
Figure 30: New hub-and-spoke value wheel (Römer et al. 2016) ......................... 63 
Figure 31: Strengths and weaknesses of the German automotive sector (Atradius 

2016) ....................................................................................................... 66 
Figure 32: UK automotive market overview (SMMT 2017a) ................................. 67 
Figure 33: Strengths and weaknesses of the British automotive sector (Atradius 

2017) ....................................................................................................... 68 
Figure 34: FEV logo (FEV 2017) .......................................................................... 69 
Figure 35: Horiba logo (Horiba 2017) ................................................................... 70 
Figure 36: Ricardo logo (Ricardo 2017a) ............................................................. 71 
Figure 37: Net promoter score® total (AVL online survey) ................................... 76 
Figure 38: AVL competitors- Top 10 (own presentation) ...................................... 78 
Figure 39: Image profile of AVL – internal vs. external (own presentation) .......... 81 
Figure 40: Brand colour association - total (AVL online survey) ........................... 82 
Figure 41: AVL brand benefits & attributes internal (own presentation) ............... 84 
Figure 42: AVL brand benefits & attributes external (own presentation) .............. 84 
Figure 43: Brand benefits & attributes comparison- AVL, FEV, Horiba, Ricardo 

(own presentation) .................................................................................. 85 
Figure 44: Deduction process of AVL target brand identity (based on 

Esch/Langner/Rempel 2005, p.128) ....................................................... 90 
Figure 45: Actual brand steering wheel INTERNAL perspective - unrefined (own 

presentation) ........................................................................................... 91 
Figure 46: Actual brand steering wheel INTERNAL perspective (own presentation)

 ................................................................................................................ 92 
Figure 47: Brand steering wheel Management perspective (own presentation) ... 93 

file:///C:/Users/Christina/Dropbox/FH%20Campus%2002/Masterthesis%20CR/UNBOUND%20Submission%20-%20JUNE-%205th/Christina%20Roth.unboundMT.docx%23_Toc515821830


 XII 

Figure 48: Actual brand steering wheel EXTERNAL perspective – unrefined (own 

presentation) ........................................................................................... 93 
Figure 49: Actual brand steering wheel EXTERNAL perspective (own 

presentation) ........................................................................................... 94 
Figure 50: Target brand steering wheel and core identity (own presentation) ...... 98 
Figure 51: AVL internal implementation guideline and timeline (based on Esch 

2017b) ..................................................................................................... 99 
Figure 52: Internal implementation of AVL identity – Aspire (own presentation) 102 
Figure 53: Internal implementation of AVL identity – Assess (own presentation) 102 
Figure 54: Internal implementation of AVL identity – Architect (own presentation)

 .............................................................................................................. 103 
Figure 55: Internal implementation of AVL identity – Act (own presentation) ..... 104 
Figure 56: Internal implementation of AVL identity – Advance (own presentation)

 .............................................................................................................. 105 
 

  



 XIII 

List of Tables 

Table 1: Brand management activities (based on Linxweiler/Siegle 2011, p. 44) 15 
Table 2: Advantages and disadvantages of the identity approaches (based on 

Esch 2005a, p.103-105; Esch 2014, p.100-102; Ringle 2006, p. 54-67) 34 
Table 3: Competitors- facts and figures comparison (own presentation) .............. 71 
Table 4: Target groups for primary research (own presentation).......................... 73 
Table 5: Net promoter details total (own presentation) ......................................... 77 
Table 6: Net promoter details internal (own presentation) .................................... 77 
Table 7: Net promoter details external (own presentation) ................................... 77 
Table 8: Benefit analysis for target brand tonality (own presentation) .................. 95 
Table 9: Benefit analysis for target brand attributes (own presentation) ............... 96 
Table 10: Benefit analysis for target brand benefits (own presentation) ............... 96 
Table 11: Budget for internal implementation (own presentation) ...................... 107 
 

  



 XIV 

List of Abbreviations 

AMA  = American Marketing Association 

B2B  = Business-to-Business 

B2C  = Business-to-Consumer 

BEV  = Battery electric vehicles 

CEO  = Chief Executive Officer 

CSR  = Corporate social responsibility 

FC  = Fuel cell 

FCEV  = Fuel cell electric vehicle 

GAM  = Global Account Manager 

HEV  = Hybrid electric vehicle 

HR  = Human resources 

KPI  = Key performance indicator 

MNE  = Multinational enterprise 

OEM  = Original equipment manufacturer 

PLC  = Product life cycle 

POS  = Point of sale 

PW  = Person-week 

R&D  = Research and Development 

RDE  = Real driving emissions 

URL  = Uniform resource locator 

USP  = Unique selling proposition 

 

 

 

 



 1 

1 Introduction 

This thesis was written in collaboration with AVL List, a multinational company that 

is specialised in powertrain development, testing systems and simulation. The topics 

of the thesis are corporate branding, brand management in business to business 

(B2B) and especially brand identity development. 

1.1 Initial Situation 

AVL List GmbH, headquartered in Graz, is the world's largest independent company 

for the development, simulation and testing technology of powertrains (hybrid, 

combustion engines, transmission, electric drive, batteries, and software) for 

passenger cars, trucks and large engines. AVL has today 45 affiliates worldwide 

and an export quote of about 96%. Since its foundation in 1948 the company has 

grown steadily. During the last decades, some companies in various countries were 

also acquired and incorporated into the “AVL-family”, like Dr. Schrick GmbH in 

Germany or Le Moteur Moderne in France (cf. AVL, 2015). 

With the expansion of the company, also the brand itself grew and so both grew in 

importance within the automotive industry. Due to the success of the company, 

active brand management was not a priority of the headquarters, as it grew 

organically together with the company. Technological innovation has driven the 

company since day one; the brand growth simply considered a positive side effect. 

The marketing department, with the headquarters in Graz, is solely responsible for 

corporate marketing together with the corporate strategic management for the 

corporate brand “AVL”. The corporate marketing department is highly interested in 

how the global brand is actually perceived today by their key customers and 

stakeholders. The last research/benchmark was carried out in 2002 and is thus not 

really representative for today’s market perception. 

Due to the fact that internal and external brand perception can be influenced by 

regional, cultural, knowledge level and experience bias, managing and influencing 

these perceptions gets more and more complex in today’s global industry without 

data. From the company’s perspective, the brand embodies the company’s values 

-mission, vision and overall strategic positioning. From the industry and customer’s 

perspective, it reflects their perceived and expected “value” they receive by 

engaging with AVL. 
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1.2 Definition of the problem 

AVL has today no global active brand management strategy. Therefore, there is little 

empirical information about the perception or awareness of the corporate brand, no 

coordinated branding approach or execution throughout the AVL locations 

worldwide, and consequently there is neither a brand performance monitoring, nor 

a clearly defined identity of the brand. 

Taking into account that the automotive industry today is already well-developed, it 

is very difficult to gain market share or to get contracts with Original equipment 

manufacturers (OEM’s). Furthermore, the automotive branch nowadays is driven by 

changes and disruptions, for instance in the United States, where companies like 

Tesla or Google enter the automotive market. These global market dynamics, and 

especially the markets in Germany and United Kingdom, trigger for AVL the need of 

a brand prominence in order to be recognised not only by “newcomers”, but also by 

already well-established companies. Since there is no structured way of brand 

management of AVL, the marketing department has little awareness about the 

performance in these mature, but strategically important markets. 

In all the countries AVL operates in, different (cultural) aspects and values contribute 

to the brand perception. But systematic feedback couldn’t be measured or tracked. 

Up to now the brand and its values are supported by the board and by the sales 

managers, but not in a structured or coordinated way. 

Therefore, this thesis would be an important step towards the establishment of a 

strategic brand management within AVL, using a documented corporate brand 

identity, based on two key automotive markets in Europe. 
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1.3 Objectives 

Based on the initial situation and the problem definition of AVL the following 

company and thesis objectives can be formulated. 

1.3.1 Company Objectives 

The aim of the company AVL List is to get a clearly stated brand identity, based on 

two key automotive markets (UK and Germany), to be corresponding by 2021.  

A sub goal of the company is the internal manageability of the brand, so that 

employees are able to name the core identity and three more brand values by 2021. 

1.3.2 Thesis Objectives 

The goal of this thesis is to develop a brand identity for AVL List and to provide an 

internal implementation guideline. 
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1.4 Frame of reference 

The graphical framework (see Figure 1) gives an overview on the structure of the 

work, its interdependencies and it illustrates the phases. 

 

Figure 1: Graphical framework of the thesis (own presentation) 
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2 International identity based brand management in B2B 

companies 

Brand management is a key topic within executive management levels since years 

and is still gaining in importance, because especially in industrial or B2B concise 

brands, using emotions and defined brand values could contribute highly to 

economic development of a company (cf. Burmann/Meffert/Koers 2005, p. 4). 

This chapter gives a conceptual overview on the aspects of identity based brand 

management with special respect to international operating B2B companies, 

starting with general definitions for this thesis. 

2.1 Definition of brand 

According to Kotler/Keller/Bliemel a brand is defined as “a name, term, sign, symbol 

or as design or a combination of them which is intended to identify the goods and 

services of one seller or a group of sellers and to differentiate them from those of 

competitors” (Kotler/Keller/Bliemel 2007, p. 509). 

Brands are images in the heads of target groups that take on an identification and 

differentiation function and that shape the decision behaviour (cf. Esch 2014, p. 22). 

Yet, there is a variety of further definitions by experts and institutions like, Ogilvy, 

American Marketing Association (AMA), Aaker or Keller, which developed in science 

or practice aligned to the situation (cf. Burmann/Meffert/Koers 2005, p. 5). 

2.1.1 Elements and functions 

Nowadays, brands are ubiquitous in everyday life. The awareness of brands is 

tightly related to neuroscience, so very often items are just called by their brand 

names, as functions are just related to them. For example, names like Tesa or 

Scotch tape are used when fixing something, the same also counts for cars, one 

drives a Mercedes or BMW, not naming it passenger car. Brands create a meaning, 

based on their stimulus that attracts customers among a wide range of products -or 

even me-too products (cf. Esch 2016, p. 39). So, from a company’s perspective 

brands are intangible assets that contribute to the company’s capital, because 

brands generate an additional value for the company (cf. Kapferer 2012, p. 7). 
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Elements 

Brand elements should promote the identification and differentiation of a brand. The 

main elements, mentioned below, should thus improve the development of strong 

unique brands and the brand awareness: 

• Brand name 

• Logo/ symbol 

• Slogan 

• Characters/ spokespeople 

• Package (relevant for B2C) 

• Online appearance (URL) (cf. Keller 2013, p. 142) 

What makes a brand a good brand is certainly an adequate name, easily to spell all 

over the world, recognisable and one that should immediately trigger associations. 

“A brand is a name with the power to influence” (Kapferer 2012, p.8), if it is able to 

transfer “trust, respect, passion and even engagement” (Kapferer 2012, p.9).  

Yet a brand should not be restricted to its name or logo, it even represents “a vehicle 

for those characteristics of the brand the company decides to communicate actively 

towards stakeholders” (Meierer 2011, p. 94). 

Functions 

The functions that a brand fulfils could be seen like shown in Figure 2 from a 

customers’ and from a supplier’s perspective. The brand keeps the market 

transparency increasing and therefore it acts as an orientation and information 

guide for customers. So, due to less cognitive effort brands contribute to a reduction 

in searching effort. Through brand perception and related basic information, it 

facilitates the evaluation and decision-making process. Based on awareness, 

competence and identity a brand attains confidence. However, depending on the 

product, information deficits can lead to insecurities in customers’ behaviour and 

sense of risks. In this case the supplier could reduce the perceived risk with the 

assurance of quality of the brand. Another function is prestige, which is also related 

to identification. So, customers use brands as a means of communication and 

expression of their personality and/or social status. From a suppliers’ perspective, 

the brand aims to increase the economic brand equity. A brand should generate 

preferences of customers and simultaneously it should support differentiation. In 

the course of time more and more customers should repurchase based on 
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satisfaction in order to gain customer loyalty. This would lead to a risk reduction 

and value enhancement for the company. Another function of the brand is its 

influence on pricing, because companies with strong unique brands have varying 

margins compared to competitors. So, brand policy enables a company also to work 

on segmented market cultivation, which could lead to growth potentials in the long 

term (cf. Burmann/Meffert/Koers 2005, p.10-15). 

 

Figure 2: The functions of a brand (based on Burmann/Meffert/Koers 2005, p.10-15) 

2.1.2 Key performance indicators of brands 

The brand knowledge of customers is mainly based on two key performance 

indicators (KPIs) – brand awareness and brand image, whereby brand awareness 

is a necessary condition for generation of a brand image in consumers’ minds. 

Brand awareness constitutes the ability of a customer to identify and categorise a 

brand- aided (recognition) or unaided (recall). Moreover, brand sympathy as a 

dimension of brand knowledge takes its place in between the two factors mentioned, 

because it could influence each factor (cf. Haedrich/Tomczak/Kaetzke 2003, 

p.161f.; Burmann et al. 2015, p.261; Esch 2014, p.569f.). 

Several more factors impacting the success of a brand: 

• Brand loyalty: could be seen as the collective term for functions consumers 

appreciate on products and companies, like quality, reliability and stability. 

As consumers today seek for trust and reliability more than ever, a unique 

brand identity should support these values (cf. Duncker 2008). Brand loyalty 

should be considered as a key issue in terms of brand value, because its 

directly related to customer loyalty which makes highly predictable sales and 

profit planning possible (cf. Aaker 1996, p. 21). 

Functions for customer

• orientation & information
• faciliation of evaluation & 

decision
• confidence
• quality - risk reduction
• prestige
• identification

Functions for supplier

• value enhancement of company
• preference
• customer loyalty - risk reduction
• differentiation
• market cultivation aligned to 

segments
• growth potential
• pricing range
• intangible asset
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• Brand strength: evolves out of brand loyalty and describes behaviour 

towards brands of internal and external stakeholder groups (cf. Jost-Benz 

2009, p. 63). Brand relevant stakeholders are displayed in Figure 3. 

• Brand commitment: could be seen as an introversive dimension of brand 

strength and defines the willingness of employees and stakeholders to 

outperform in order to reach the goals (cf. Burmann/Meffert/Koers 2005, 

p.9f.). 

2.1.3 Brand stakeholders 

In order to build “brand champions” the precise identification and efficient 

management of all relevant brand stakeholders is required, because also a B2B 

brand is not just reaching out to customers, but to a lot more (cf. Kotler/Pfoertsch 

2006, p.295; Wheeler 2013, p.8). Some stakeholder groups are highly involved, 

others peripheral depending on the company. Research by Gregory also indicates, 

that the role of stakeholders is seen diversely. In some cases, they are strategic 

partners, but sometimes they seem not paying much interest, which does not mean 

that they are unimportant (cf. Gregory 2007, p.62f.). Therefore, “gaining insight into 

stakeholder characteristics, behaviour, needs, and perceptions yields a high return” 

(Wheeler 2013, p.8).  

According to the brand agency rbl and research by Bravo et al. employees represent 

the most important stakeholder group, because a company’s brand is only as good 

as the effort employees make (cf. rbl 2014; Bravo et al. 2017, p.2). Particularly, the 

brand success is highly depending on their attitudes and behaviour when conveying 

the brand promise (cf. Everett 2016, p.25). This group is followed by customers, the 

leadership team, investors and shareholders. Keeping the stakeholders informed 

and supporting effective communication is a key issue that generates confidence, 

otherwise it could lead to disengagement which is devastating for the brand (cf. 

Battman 2014). Figure 3 shows the range of possible stakeholders involved in the 

brand developing and/or brand management process. 
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Figure 3: Brand stakeholders (based on Wheeler 2013, p.9) 

2.1.4 Classification of product brand and corporate brand 

Corporate and product brands both take their essential roles in a companies’ brand 

portfolio and marketing management. It is suggested that a distinction of product 

brands and corporate brands is necessary in terms of the different meanings and 

expectations stakeholders assign to the two brand types. Blamer insists that brand 

meanings of product brands are largely invented, while attributes of corporate 

brands are rather natural and gain greater credibility (cf. Balmer 2012, p. 1065). 

Corporate branding has the attempt of boosting the reputation for the company, 

whereas, product branding focuses on generating valuable products by putting 

emphasis on various product attributes and create unique selling propositions 

(USPs). In many cases companies hide behind their range of brands, like Procter & 
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Gamble or Unilever. This could be an advantage when facing problems with 

products (cf. Kokemüller n.d.; Kapferer 2015, p.344). 

The corporate branding strategy emerged in the 1990’s as many companies wanted 

to increase the visibility on their products and satisfy the demand of responsibility 

and transparency. A corporate brand can be regarded as the umbrella that shelters 

a company’s activities and therefore gains high attention among the board and from 

Chief Executive Officer (CEO), which benefits meeting the brand objectives. Yet, a 

company is very often limited in how to brand based on their products or services 

provided, but implementing a corporate brand strategy can bridge (cultural) gaps 

and simplify the execution for an internationally acting company. With regard to all 

stakeholders involved in branding it is necessary to maintain a clear and logic brand 

architecture within the brand portfolio and to make use of the synergies from both 

corporate and product brands aiming at maximising the value of the brand portfolio 

(cf. Kotler/ Pfoertsch 2006, p. 170f.; Kapferer 2015, p. 343; Kernstock et al., p.13). 

2.2 Definition of branding 

Based on the definition of the American Marketing Association and on the historic 

developments, branding could be expressed as all kind of actions which are 

necessary to highlight a product to stand out of the crowd and further support its 

distinctive characteristics (cf. Esch/Langner 2005, p.577). 

Branding does not solely mean finding a brand name and show the output to the 

stakeholders. “It requires a corporate long-term involvement, a high level of 

resources and skills to become the referent“ (Kapferer 2012, p. 31). So, branding 

should give a product its unique and relevant image to be bought (cf. Esch/Langner 

2005, p. 577). 

In the last years, branding has become a highly prioritised issue within the top 

management level, due to an increase in awareness of the value of a brand for the 

company (cf. Keller/Lehmann 2006). Another reason concerning the importance of 

branding is that with the intensification of competition there is a trend towards 

mergers and acquisitions in order to use economies of scale (cf. Esch/Langner 

2005, p. 575). 
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2.2.1 The role & relevance of B2B branding and future trends 

For Business to Consumer (B2C) companies, applied branding boosted their 

success and could be identified as a main driver for it. Success stories are still 

ongoing. Whereas, lots of B2B companies did not regard branding as relevant for a 

long time. Nevertheless, some of the well-known companies and strongest brands 

that operate in B2B, like IBM, SAP, Siemens, Dell, Intel, etc. started pioneering 

work. Branding even matters in B2B, due to an enormous amount of choices of 

products in nearly all areas it is impossible for customers to get an overview (cf. 

Kotler/Pfoertsch 2006, p.1f.). Concerning this, for B2B the risk reducing, and 

information efficiency are main drivers of brand relevance, whereas for B2C the 

image benefit and the information function are essential (cf. Backhaus/Gausling 

2015, p. 380; Leek/Christodoulides 2011, p.1061). 

Brand relevance especially matters when it comes to competitive advantages 

compared to other brands. The main goal is to make competitors in the same market 

irrelevant, acting highly innovative and creative in order to be the most relevant and 

not just the preferred brand (cf. Aaker 2012, p. 43-45). 

Moores emphasises that: “B2B customers are coming to expect that same omni-

channel experience they are accustomed to with B2C. In addition to researching 

through multiple channels, they are expecting to have access to robust product 

content (manuals, videos, spec sheets, etc.) […] across multiple channels” (Moores 

2016). Meeting the expectations of a digitalised world, means consistent branding 

over all channels and flexibility due to changing importance of channels and 

emergence of new ones. Even well-established organisations are forced to adapt 

their business models due to radically changing developments in terms of 

digitalisation. At the same time, it opens up new possibilities regarding added value, 

development of new brands or even change of orientation (cf. Esch et al. 2015, p. 

4). 

2.2.2 Fundamental characteristics of B2B branding 

Due to the fact that, in the B2B area customers are other businesses or 

organisations, which buy to produce further products and therefore have a derivative 

demand, the following characteristics could be mentioned: 

• There is a higher degree of formalisation of a purchase 



 12 

• More rational/judicious decisions instead of emotional, based on facts & 

figures 

• Decisions are made collectively – within buying centres (cf. Baumgarth 2004, 

p. 314f). 

Co-Branding 

Nowadays, where networks, alliances and partnerships are accelerating, co-

branding is used in order to enhance growth instead of acquiring other companies 

to get new resources. It gives each company the ability to pursue its own key 

competences and utilise those of cooperating companies to co-create. The side-

effect of co-branding with a successful, capable and well-known company is to gain 

some shares of its positive reputation and image (cf. Kapferer 2012, p.143f.). 

Ingredient branding 

Ingredient branding is also called vertical Co-branding and describes a cooperation 

of a supplier with a producer. The ingredient-branding strategy is widely used by 

suppliers of different branches for various efforts, like including special raw 

materials, high tech components, unique systems, etc. (cf. Burmann/Launspach 

2010, p.170). The ingredient brand is the brand of the supplier of a preliminary 

product, whereas the brand of the producer of the main product is called host brand. 

The most popular example is the “Intel inside” campaign with host brands like DELL 

(cf. Tunder/Behre 2010, p. 246). 

B2B branding triangle 

Nowadays, the perspectives are already changing towards relating benefits which 

are generated by brands to the entire company. The branding triangle, as shown in 

Figure 4, demonstrates the relationship between the company, its customers and 

collaborators, who are mainly employees, but also other stakeholders. The aim is to 

illustrate a consistent picture of all interacting participants. In B2B branding is not 

only relevant for one product or service, but for the company (cf. Kotler/Pfoertsch 

2006, p.55; Kernstock et al. 2014, p. 6f).  
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Figure 4: The branding triangle (based on Kotler/Pfoertsch 2006, p.55) 

Versatile stakeholders very often keep increasing their influence on the company 

and require opinions, evaluations and statements. Companies need to consider 

therefore, political, cultural and social issues within their strategic planning (cf. 

Kernstock et al. 2014, p. 6f). “Anyone who interacts with a business has a role in 

shaping the brand” (Kolowich 2015). 

2.3 Identity based brand management in a multinational 

organisation 

For brand management, it is important to work on existing brand knowledge deep-

seated in customers’ heads in order to determine related brand images. These result 

out of any brand experience and could contain feelings, images, believes, related 

content and usage behaviour (cf. Esch 2014, p. 23). 

2.3.1 Identity as the fundament of brand management 

The identity based approach of brand management is the result of several 

evolutionary development steps at the beginning to the 20th century: Then, the brand 

was a sign of property, after that an instrumental approach evolved where brand 

attributes dominated. In the 60’s brand management was enriched by a functional 

approach which widened related duties. This development was followed by a 

competition-oriented approach (mid 70’s until end of 80’s) which included a focus 

on behaviour and brand image. With the beginning of the 90’s the brand was seen 

from a social-psychological view and this was the prerequisite for the identity 

based approach (cf. Meffert/Burmann 2005, p.22-32). 

A consistent and relevant identity is the basis for customer’s confidence. 

Consequently, this is again the basis for a long-term customer relationship and over 

Company
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all confidence of customers could be assumed as competitive advantage for 

companies (cf. Meffert/Burmann 2005, p.30). 

The main differences to the previous approaches are, that the identity based 

approach is more dynamic, due to the consideration of the internal resource and 

competence perspectives, which are explained in detail in chapter 3.1, and the 

mutual consideration of brand identity and brand image (cf. Meffert/Burmann 2005, 

p.31). 

2.3.2 Definition, aim and scope of identity based brand management 

Identity based brand management as a management process contains the planning, 

coordination and controlling of all measures used in order to build up a strong brand 

for relevant target groups. The goal is to integrate all brand related decisions and 

activities within the company to setup long term relationships and overall maximise 

the brand value (cf. Meffert/Burmann 2005, p.32).  

The concept of identity based brand management operates beyond the one-sided 

perspective of customer brand perception. This classic outside-in perspective is 

extended with an inside-out perspective. This approach analyses the self-

perception of the brand from the perspective of internal stakeholders involved in 

carrying the brand (cf. Burmann/Meffert 2005, p.39-51).  

Identity based brand management deals with activities aiming at strengthening the 

brand in the customers minds. Hereby, two different views could be considered: the 

functional and the institutional view (see Table 1). The latter takes all people 

involved in managing the brand, internally and externally, into account, whereas the 

functional view considers related activities that are necessary to strengthen the 

brand; independently of people or departments involved. The key activities yet are 

mainly planning, organising and controlling (cf. Baumgarth 2010, p.42; 

Steinmann/Schreyögg 2000, p.6). 

In Table 1, the scope and related activities of brand management are shown 

respectively within each perspective: 
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Brand management 

Functional brand management 

focuses on: 
Institutional brand management 

focuses on: 

Brand analysis (status, evaluation) 
Basic concept of the brand (brand 
models, brand equity, techniques) 

Brand planning (aims, positioning, 
strategies, planning of measures) 

Structural frame of the brand (typology, 
brand architecture, brand portfolio, 
brand alliances) 

Brand policy (implementation of 
measures: communication, distribution, 
pricing) 

Stakeholders related to brand 
management (brand, company, 
markets, customers, competition, 
retailer, shareholders, other 
environment) 

Brand controlling (strategic and 
operative controlling, feedback, 
learnings) 

Organisational frame (personnel, 
financing, time-related, structural and 
factual aspects) 

Table 1: Brand management activities (based on Linxweiler/Siegle 2011, p. 44) 

2.3.3 Organisational structures 

Another issue that needs to be considered in brand management is its organisation 

within the company. Due to the interaction of companies in various countries brand 

management is very often organised on a global, but also on a local level (cf. Stanat 

2016). According to Stanat, “Global brand management is expected to increase in 

responsibility in the future” (Stanat 2016). So, there are already tendencies to 

integrate a Chief Brand Officer (CBO) on corporate level and also a small team that 

is responsible for building, monitoring, managing and leveraging the brand. A 

structure like this could also include a brand identity manager, whose responsibility 

is the maintenance of the brand identity consistency throughout the company for all 

brand related actions. Functions like these tend to grow because of an increase in 

complexity of the global business environment. (cf. Stanat 2016; VanAuken 2014). 

Managerial contributions 

As mentioned above, the fundamental decision is how to organise the brand 

management team. After that the managers involved need to put effort into 

understanding the dimensions of a B2B brand identity and its related activities (cf. 

Coleman et al. 2011, p.1069). 
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Advantages of global branding activities 

A centralised management of the brand would imply global branding and marketing 

activities. Advantages of this organisational type could be: 

• Lower marketing costs, due to uniform advertising, promotion and 

communication activities. The more standardised, the more potential 

savings. 

• Power and scope, due to a global brand awareness 

• Consistency in brand image, due to a common platform to maintain it 

• Ability to leverage ideas quickly and efficiently, due to the transfer of 

knowledge and accelerated market entries 

• Uniformity in marketing practices, due to global programs, centralised 

coordination and control of communication (cf. Keller 2013, p.514f.) 

Disadvantages of global branding activities 

Yet, there are also some drawbacks of globally managed branding: 

• Differences in consumer needs, wants and usages of products 

• Differences in consumer response to branding or marketing mix elements 

• Differences in brand and product development and competition 

• Different legal environment 

• Different marketing institutions and administrative processes activities (cf. 

Keller 2013, p.516f.) 

These findings simultaneously provide insight into the daily challenges multinational 

enterprises (MNE) have to deal with. 

2.3.4 Challenges of brand management for MNE’s 

In the following part various challenges, internationally operating companies face 

every day are briefly mentioned. 

The complexity of industrial products 

B2B differs from the consumer market mainly by its complex nature, diverse 

demand, fewer but important customers and lasting relationships. Therefore, the 

focus of strategy and actions are mainly product-related (cf. Kotler/Pfoertsch 2006, 

p.21). 
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Internationality 

The internationality challenge for B2B refers to the aspect that, on the one hand 

industrial products and services need less adaptation, because performance 

requirements of technological equipment are very similar all over the world, besides 

governmental regulations. On the other hand, high-end individual industrial products 

with specified facilities, however, need adaptation and so different global branding 

strategies (cf. Kotler/Pfoertsch 2006, p.22f.). 

Organisational buying – buying centre 

In B2B buying decisions are very complex, due to a huge effort beforehand, 

involving the supplier choice, timeframe, participants in the whole process and the 

evaluation and choice of a product (cf. Kotler/Pfoertsch 2006, p.24). All individuals 

involved form the buying centre. Its group size varies depending on the product, but 

it could include up to 30 people influencing the decision (cf. Kotler/Armstrong 2012, 

p.172). 

Hyper-competition 

Hyper-competition defines very dynamic and highly competitive markets, which 

require innovations and development of new products, due to shortened product life 

cycles (PLC) (cf. Kotler/Pfoertsch 2006, p.37). 

 

Some more global business conditions that could turn out as challenges for branding 

issues too are mentioned below: 

Economic environment 

Economic factors include necessary information of certain markets, like size, gross 

national product, per capita income, population development, unemployment rate, 

etc. Essential factors for B2B companies are inflation rates and the development of 

currency exchange rates that need to be considered especially for long term projects 

(cf. Berndt/Altobelli/Sander 2010, p. 21-25). 

Political and legal environment 

Political and legal factors play a crucial role in international branding and marketing 

activities, because interpreting and applying certain regulations is inevitable but 

complex. It could also be misleading due to the varying environments among 
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countries. Some governmental regulations are not really designed to promote 

international transactions and therefore have huge impacts on companies’ decisions 

abroad. Examples are minimum wage legislation or domestic safety regulations. 

Other legal regulations and also political measures however, tend to provide support 

for international marketing activities, for instance for intellectual property rights, 

reducing trade barriers and attempts against grey market (cf. Czinkota/Ronkainen 

2012, p. 132f.). 

Cultural aspects 

A very big issue in global brand management is managing the cultural differences. 

Culture could be learned, shared and passed on from generation to generation by 

peer groups like family, teachers, etc. Its multidimensional elements interrelate with 

each other and therefore a deep knowledge is necessary to fully understand 

differences and relations of cultures. In international business, the following are the 

most important elements that need to be considered by marketers: 

• Material life: describes mainly technological standards of production, 

distribution and consumption, but reflects also the financial situations within 

a society. 

• Language: is mirroring the culture. Considering communication, both verbal 

and nonverbal are complex issues throughout all cultures for multinational 

companies. Even English meanings differentiate hugely among English 

speaking countries. 

• Social interaction: is a central element of culture, because it demonstrates 

how people relate to each other, especially relevant is the family structure. 

• Aesthetics: in branding colours are used to identify and differentiate 

• Religion: The awareness and understanding of customers’ religion is 

inevitable in order to see their behaviour and decision motives. 

• Education: is a main factor for learning and passing on a culture. Regarding 

international business the quality of education matters, because very often 

locals are employed to represent the company (eg. a salesforce team), yet 

there are significant differences among the cultures. 

• Values: are the roots that have an impact on norms and standards and 

therefore are influencing behaviour and attitudes of people. Concerning 

branding efforts, the attitude towards changing of a culture is worth knowing 

(cf. Czinkota/Ronkainen 2012, p. 61-76; Kotabe/Helsen 2010, p. 106-118). 
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3 Corporate brand identity development 

3.1 Definition and aim of a brand identity 

“Where do we come from? Since time immemorial many of the great themes of 

intellectual inquiry are related to identity. Identities are powerful and impossible to 

ignore” (Balmer 2008, p.882). This rather philosophical introduction on identity is 

also true for brands as also the following definitions in literature show. 

The brand identity is a defined construct of characteristics, that makes a brand 

authentic and sustainably differentiable. (cf. Burmann/Meffert 2005, p.39).  

Identity is able to create authenticity, which further creates meanings in the minds 

of customers (cf. Esch 2016, p.33). 

Based on neuroscientific aspects of the identity of an individual (emotional and 

cognitive components) a brand identity implies also hard features, that could be 

objectively measured, as well as soft features, referring to sentimental values and 

senses. Additionally, the origin (region and founders) and history are largely 

influencing the shape of the brand and it is also characterised through its evolution 

(cf. Esch 2016, p. 56f). 

With regard to the aim, the creation of a sound identity is necessary for brands to 

stand out in today’s saturated product and also service markets. A clearly defined 

identity is supposed to evoke trust and sympathy in customers’ and other 

stakeholders’ minds. In addition, brands that keep their promise efficiently, increase 

brand recognition and commitment (cf. Silberbach 2016).  

3.2 Attributes of the brand identity 

Research in social sciences by Erik Erikson are the basis for a transition of specific 

attributes from individuals to the identity of an object or brand (cf. Burmann/Meffert 

2005, p.45-47). These similarities are outlined in the following part: 

• Reciprocity: Identity develops through starting interaction with other people. 

This works simultaneously for brands. Brand identity develops through 

differentiation to competitors and through interaction with customers (cf. Esch 

2016, p. 43). 

• Continuity: Continuity describes the retention of essential attributes over the 

course of time. Authentic brands (eg. Nivea, BMW, etc.) remain true to 
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themselves, otherwise, losing the core attributes could destruct the identity 

(cf. Esch 2016, p. 43). 

• Consistency: This identity attribute implies that a clear brand identity is just 

possible, by a consistent combination of introversive and extroversive 

personality attributes (cf. Burmann/Meffert 2005, p.45-47). 

• Individuality: The uniqueness of an object could be caused by just one 

single individual attribute or by an individual combination of attributes. 

Humans’ individuality is automatically based on biological aspects. Some 

brands are thus lacking in individuality, so it is not even perceived by 

customers (cf. Burmann/Meffert 2005, p.45-47). 

3.3 General components of a brand identity 

Brand origin 

In particular, the brand origin is relevant in brand management, because a brand 

could be seen as the fundament of its identity and is perceived within the context of 

its origin by internal as well as external target groups. It is tightly bound to brand 

history, but it does not include historical events of the brand. Yet, in brand 

management important aspects of origin should be considered (cf. 

Burmann/Launspach 2010, p.161). 

Brand vision 

The brand vision represents the long-term perspective of the brand. Other than the 

brand aims the vision has a development period of five to ten years and is therefore 

not as concrete as the formulated brand aims. The main function of a vision is to act 

as driver for internal stakeholders to perform well and stay motivated throughout the 

time to reach the overall company goals. Another function is coordination of a 

behaviour which is aligned to brand aims throughout the company. What is more, 

the main differences to competitors and the focused market segments should be a 

part of a brand vision (cf. Kapferer 1992, p. 110 quoted from: Burmann/Launspach 

2010, p. 161). 

Brand competences 

This component of the brand identity represents the competences of the company, 

especially its organisational competences. The brand is then seen as a result of the 
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combination of the competences and could further be interpreted as a new resource 

(cf. Burmann/Meffert 2005, p.59). 

Brand values 

Brand values should describe the belief of the management and also of the 

employees involved. Ideally, brand values include in addition to customer benefits, 

emotional and also desired components (cf. Burmann/Launspach 2010, p.162). As 

the brand represents a normative system in a company, the awareness of its central 

values internally is essential (cf. Kapferer 2015, p.244). 

Brand personality 

Aaker defines the brand personality as “the set of human characteristics associated 

with a given brand. Thus, it includes such characteristics as gender, age, and 

socioeconomic class, as well as classic human personality traits […]” (Aaker 1996, 

p.141). It is also a description for the way a brand could speak, think, behave, act 

or react (cf. Kolowich 2015). The development of a brand personality depends on 

the diversity of contacts with the brand as well as on associations with the brand. It 

is influenced by characteristics of the customer/user itself, other people surrounding 

the user, brand symbols, images or measures regarding pricing, distribution, 

communication or product related aspects (cf. Haedrich/Tomczak/Kaetzke 2003, 

p.36). 

Brand performance 

The brand performance is based on the already named components and should be 

deduced in alignment with those. The brand performance, that is available in the 

market, is recognised by consumers and therefore it comprises a key connection 

between the identity and a targeted image (cf. Burmann/Launspach 2010, p.162). 

3.4 Connection of brand identity, positioning and brand image 

The brand identity internally represents the core of the system by giving a brand its 

unique and individual characteristics. As the initial point of the interconnected 

branding process (see Figure 5), it aims to state the targets, what the brand is 

supposed to project.  

The main task of positioning is to realise the brand identity with respect to 

differentiating features, relevant market and communication conditions and focus on 
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stakeholders. The brand image reflects an indicator for the transformation, internally 

and externally, of the brand on a market. The brand identity is specified further, 

taking actual and future competitive brand positions and actual and future wants 

and needs of stakeholders into account. Then, the brand positioning is implemented 

internal via visible measures, for example through behavioural branding, as well as 

external, through different communication methods (cf. Esch 2014, p. 91f.; Kapferer 

2012, p.151). 

 

Figure 5: Connection of brand identity, brand positioning and brand image (based on 
Esch 2014, p. 92) 

From a company’s perspective, the brand identity and the brand positioning 

reflect the level of actions, whereas the brand image is the level of effect (cf. Meier-

Kortwig/Stüwe 2000, p.190 quoted from: Esch 2014, p.91). 

The process illustrated above, in Figure 5, aims for a high conformity of the brand 

identity and the brand image. Even the identity could be shaped actively, transported 

through brand positioning and a positioning compliant implementation of measures, 

the brand image, eventually, passively evokes out of a subjective perception of the 

customer or consumer, which is based on various psychological processes. So, 

another aim of the identity is to influence the impact of the brand (cf. Esch 2014, p. 

93; Silberbach 2016). 

“Before projecting an image to the public, we must know exactly what we want to 

project. Before it is received, we must know what to send and how to send it.” 

(Kapferer 2012, p. 151). 
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Hence, it is necessary to have “an articulated description of the aspirational image 

for the brand, what you want the brand to stand for in the eyes of customers and 

employees” (Aaker 2014). 

3.4.1 Positioning 

The aim of positioning is focussing on the most important brand aspects in order to 

gain a unique and most relevant place in customer’s minds, which displays the best 

differentiation towards competitors (cf. Esch 2016, p. 78).  

The brand positioning provides the concrete direction, questioning why a specific 

brand should be chosen instead of another one, for brand managers to go and to 

work out specific measures regarding product, sales, prices, communication 

concepts, distribution planning, etc. (cf. Esch 2017a). 

3.4.2 Brand image - an external force 

The brand image results out of the individual subjective perception, decoding and 

also interpretation of all signals that a brand sends. This in particular, refers to the 

suitability of a brand to the wants and needs of an individual person (cf. 

Meffert/Burmann/Koers 2005, p. 53f.; Kapferer 2012, p. 151).  

A prerequisite for building up a brand image for external target groups is the 

awareness of the brand. It measures the ability of potential buyers to either 

remember a brand (brand recall) or to recognise it after visual or acoustic aid (brand 

recognition) (cf. Aaker 1991, p.61 quoted from: Meffert/Burmann/Koers 2005, p. 

53f.). 

The brand image consists of three main components, which are briefly described 

below: 

• Brand attributes: represent all features perceived while interacting by the 

stakeholders, factual/ rational as well as emotional/imagery (cf. Vershofen 

1940, Keller 1993, p.17 quoted from: Meffert/Burmann/Koers 2005, p. 54). 

• Functional benefit of a brand: contains several benefit dimensions, like 

information function, confidence function or other functional features. The 

brand serves as an information guide and leverages the complexity of a 

buying process by reducing transaction costs for a customer (cf. Kroeber-

Riel/Weinberg 2003, p. 268 quoted from: Meffert/Burmann/Koers 2005, p. 

55). 
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• Symbolic benefit of a brand: develops if a brand besides its functional 

benefit can generate an additional value. For example: conveyance of 

prestige, of group membership, brand as a mean for self-fulfilment. Further 

symbolic benefits could be connection of a brand with personal experiences, 

a mean for generation of relationship benefits or a symbol of lifestyle. In all 

these cases the brand represents a motivator of certain behaviour (cf. 

Vershofen 1940, Keller 1993, p.17 quoted from: Meffert/Burmann/Koers 

2005, p. 54). 

3.4.3 Brand-customer relationship 

The relationship between a brand and a customer could be seen as a link between 

the brand identity and the brand image. Within an identity based brand management 

this construct is an important dimension and also the basis for the economic value 

of a brand. The brand benefit develops out of the identity components towards a 

functional and symbolic customer benefit which needs to be clearly understandable 

(cf. Burmann/Launspach 2010, p. 160). 

The basis for such a special relationship is a clearly defined brand identity that 

ensures the customer confidence and consistence throughout channels and 

interaction time. Key players in this relationship are employees that represent the 

brand and convey the core values towards the customer. Due to an increasing 

competition of brands, as product/service competition is decreasing, the importance 

of the brand interaction design is particularly high, because in case of any 

inconveniences, social media networks are the fastest and easiest way of 

distributing contents like these (cf. Schmidt 2012). 

The next chapter deals with the different ways to reach the core of a brand, so to 

define its identity. There are numerous approaches to do this. In the following part, 

the most common in literature are presented. 

3.5 Brand identity approaches 

When determining the brand identity, it needs to be considered that there is a 

difference in processing of verbal and nonverbal information in the brain, as well as 

in processing of rational and emotional information. Yet, brand knowledge is saved 

in both parts of the brain. The structure of an identity needs to involve both, soft 

facts as well as hard facts of the brand. Literature provides several approaches to 
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determine and picture brand identities, but just a few are sufficiently documented 

and useful in practical implementation (cf. Esch 2014, p.94f.). 

The four most common and useful brand identity approaches are described in the 

following part of the chapter. 

3.5.1 Approach by Aaker  

According to the approach by Aaker, the brand identity consists of a core identity 

and an extended identity. The difference between those two is the timespan. The 

first one is supposed to have a longer validity than the second one. The extended 

identity, however, is more flexible over time. The core identity should involve up to 

four characteristics and it could be supplemented by a brand essence, which is a 

concise sentence, but not the slogan of the brand. Out of these considerations three 

layers (Figure 6) could be generated (cf. Esch 2014, p.96f.). 

Figure 6: Brand identity layers – approach by Aaker (based on Aaker 1996, p.86) 

 

The identity layers could be enriched by further dimensions, like considerations of 

brand as a product, organisation, person and symbol (see Figure 7) (cf. Esch 2014, 

p.97). The aim of these perspectives is to help to establish a deeper and 

differentiable brand identity, while considering all elements that enrich and clarify 

the identity (cf. Aaker 1996, p. 78). 

Extended brand identity 

Core brand identity 

Brand essence 
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Figure 7: Brand identity layers – enriched (based on Aaker 1996, p.79) 

Brand as product 

Product related aspects are a main driver for a brand buying decision and therefore 

one of the most important parts an identity. “A strong link to a product class means 

that the brand will be recalled when the product class is cued” (Aaker 1996, p. 80). 

Considered attributes add some functional or emotional benefits. Quality and value 

are highly interdependent and enrich the concept. Association with the usage and a 

strong user-type can imply value proposition. Last but not least, linking the brand to 

a country or region makes it more credible, due to the country-of-origin effect (cf. 

Aaker 1996, p. 80-82). 

Brand as organisation 

This perspective takes attributes of the organisation into account, like 

innovativeness, quality, corporate social responsibility (CSR), company values, 

trainings and global or local operations (cf. Aaker 1996, p. 83f.; Esch 2014, p.97f.). 

According to Aaker “organisational attributes are more enduring and more resistant 

to competitive claims than product attributes” (Aaker 1996, p. 83). 

Brand as person 

The brand- as- a- person dimension suggests, that a brand personality is able to 

create a stronger brand through self-expressive benefits, which help the customer 

also to express his/her own personality. Furthermore, it reflects the relationship 
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between the brand and customers and it could help to communicate a product 

attribute (cf. Aaker 1996, p. 83f; Esch 2014, p. 98). 

Brand as symbol 

This dimension describes all brand related imagery. A recognisable symbol supports 

the brand strength through gaining recall. It can be any kind that is representing the 

brand in a way. Yet, imagery as well as symbol characteristics, demonstrating a self-

expressing benefit are more powerful (cf. Aaker 1996, p. 84f.; Esch 2014, p. 98).  

3.5.2 Approach by Meffert/Burmann 

The approach developed by Meffert/Burmann is very close to the identity approach 

by Aaker. Indeed, this approach implies a direct relation of the self- image and the 

public brand image (see Figure 8) (cf. Esch 2005a, p.97). 

 

Figure 8: Brand identity and brand image (Schallehn 2013; based on Meffert/Burmann 
2005, p.52) 

The core of the brand identity contains the brand philosophy, which reflects the idea, 

the content and the central attributes. When formulating the brand philosophy, the 

competence of the brand, its visions, values and aims, as well as the relationship to 

internal and external stakeholders should be taken into consideration (cf. 

Meffert/Burmann 2002, p. 52). 

The components of the brand identity are categorised the same way as in Aaker’s 

approach: brand as a product, organisation, symbol, or brand as a person. Yet, the 

operationalisation of the dimensions differs from that of Aaker: 



 28 

• Brand as product focuses on technical- qualitative, visual, geographic 

aspects and POS presentation as well as pricing. 

• Brand as organisation investigates behaviour of staff and commitment to 

the company and branch. 

• Brand as person: These criteria are the image of common users, cultural 

ties and related values and cultural norms. 

• Brand as symbol means the brand history, brand communication and the 

image (cf. Meffert/Burmann 2002, p. 52-64; Esch 2005a, p. 98f.). 

3.5.3 Approach by Kapferer – the identity prism 

In order to build engaging brands, Kapferer developed a hexagonal identity prism 

(Figure 9) (cf. Kapferer 2012, p.158). This approach consists of six brand identity 

elements, which reflect the picture of the sender as well as the picture of the 

recipient and demonstrates external and internal perspectives too (cf. Esch 2014, 

p.99). 

 

Figure 9: Brand identity prism (based on Kapferer 2012, p.158) 

The first central element of this multi-dimensional identity approach is the physique 

of a brand – its qualities and physical appearance. It is one of the most important 

brand attributes, because it reflects a tangible added value. For example, Coca-

Cola’s physical facets would be the famous cooled coke bottle or the colour of the 

drink (cf. Kapferer 2012, 158f.). 

The second element is the brand personality. A very common way of giving a 

brand an instant personality, is to find an appropriate spokesman or testimonial, who 

can embody a brand most authentically. However, due to personality descriptions 
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based on human traits, this element of the brand identity has a psychological 

function. It is the ability for consumers to identify themselves with the brand (cf. 

Kapferer 2012, 159).  

The third element, brand culture implies that strong brands generate a vision and 

an ideology. The cultural facet of an identity is crucial nowadays for addressing 

demand for more meaningful brands. That demand results of a changing society 

with different conditions facing hyper-consumption among developed countries (cf. 

Kapferer 2012, 159f.). 

Then, relationship means that brands are very often in the centre of interaction 

between people, especially in service sectors. According to Kapferer “this facet 

defines the mode of conduct that most identifies the brand” (Kapferer 2012, p. 161). 

Brand related aspects, like target group or user image, that come to customers’ mind 

are considered in the customer reflection part (cf. Esch 2014, p.100). 

The last one is the self-image. This element is like an inward mirror that shows own 

feelings and also reflects what brands effectuate internally, based on the 

relationship and attitude towards a brand (cf. Kapferer 2012, p.162). 

The identity prism by Kapferer systematically defines elements from the perspective 

of the sender, starting in the fields of physique and personality, towards the 

recipient’s perspective portraying brand reflection and self-image elements. The 

relationship and culture facet are the bridge in between. Vertically seen, the left part 

includes social elements and the right part shows the incorporated elements (cf. 

Kapferer 2012, p.163). 

3.5.4 Approach by Icon Brand Navigation  

The brand steering wheel was developed by icon brand navigation and is mainly 

based on findings of brain hemisphere research. It implies a differentiation of verbal 

and nonverbal impressions and rational and emotional brand elements. Due to the 

fact that, the structures of brand knowledge are manifested in the two brain 

hemispheres, the detection of the brand identity needs to be built up on existing 

findings on behavioural sciences (cf. Runia et al. 2007, p.156). Hence, the icon 

brand steering wheel differentiates between the right and the left-brain hemisphere 

and consists of the following four elements, as shown in Figure 10: 

On the left part of the steering wheel, reflecting the left part of the brain, two factual 

and rational brand assets are being addressed: 
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• The competence of the brand (Who am I?) 

• The benefits and reason why (What do I offer?) (cf. Esch 2005a, p.102) 

On the right side of the wheel, addressing the right part of the brain, all nonverbal 

and emotional impressions are registered: 

• The brand tonality (How am I?) 

• The brand image (How do I appear?) (cf. Esch 2005a, p.102) 

Figure 10: Brand steering wheel by icon brand navigation (based on Esch 2005a, 
p.102) 

The elements of the icon brand steering wheel are explained in the course of the 

next chapter about the modified version of the steering wheel. 

3.5.5 Approach by Esch - modified brand steering wheel 

The brand steering wheel by icon brand navigation is due to its simplicity and 

clearness very useful, Esch made some enhancements, based on his practical 

experiences (cf. Esch 2005a, p. 105f): 

• Firstly, in the classical steering wheel the brand competence is assigned to 

the left side which reflects the hard facts. This element constitutes the centre 

of the wheel (see Figure 11), because brand competence could also be 

based on emotional impressions. 

• Secondly, a distinction between brand benefits and reason why (brand 

attributes) should be considered, because just focusing the brand attributes 

may neglect real benefits and added value for the customer (cf. Esch 2005a, 

p. 105f.). 
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Figure 11: Modified brand steering wheel by Esch (based on Esch 2005a, p.106) 

In the following the elements of which the steering wheel consists are described in 

detail. 

It is necessary to consider that customers do not buy the attributes of a brand, but 

its benefit. A systematic analysis and distinction is therefore inevitable. The brand 

benefits, focusing on “What do I offer?”, could be further divided into functional and 

psychosocial benefits (cf. Esch 2016, p. 59). Therefore, it is recommended to deduct 

means-end relations between attributes and benefits (see Figure 12) (cf. Esch 

2005a, p.107). 

 

Figure 12: Means-End relations (based on Herrmann/Huber/Braunstein 2005, p.194) 

Like presented above, the rational brand benefits result from the brand attributes. 

To support brand benefits, brand credentials can be collected and inserted (cf. Esch 

2018). In the buying process the brand benefits are important arguments from a 

customer’s perspective. The attributes take a supporting function within the 

argumentation (cf. Esch/Langer/Rempel 2005, p.120). 

The tonality of the brand specifies on the question “How am I?” and investigates 

emotions and feelings which are being associated with the brand. Tonalities could 
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include brand personality attributes, brand relationships and brand experiences. 

The importance of such emotional brand attributes is increasing, because rational 

brand and product attributes on saturated markets are more and more 

exchangeable and therefore the differentiability of brands is decreasing (cf. 

Esch/Langer/Rempel 2005, p.120f.).  

In order to record brand tonality, three approaches, which supplement each other, 

could be considered (cf. Esch 2005a, p. 109f.): 

1. Determination of a brand personality: First of all, a brand personality 

needs to be determined. Based on experiences with brands customers 

combine lots of expressions with them. Also, demographical aspects, like 

age, sex or social class are included. A brand personality could on the one 

hand reflect one’s own personality structure or on the other hand is could be 

an ideal conception of one’s desired personality and therefore trigger 

individual preferences (cf. Esch 2005a, p. 109). 

2. Determination of brand relationships: The second approach implies that 

the relationship between brands and customers are quite similar to 

relationships between humans. Hence, there is a necessity not only to 

identify what the customer thinks about the brand, but also what the brand 

“thinks” about the customer (cf. Esch 2005a, p. 110f.; Biel 2001, p. 74). 

3. Specification of brand experience attributes: The third approach aims at 

focusing at experiential brand activities, because brands become more and 

more interchangeable according to their rational aspects. Basically, brand 

experiences are highly interconnected to brand personality and relationships 

and their approaches (cf. Esch 2005a, p. 112). 

The part of brand image focuses on the question “How do I appear?”. This area 

includes all specific modalities that could help describing a brand, like visual, 

acoustic, olfactory, haptic and gustatory impressions. The brand image contains a 

lot of different impressions which all contribute to the brand awareness (recognition, 

recall). All these are based on personal communication or mass communication. 

Visual impressions are mainly built at all brand touchpoints, like through 

presentation of buildings, design of the point of sale (POS), packaging, staff, (sales) 

documents, online communication, etc. (cf. Esch 2005a, p. 103, 118). 

The competence of the brand, as the core element of the brand steering wheel, 

should be able to answer the question “Who am I?” The attempt of this central 
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element, which more concrete and perceptible in the modified steering wheel, is to 

determine essential and individual brand characteristics, like the brand history and 

the market presence. In fact, the longer a company persists in the market, the more 

competence it gained over the course of time. Some companies even use their 

history especially in communication, for instance stating "established 1950” below 

the logo, to put emphasis on their long-time market presence, experience or 

competence. Consequently, this aspect could have positive effects on another field 

of the brand steering wheel, like tonality. Another important aspect is the brand 

origin – the country of origin effect conveys commonly known values that are 

connected with the brand. The role and relevance of the brand in the market reflects 

the different associations, depending if a company is a market leader, which could 

indicate power and/or security or if a company is a newcomer to the market and 

demonstrates flexibility, contemporaneity, etc. In addition, the brand competence 

element refers to special brand assets, any USP-like asset a company has, for 

instance unique production methods, research and development knowledge, 

patents, etc (cf. Esch 2005a, p.107; Esch 2016, p. 67f.). 

All elements of the steering wheel are highly interdependent: the attributes support 

the functional and psychosocial benefits and are visible via the brand image. The 

tonality in turn is perceptible through the brand image. Based on this presentation 

the inner logic and consistency of the identity could be investigated (cf. Esch 2005a, 

p. 107). 

3.6 Evaluation and choice of an identity approach 

In order to have an integrated successful corporate brand management the brand 

has to follow a certain structure. So, the identity approaches mentioned above need 

to be evaluated in order to generate a useful individual brand identity model (cf. 

Ringle 2006, p.63). Depending on the company or brand management team it needs 

to be figured out which one is most effective for the process and easy to handle for 

them. Table 2 gives an overview of the advantages and disadvantages of the 

approaches described before.   



 34 

3.6.1 Advantages & disadvantages 

Identity approach and its 

dimensions 
Advantage(s) Disadvantage(s) 

Aaker 

 

4 dimensions 

• Functional approach with 
respect to brand 
personality, relationship to 
brand, product and 
product benefits. 

• Idea of approach 
traceable 
 

• Classification structure: no 
distinction between 
verbal/nonverbal & 
rational/emotional 
impressions 

• Intersections among 
dimensions (brand as 
organisation & person or 
product &symbol – same 
or similar definitions) 

• Difficult to handle in 
practice 

Meffert/Burmann 

 

4 dimensions 

 • due to different structure 
self-image and external 
image actually not directly 
comparable, could cause 
problems in 
operationalisation 

• four dimensions not 
always traceable 

• missing distinction 
between ratio & emotion 

Kapferer 

 

6 dimensions 

• Functional approach with 
respect to brand 
personality, relationship to 
brand, product and 
product benefits. 

• Classification structure: no 
distinction between 
verbal/nonverbal & 
rational/emotional 
impressions 

• Intersections among 
dimensions (reflection & 
self- image and 
personality & relationship) 

Icon brand navigation – 
brand steering wheel & 

modification by Esch 

 

4 dimensions 

• Based on behavioural 
sciences 

• Little/no overlaps among 
the dimensions 

• Traceable distinction 
between 
rational/emotional & 
verbal/nonverbal elements 

• Convincing due to 
simplicity & 
understandability  

• icon model: competence 
just left/rational oriented 
→modified by Esch 

• highly based on 
communication aspects 

 

Table 2: Advantages and disadvantages of the identity approaches (based on Esch 
2005a, p.103-105; Esch 2014, p.100-102; Ringle 2006, p. 54-67) 
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3.6.2 Evaluation criteria 

In order to decide for an adequate brand identity approach, suitable for a company, 

it is necessary to state criteria to evaluate the beforehand mentioned approaches. 

In some points they are quite similar, yet there are also huge differences. According 

to Esch/Langner/Rempel four important criteria should be taken into consideration 

for an analysis: 

1. Total compilation of all identity attributes: It has to be ensured that all 

approaches include at least the essential attributes. 

2. Selective compilation of all identity attributes: The approaches should 

not overlap each other’s aspects of the identity generation too much. 

3. Integrated compilation of all identity attributes: The alignment of the 

different identity components is crucial for the formation of a big picture. 

4. Applicability of approach: As the brand identity is the fundament for brand 

management, it should also be present in daily business making it easily 

understandable and applicable for all people involved (cf. 

Esch/Langner/Rempel 2005, p.123). 

Yet, depending on the company’s resources and the initial brand management 

situation more criteria could be defined for a benefit analysis in order to find the most 

appropriate approach for the company, the brand and stakeholders involved. 

Due to its appropriate usability and suitability the modified brand steering wheel by 

Esch, is applied in this thesis. This approach ensures the total and selective 

compilation of the identity attributes. What is more, Esch gives some hints towards 

an integrated approach, like the benefit consists of attributes and the tonality and 

the attributes should be able to be experienced by a brand image. Following this 

structure, all quadrants are interconnected (cf. Esch/Langner/Rempel 2005, p.123).  

The brand steering wheel is already in use for product branding in several business 

units of AVL. The decision was already taken within the company and acceptance 

and familiarity on usage are increasing. 

In the next chapter, the process steps towards a target brand identity and 

beforehand necessary organisational requirements are discussed.  
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3.7 Deduction process of a corporate brand identity 

This chapter discusses the central topic of the thesis - the generation of a corporate 

brand identity, either develop a new one for a totally new brand or sharpen an 

existing identity for a brand that is already established and a player in the market.  

The outcome is highly related to the whole process, since the focus is on corporate 

brands, the process is more comprehensive than for product brands, because more 

people and departments are involved. With regard to organisational conditions, a 

central team that consists of managers from departments like, R&D, sales, 

production, marketing and human resources (HR), should be in charge of creating 

the identity process and going through the steps together. The relevance of such a 

team, that accompanies the whole process, is a better consistency and coherence 

throughout that development time (cf. Esch 2016, p. 70). Further, the top-

management should be involved and informed on the status quo. Moreover, key 

managers could be interviewed face-to-face about brand developments, history and 

personal view towards the actual brand status and future prospects (cf. Esch 2016, 

p.70). In case a corporate brand has a long tradition, it would be interesting to gain 

information as close to the roots as possible and about developments over time too. 

In the following part, the deduction process of a brand identity is explained in detail 

and visualised in Figure 13. The process steps follow the approach of the modified 

brand steering wheel by Esch. 

1. Analysis of the relevant market 

Just before starting with the brand identity development process an analysis 

of the relevant market, needs to be carried out in order to identify in which 

way stakeholders interact with the brand and how they get in touch with it 

(brand touch points). Further parts of investigation are the appearance of the 

own brand and the competition situation on the market on which the newly 

developed or sharpened brand identity should interact (cf. 

Burmann/Blinda/Nitschke 2003, p.11). 

2. Compilation of the ACTUAL identity from the internal perspective 

According to Esch, the identity process is always supposed to start internally, 

as the importance is to concentrate and reinforce the own strengths instead 

of steadily trying to improve weaknesses, where lots of resources are used 

unnecessarily (cf. Esch 2016, p. 71).  
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Hence, this first official deduction phase investigates the identity based on 

the internal perception, therefore, the addressees are employees who are 

interrogated in workshops, interviews or surveys. The output of their 

perception is then summarised and transferred into an internal actual brand 

steering wheel. To get the management or any other stakeholder view, an 

own steering wheel could be implemented (optionally, therefore illustrated in 

a lighter colour, see Figure 13) (cf. Esch/Langner/Rempel 2005, p.127). 

3. Compilation of the ACTUAL identity from the external perspective 

After investigating the brand internally, in this step the gained identity 

characteristics are reflected towards the external perspective. Addressees in 

this phase are relevant external stakeholders, like customers, cooperating 

partners, etc. who are surveyed usually in quantitative or qualitative research 

concerning their perceptions of the brand when interacting with it. In this part 

of the process also the image of the most important competitors should be 

included in the investigation. This would lead to findings about strengths and 

weaknesses of the own brand in comparison to competitor brands in the 

relevant market. Another option to include in the external research is to 

examine how future-proof brand benefits and emotions are. Again, in 

comparison to relevant competitor brands it could give an important insight 

to the brand strength (brand confidence, brand awareness, image and brand 

loyalty) for future strategies (cf. Esch/Langner/Rempel 2005, p.127, Esch 

2016, p.72). 

Research structure: 

A possible method to generate the information needed is to set up a survey 

comprising sufficient questions covering the 5 parts of the wheel to be 

answered, as mentioned, internally by employees, managers/ key people and 

defined external stakeholders, for instance customers or branch experts. 

Thereby, all five dimensions are explored and differences between the self-

image and external image could be revealed. A strong corporate brand 

should preferably show intersections of features mentioned by managers, 

employees and external stakeholders (cf. Esch 2014, p.75).  

4. Synthesis of the ACTUAL identity steering wheels 

After the investigation of the actual identity by internal and external 

stakeholders the results are analysed and compared with respect to 
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commonalities and differences among the two perspectives. In an evaluation, 

eg. benefit analysis, the nominations could be narrowed down. In case of any 

gap, it would imply a deficit in realisation and/or application at relevant 

touchpoints, for instance that current communication measures do not 

convey the message aimed (cf. Braun 2011, p. 37f.). 

 

Figure 13: Deduction process of a target brand identity (based on 
Esch/Langner/Rempel 2005, p.128) 

5. Deduction of TARGET brand identity  

The brand origin is seen as the fundament for all future actions (cf. Esch 

2016, p.72). Based on the analysis and synthesis of the (two or more) 

different perspectives and the brand origin, the identity components are 

determined with respect to their meaning for future success and towards 

expectable market developments. For the definition of the target identity not 

only the previous results of the internal and external identity investigation (see 

Figure 13) need to be considered but also features, that were highly scored 

by the different target groups are significant, and possibly characteristics the 
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company wants to put emphasis on. Furthermore, the evaluation needs to 

focus on the current market situation, and the future trends, especially when 

acting in dynamic markets. In order to build up a long-term brand trust the 

internal comprehension and the credibility of the brand need to be integrated 

in the target identity (cf. Esch/Langner/Rempel 2005, p.127).  

In course of the target identity wheel deduction, the fifth dimension of the 

steering wheel is defined with regard to the essential ingredients, brand 

history, origin, relevance on the market, etc. as mentioned in 3.5.5. It should 

represent the result of the four segments and unite all dimensions towards 

one expressive and explicit core identity, named brand competence. To make 

sure the newly generated identity is future-proof, two (or even more) target 

identity proposals, which sufficiently focus on various possible future (market) 

scenarios, could be developed. Depending on expected market and brand 

environment developments and estimated potential for brand change, the 

number of scenarios varies (cf. Esch 2016, p.72f.). 

To guarantee the differentiation from competitors on the market, their brand 

values should be involved in the deduction. The target brand identity is the 

basis for a brand positioning, which is the next step in the brand management 

process (cf. Braun 2011, p. 37-38).  

As corporate brands very often grow with the company’s success over time and 

active brand management is absent, a brand identity development or sharpening is 

not seen as relevant to the top-management. This reason for that might be that, in 

general, the brand identity deduction process is more complex for an existing brand, 

that is already well-established in the market, due to immense knowledge and 

background of the brand, compared to a brand to be newly defined. The principal 

reason of the identity development for an already existing corporate brand then is 

to get a more precise profile of the brand identity, to sharpen its appearance and to 

support anchoring its values among the employees who are an important target 

group representing the brand (cf. Esch 2014, p.75). 

Therefore, the intention of the next chapter is providing an internal implementation 

guideline of the brand steering wheel as the central functional tool for implementing 

and managing the corporate brand for an identity-consistent application throughout 

departments. 
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4 Internal implementation of the brand identity 

Within the identity based brand management, the corporate brand identity is the 

fundament and brand positioning the concrete display of direction in order to 

generate, most preferably, a match with the brand image of relevant target groups. 

The crucial success factor at this point is the optimum implementation and anchoring 

of the either newly developed or sharpened brand identity at all relevant brand 

touchpoints using the brand steering wheel as the central management tool (cf. 

Esch 2014, p. 61). 

When starting to implement the brand identity and act accordingly to it, complexity 

needs to be reduced and recommendations towards the manageability are required. 

Therefore, a clear and understandable presentation and steady communication of 

the deduced identity is needed, which is then specified by brand managers top-

down for the various marketing-mix areas. The main goal is to act brand consistently 

(cf. Nickel 2005, p.192) and “not to let the core values simply exist only on paper. 

The key to implementing core values is being active with them – turn ideas into ways 

of being” (Diehl 2016, p. 53). 

A definition on internal branding by Schmidt says that, internal branding includes all 

measures targeting the engagement of all employees in the brand development 

process, providing information about the brand, inspiring them for the brand and 

finally influencing their behaviour in a brand-consistent way (cf. Schmidt 2012). 

4.1 Internal branding conditions 

4.1.1 Commitment of top-management 

Even though, managers refer to negative aspects to bypass internal branding 

(implementation), like it is too expensive, it takes to many managers away from their 

operative (more important) projects, too many initiatives confuse employees, etc. 

But in this case the question arises, what would the loss for the company, not 

implementing the brand identity (cf. Esch 2016, p. 100-103).  

A decisive factor is the clarification, that the brand identity 

implementation/application affects the whole company and is not a campaign by 

corporate marketing. So, first of all, the commitment by the CEO/ board is crucial as 

well as the support by all department managers. This helps to encourage 

transparency throughout the implementation process. Further points to reveal from 
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the start are to clarify the meaning and importance of a B2B brand, the stated 

identity, the aims of an identity implementation process, especially if it is globally 

operating company. What is more, the executive management is essential to explain 

process steps clearly to the process stakeholders and clarify which measures are 

necessary after the identity generation or sharpening. Also, the managers have a 

representation function, as the identity is supposed to guide workforce internally and 

the better measures are implemented and embodied internally, the better the brand 

image (and reputation) will be (cf. Esch 2016, p. 73f.; Esch 2014, p. 63). Following 

the aim of strengthening the brand profile and turning employees into brand 

ambassadors, executive managers can rely on a consistent performance of 

employees, which is particularly important in industrial and service sector (cf. 

Schmidt/Kilian 2012, p. 30). Employees should be able to embody the brand 

internally as well as externally, as already mentioned before, especially in B2B, 

employees are the key players to transform the brand interactions into lasting 

relationships (cf. Kernstock/Brexendorf 2014, p. 243; Burmann et al., p.265). 

4.1.2 Implementation process 

Findings in literature regarding relevant implementation processes are limited. Esch 

mentions, that there is not the one and only process to follow internally, a company 

needs to establish a plan based on the background (size of the company), project 

scope, etc. (cf. Esch 2016, p.130). wirDesign implies, that branding processes of 

corporate brands are simultaneously transformation processes, facing resistance 

from relevant stakeholders at the beginning, and therefore emphasise on an 

integrated approach of branding and change management (cf. wirDesign 2014, 

p.10). 

In order to make the brand perceptible and anchor the identity sustainably among 

all target groups, straightforward process steps, as illustrated in Fehler! 

Verweisquelle konnte nicht gefunden werden., is proposed. These five “A” -

steps, provide a basis for the internal identity anchoring, as it aims at assigning 

particular to do’s, KPI’s, timing, measures etc. to the relevant target group of each 

part (cf. Esch 2017b).  
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Figure 14: Internal implementation process (based on Esch 2017b) 

The role of executive managers, department leaders and/or team/business unit 

leaders is decisive for in the internal branding process, where they have numerous 

important tasks to fulfil. They are supposed to act as brand agents for their team 

throughout, as well as supervisors and in these roles, they should be able to apply 

measures for implementation together with their team. For the process itself, which 

could vary largely among companies, however, it is necessary to define criteria like, 

who is involved, at what time of the process and heading for the brand targets with 

certain measures (behaviour) (cf. Esch 2016, p.130-133).  

4.1.3 Internal communication ways 

This chapter outlines internal communication ways of introducing the brand identity 

and maintain its relevance in an easy but effective way across the organisation. In 

literature, in general, three ways of internal communication could be detected (see 

Figure 15). These could support each other and need to be coordinated accordingly 

(cf. Zeplin 2006, p.116). 

 

Figure 15: Ways of Internal communication (Zeplin 2006, p.116 quoted from Ravens 
2014, p.95) 

• Central communication: The central communication is the most common 

method and provides the advantage of reaching out to all employees at the 

same time via mailings (push method), any other digital way (company apps), 

news feed on the intranet, company magazine (pull method). It consists of a 
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high ability to control and time the messages (cf. Zeplin 2006, p.116f). Yet 

also some drawbacks of this method should be considered, like unread mails, 

as employees receive numerous mails a day, so corporate information might 

be not prioritised for some days or weeks, or it is too impersonal as a mass 

mailing to be considered and applied. Further options of mass 

communication could be an introduction event for all managers of all levels 

before mailings are spread, so that they are able to emphasise the issue and 

already apply or the development of a brand identity campaign, as a hanger, 

that conveys the central brand messages with higher involvement. For 

example, Robert Bosch GmbH set up the campaign “BeQik, BeBetter, 

BeBosch”, to convey their key brand values “quality, innovation, customer 

orientation (German Kundenorientierung)” internally. (cf. Esch 2016, p.136f; 

O’Keefe 2013).  

• Cascade communication: This way of roll-out focuses on a top-down 

introduction, firstly prioritising groups of high level managers, secondly 

department and team leaders, who need to be instructed clearly and 

afterwards introduce the brand identity to their teams. This way of 

implementation requires more personal engagement and high time effort of 

the supervisors. On the one hand this implementation option can ensure all 

employees get in touch with the brand identity topic, as leaders present it in 

workshops in course of team meetings, but on the other hand it could lead to 

inconsistencies among the teams or departments (cf. O’Keefe 2013). 

• Lateral communication: The third communication way indicates a more 

informal distribution of information among employees. The information 

content may differ in terms of facts and figures provided by central 

communication, however the distribution independently of any hierarchies or 

department differentiations represents a personal method which could even 

impact positively on sceptics (cf. Zeplin 2006, p. 119).  

The rising scale of convincing sceptics refer to an increase of brand commitment by 

using cascade and/or lateral communication, as these are more personal methods 

(cf. Ravens 2014, p. 94).  

In general, a company could apply any kind of combination of these or another 

common way to announce corporate issues, as long as it is feasible and 

manageable in an appropriate manner. It is evident, that consistent internal 

communication influences brand commitment positively (cf. Ravens 2014, p. 95). 
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Another important issue for internal branding is, how much of the internally 

communicated content is noticed and understood. This question puts emphasis on 

the topic of consistent internal communication, which plays an essential part for the 

application of a brand identity. Understanding or willingness to understand the 

corporate brand by employees could be very much affected by too many, too diverse 

or irrational messages. This could lead to disorientation of employees, that might 

lose motivation to support the brand or to act in a brand-consistent way (cf. Esch 

2016, p. 128). Especially in international B2B companies lots of internal messages 

are often distributed informally without or with less focus on the corporate brand. 

Besides, the enormous extent of communication nowadays diminishes very often 

the reception of internal corporate messages, which necessitates some 

specifications regarding internal communication: 

• Definition of on-brand instruments to apply within a specific period of time 

tailored to the internal target group 

• Creation of a campaign to convey key messages of the brand and the identity 

internally, but that has similar nature to external mass communication to gain 

consistency 

• For building up a strong corporate brand, it is important to communicate 

integrated among all defined means of internal communication. Most 

commonly used instruments are intranet, company newspaper and mails 

• Paying attention to relevance and sustainability for the employee (cf. Esch 

2016, p.137; Kernstock/Brexendorf 2014, p. 252f.) 

“By weaving the brand messages into employees’ everyday experiences, managers 

can ensure that on-brand behaviour becomes instinctive” (Mitchell 2002). 

All these measures should aim at conveying as much brand knowledge as possible 

among the target group of employees in order to foster brand-consistency, because 

an integrated approach contributes to effective learning about the brand and keeps 

the brand and its identity thriving (cf. Esch/Fischer/Michel 2015, p.336; Schmidt 

2012). Therefore, important for implementation of a brand identity are people 

involved, defined processes and on-brand instruments (cf. Esch 2016, p. 138). 

With regard to communication among employees and external stakeholders on 

social Media, Marshall declares “Employees are connected. They tweet, post, 

comment and spread the word. Embrace this reality. The new approach is to actually 

sign them up as a channel: Give them a preview of your ads and messages; provide 
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them with the social media tools to share. Create unique content that they can 

distribute on their own. Everyone spreads the message today, so why not get them 

truly ready. Free up your team to blog, and don’t just allow them - prepare and 

encourage them. These counterintuitive approaches are driving success […] as the 

big internal motivator, the catalyst that reframes employees’ view of the company, 

energises them on a new mission, and deeply engages them in a new approach” 

(Marshall 2013). 

4.1.4 Impacts on mission, vision and business model 

Numerous strong corporate brands show a strong coherence of brand identity, 

mission and vision of the company and the business model. Moreover, a corporate 

mission that is being lived authentic, disciplined and persistent provides the ability 

to differentiate companies from one another. The mission, which consists of 

corporate principles and purpose is focused internally, whereas the vision and 

guidelines take besides company related also environmental aspects into account. 

Prospects are portrayed like a lively formulation in the company vision, which is 

called the “vivid description”, and its aim is to motivate employees to make efforts. 

The vision should guide the company towards a main future goal (cf. Esch 2014, p. 

82-85; Esch 2016, p.88). 

The brand identity directly impacts on mission and vision then and provides the 

frame for the business model in case of newly established brands, but an existing 

brand is boosted by numerous performances of a company in the past and by the 

experiences of stakeholders at different touchpoints. Consequently, a brand could 

not exist without a related performance, idea or business model. After setting a 

normative frame, measures and business models should operate within that (cf. 

Esch 2014, p.81f.). 

4.1.5 Internal branding measures 

An article by Mitchell, published in the Harvard Business Review, emphasises the 

importance of internal brand anchoring: “When you think of marketing, you more 

than likely think of marketing to your customers […]. But another “market” is just as 

important: your employees, the very people who can make the brand come alive for 

your customers” (Mitchell 2002). 

Corporate brands, in particular in B2B companies, which are not managed actively, 

could have though high awareness in their markets due to their company 
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performance or their long history. But through managing the brand actively and 

implementing it consistently internally, better brand image could be achieved. In fact, 

the values of the brand identity deliver better orientation in daily business, the 

clearer and better shaped the attitudes and competences of employees are, like 

deep-seated in their minds. To gain this brand knowledge, implies anchoring the 

brand identity in every department of the company and the ability that managers 

convey on-brand behaviour and act as consequent examples. Furthermore, a major 

goal of internal branding is that employees know and understand elements of the 

brand steering wheel, how and what to contribute to an internal realisation of the 

brand identity within operative business (cf. Esch 2016, p. 103; Burmann et al. 2015, 

p. 264). Employees “need memorable and actionable guides, a playbook for what 

daily activities are valuable and rewarded. They need the mantra of three to four 

powerful pillars that everyone knows and repeats on a daily basis […]” (Marshall 

2013).  

A key aspect of internal branding measures is, emotionality. Bringing the brand to 

life by making it experienceable with all sins. This increases the emotional 

relationship and further brand commitment (cf. wirDesign 2014, p. 12).  

In general, measures like these could be applied: brand awards for on-brand 

behaviour, brand oriented evaluation with regard to monetary incentives, 

championships, brand workshops (web based optionally), brand leaflets, brochures, 

brand ambassadors, etc. Which measures are most effective, depends on the 

culture of the company (cf. Schmidt 2012). Some of these points are covered in the 

following parts.  

Regarding consistency at the workplace, to reveal a consistent image, all general 

office resources should be adapted on-brand, like any templates, business cards, 

notepads, badges (cf. Lund 2017). 

As an example, when preparing for a new project the brand identity could clarify 

beforehand whether the project creates value to the brand and the customer or not. 

Using the brand identity steering wheel and to check the characteristics, ensures to 

stay within the normative frame set by the identity without deviations (cf. Esch 2016, 

p. 104). 
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4.1.6 Brand ambassadors and role models 

Behavioural branding, as a sub function of internal branding, already includes the 

most important aspect of this branding approach- behaviour (cf. Schmidt/Kilian 

2012, p.32). Brand-specific behaviour that is necessary both from employees’ and 

management side. In order to encourage and inspire the entire workforce to act on-

brand and bringing the brand value proposition to life, behavioural branding focuses 

on a brand engagement process. Necessary conditions to achieve brand consistent 

behaviour, are according to Esch, to manage to identify with the brand, show 

commitment, find an emotional basis towards the brand and anchor the brand in 

thinking, feeling and acting of employees (cf. Esch 2016, p. 130). 

Dedicated brand ambassadors could support keeping colleagues on track in taking 

over branding responsibilities for the department, teams, depending on the size and 

structure of the organisation. The brand ambassadors can further support managers 

and team leaders in conveying the brand identity messages as role models and 

should act themselves on-brand too (cf. Lund 2017). 

So, the brand identity specifies the direction of actions and if employees are able to 

transport those automatically and sustainable in customer interactions, resulting in 

highly satisfied customers and recommendations, this would impact positively on 

added value (cf. Esch 2016, p.130f.). 

Findings of a study by Punjaisri/Wilson on the internal branding process and the 

relationship towards employees, indicate that: “[..] brand identification, commitment, 

and loyalty, […] sense of belonging or oneness is influenced mostly by internal 

branding. Internal branding also directly impacts on employees’ brand performance 

and ability to deliver the brand promise. […] Internal branding, which engenders 

employees’ cognitive and emotional engagement with the brand, is key to the 

success of coherent corporate-level marketing. However, management should also 

be aware that the impact of internal branding would not be constant across all 

employees within an organisation. […] Attention should be paid towards how 

employees perceive their work environment: relationships […] with their […] leaders, 

the level of perceived autonomy […]. The impact of internal branding on an 

employee’s attitudes and behaviour are heightened when employees are satisfied 

with their workplace” (Punjaisri/Wilson 2011, p. 1530f.). The target system referring 

to brand-employee relationship is shown in Figure 16. 
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Figure 16: Target system of internal corporate brand management (cf. 
Kernstock/Brexendorf, 2014, p. 251) 

As visible in the presentation above, operational measures internally, for instance 

providing historical background information and out of it building brand knowledge, 

resp. a common mindset, is the basis of all further brand interactions to generate 

brand commitment, to convince employees of the brand. Employees that are 

adequately informed are more likely to identify with the brand and represent it 

possibly proudly (cf. Kernstock/Brexendorf 2014, p.260f.). According to Esch, some 

more decisive success factors of the internal application and commitment of the 

brand identity in multinational companies are providing the right people the right 

tasks, keeping the brand under constant checks regarding its central meaning, 

whether measures still contribute and strengthen the brand and subsequently the 

customers’ needs. Further factors are, the importance of following the disciplines of 

brand strategy, but at the same time take actions that are most constructive for the 

brand in that moment. And use new technologies wherever appropriate and 

beneficial in order to generate added value for the customer and to convey the 

performance of the brand in a perceptible way (cf. Esch 2016, p. 105f.). 
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So, the involvement of top-level managers is highly important to employees, as it 

imparts higher credibility of brand activities and demonstrates the relevance. Hence, 

authentic commitment by managers sustainably influences the identification with the 

brand of the workforce (cf. Esch 2016, p. 132). Challenging might be, however, the 

situation for international operating companies, that might face difficulties in terms 

of internal branding, as the role model function of CEOs or business unit leaders is 

not transferable to employees in affiliates to the same extent as in the headquarters 

meeting each other nearly daily. 

With regard to leadership branding, Schmidt outlines a brand-oriented leadership 

approach that fosters on-brand behaviour, using defined management tools that 

could be both, monetary or non-monetary. In the course of annual performance 

reviews, for instance, employees could present their opinion, reflecting on the 

corporate brand activities or even get proportional remuneration based on the 

success of the brand over a certain period of time (cf. Schmidt 2012). Schmidt/Kilian 

however, emphasise that leadership cannot simply be brand- oriented, because of 

a lack of reality, as leadership styles need to focus, in particular on the company 

situation, followed by conditions on the market as well as internal and external 

relationships and networks. Yet, leaders need to be role models, if a consistent 

brand behaviour is targeted (cf. Schmidt/Kilian 2012, p. 32). 

4.2 Controlling and steering of the corporate brand 

4.2.1 Aims of brand controlling 

Managers nowadays are more and more under pressure to deliver evidences of 

marketing spending or return on marketing investments (ROMI), so the aims of 

brand controlling are on the one hand to define and analyse relevant factors for 

strategic brand management, and on the other hand to review or monitor the results 

of strategies and measures. The main goal of brand controlling yet, is to 

fundamentally guarantee an optimum realisation of all brand goals with respect to 

an efficient allocation of available resources (cf. Haedrich/Tomczak/Kaetzke 2003, 

p. 157; Braun 2011, p. 161; Esch 2016). Brand controlling deals with an essential 

definition of key brand performance indicators; like brand image, brand awareness 

(aided or unaided), brand loyalty, brand strength and brand commitment. Analysing 

decisive indicators delivers also insight to interdependencies, possible risks or gaps 
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throughout the brand management process (cf. Brand-Rating and BrandMaker 

2013; Tomczak et al. 2014, p.570).  

Managing the corporate brand, which is a central creator of intangible value, 

contains not only controlling the objectives of corporate brand management but also 

the transformation to specific measures and brand related investments that need to 

be managed systematically. Basically, depending on the timing of decision taking, 

strategic and operational brand controlling could be differentiated (cf. Tomczak et 

al. 2014, p.567; Böcker 1988, p. 57; Jaspersen 1999, p. 60 quoted from: Staudacher 

2008, p.76). 

4.2.2 Strategic brand controlling 

The main function of the identity-based strategic brand controlling is to monitor the 

long-term development of the brand identity and to support and steer it towards a 

sustainable future (cf. Staudacher 2008, p.77). Hence, to ensure a successful 

identity based management of the corporate brand it is recommended to develop 

an individualised company-specific brand controlling cockpit, including the most 

relevant brand data, which are individually predefined key figures, respectively the 

terms of a defined target identity, for the company. This key figure system fulfils 

mainly three functions: analysis, steering and documentation (cf. Tomczak et al. 

2014, p.567; Reinecke/Tomczak/Geis 2006, p.893f.). Braun mentions further 

functions of brand controlling, like learning and implementation function which 

contain the steady comparison of target versus actual in among the brand 

management stages (cf. Braun 2011, p. 46). 

A brand controlling cockpit needs to be composed to the same extent internally and 

externally using qualitative and quantitative approaches. With those it is possible to 

identify the current brand status and potential fields that require optimisation to 

further strengthen the brand. Furthermore, not only ex-post, but also ex-ante 

approaches should be applied (cf. Esch 2016b; Tomczak et al. 2014, p. 568). On 

the one hand, the ex-post monitoring is based on feedback tracks brand 

management with respect to economic, psychographic and behavioural figures. On 

the other hand, ex-ante monitoring operates as an “early warning system” based on 

feed-forward in order to anticipate actual vs. target gaps (cf. Meffert/Koers 2002, p. 

408). 



 51 

4.2.3 Operational brand controlling 

In order to adapt to changing demands and diagnose the “brand’s health” at an early 

stage or even during its implementation phase, it is necessary to systematically 

compare target and actual parameters that are contributing to the brand goals at the 

different relevant brand touchpoints (cf. Meffert/Koers 2002, p. 408; Interbrand n.d.). 

The “moments of truth”, as brand touchpoints are called too, need to be continuously 

monitored as they project daily the brand identity as a promise to every stakeholder, 

internally as well as externally (cf. Mitchell 2002). Internally “messages should be 

directed at employee touch-points, the day-to-day interactions that influence the way 

people experience the workplace” (Mitchell 2002). Externally, reinforcement of 

brand identity messages is very important especially for international service 

brands, where employees play a key role. The brand touchpoints should not be left 

to chance (cf. Esch/Knörle n.d.; Everett 2016, p.25). Clues and cues- evident at all 

brand touchpoints, either the company buildings, webpages or direct contact, should 

guide the stakeholder towards higher interaction phases which might generate 

mutual value, for the company, resp. the brand itself and the stakeholder (cf. 

Kernstock/Brexendorf 2014, p.260f.).  

In Figure 17 various brand touchpoints are demonstrated; it is necessary to figure 

out which ones are more, and which are less important for the company to focus on. 

In todays’ dynamic society and business life the importance of one communication 

channel can easily change towards another, which requires internal flexibility and 

ambition to cover those demanded and preferred by customers. 
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Figure 17: Brand touchpoints (Wheeler 2013, p.3) 

As a value creator, corporate brands also create relationships to customers and 

other various stakeholders. The most important aspect of brand touchpoints is to 

deliver the value to customers as well as other stakeholders and make the brand 

irreplaceable (cf. Persson n.d.). Short-term measuring of these brand attitudes 

enables the company to respond right away (cf. Kahn 2013, p. 62). Hereby, the 

brand steering wheel is a supportive approach for the brand touchpoint controlling, 

because it keeps the consistency and simplifies the operational controlling. As 

mentioned in chapter 3.5.5, the brand benefits and the brand attributes are 

displayed on the left side of the steering wheel (hard facts), chains of arguments 

could be derived, as brand attributes serve as reasons for benefits. The right part of 

the wheel could check the consistency of the more emotional aspects, like “look and 

feeling” of the touchpoints regarding to the stakeholder group (cf. Esch/Isenberg 

2013, p. 54f.). 

In general, comparing all current communication measures with the content of the 

target brand steering wheel could demonstrate if and how the brand identity is tied 

in corporate communication measures (cf. Esch/Isenberg 2013, p. 56). 

The input provided in this chapter of brand controlling comprises a basis to build up 

and manage brands in daily business with the aim of securing sustainable economic 

success of the company (cf. Esch/Neudecker 2013, p.454). 

The next part of the thesis is the company presentation, which is followed by the 

practical part, containing market research and the identity deduction. 
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5 Company presentation of AVL List 

5.1 Facts and figures, company history 

Founded in 1948 by Professor Dr. Hans List, nowadays “AVL is the world's largest 

independent company for the development of powertrain systems with internal 

combustion engines as well as instrumentation and test systems” (AVL 2017a). The 

company has grown steadily since its foundation and employs today, under the 

leadership of CEO Professor Dr. h.c. Helmut List, in total about 8600 people in 45 

affiliates globally and 3630 are operating in the headquarters in Graz (cf. AVL, 

2017b). AVL combines synergetic effects of existing technological know-how to 

serve numerous industries globally, like two-wheelers, commercial and construction 

vehicles and equipment, electrification, large engines, passenger cars, racing as 

well as tractors (cf. AVL 2017d). 

Historical milestones 

Throughout the years lots of technological innovations and revolutions in the 

automotive industry contributed numerous milestones to the company’s history. AVL 

managed to be first to market with several product inventions (cf. AVL, 2017c). 

• 1951: the company name changed from IBL (Ingenieurbüro List) into today’s 

name AVL List 

• 1969: A revolution in testbed development: the first fully automatic and digital 

testbed started to operate 

• 1979: Prof. Dr. Helmut List became CEO of the company 

• 1993: AVL was solely able to test racing engines and simulate racing 

conditions (Formula 1) 

• 2002: Establishment of a new facility- the Test Track in Gratkorn 

• 2003: Opening of the Helmut List Halle in Graz – a project that combines 

sciences and art 

• 2005: Investments for reconstruction of the headquarters – Hans List Platz 

completed (cf. AVL, 2017b). 

Research and development 

To stay competitive and drive innovation, AVL continuously invests in in-house 

research, so that the company financed part of research is approximately 10% of 



 54 

turnover (cf. AVL 2017b). AVL also co-operates with numerous institutions 

nationwide, including Austrian universities or Automotive Cluster Styria, as well as 

on international level with supply association, European oil industry, European 

Automotive research partners, etc. (cf. AVL 2017e). The companies’ pioneering role, 

a key success factor since its foundation, amounts in numerous patent registrations, 

like 137 submissions in 2016 (cf. WKO 2017). 

In the following part, the three business units of AVL are presented in detail. 

5.2 AVL business units overview 

Besides the central functions, the technical areas are divided into three main 

business areas, each headed by at least two executive vice presidents, and further 

sub-divided into business units. 

PTE - Powertrain Engineering 

PTE as the largest business area, is continuously engineering and improving on any 

kind of powertrain systems, like electric, fuel cells or hybrid. Based on high quality 

standards, innovative solutions for customers are developed. PTE also uses the 

synergies with the other business areas and the support of the various global AVL 

Tech Centres to provide comprehensive service (cf. AVL SharePoint 2018a). 

ITS - Instrumentation and Test systems 

The main focus of ITS is the development of testing and inspection applications for 

the entire powertrain. AVL is technology leader with regard to efficient test facilities 

for most diverse testing scenarios, like emission measurement, battery testing, etc. 

ITS supports customers with highly innovative and accurate measurement 

equipment (cf. AVL SharePoint 2018b). 

AST -  Advanced Simulation Technologies 

This business area provides numerous comprehensive integrated simulation tools, 

which support the customer’s powertrain development processes by obtaining multi-

disciplinary solutions (cf. AVL 2017f; AVL SharePoint 2018c). 

AVL Group 

Over the past years AVL strategically acquired several companies acting in similar 

fields in order to enhance its own area of competence and pooling know-how. 
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Already incorporated companies are, AVL DiTest, AVL Schrick, PIEZOCRYST, AVL 

Trimerics, AVL LMM S.A.S, qpunkt and Strategy Engineers (cf. AVL 2017g).  

5.3 Company values 

AVL focuses on the following values, which should provide the guard rails of all 

actions in the company: 

Pioneer spirit “Turning visions of the future into reality with 

courage and expertise. AVL has cultivated the ability to 

recognise important breakthrough targets early on and reach 

them ahead of the market. Because only the courageous look 

beyond the horizon and make discoveries that lead to 

outstanding developments” (AVL 2017h). 

Customer orientation “Our success can only be measured by 

that of our customers. True understanding regarding a 

customer and his needs combined with experience and a global 

view allows us to create innovative solutions. Expertly 

conceived, uniquely tailored and efficiently carried out - a 

shared success” (AVL 2017h). 

Problem solving competence “It's a demanding world. 

Oriented basic research, cutting edge technological 

developments and clear product orientation are requirements 

for global competitiveness. In multi-disciplinary teams, AVL 

offers expertise, creativity, innovative thinking and effective 

project management network as support for professional 

solutions” (AVL 2017h).  

  

Figure 18: AVL company 
value pioneer spirit (AVL 

2017) 

Figure 19: AVL company 
value customer 

orientation (AVL 2017) 

Figure 20: AVL company 
value problem solving 

competence (AVL 2017) 
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Responsibility “Modern mobility represents progress only 

when its goal, its form and its requirements respect nature. Our 

work at AVL reflects a deep understanding of the responsibility 

we share for our society, for mankind and for the world's 

achievements. Assurance that our world is one we can live in 

- now and in the future” (AVL 2017h).  

Independence “A company with personality. Embodied in 

Helmut List and reflected in his company. A personality rooted 

in a life-long pursuit of knowledge, characterised by a deep 

sense of responsibility and expressed in the company's 

independent status” (AVL 2017h). 

 

Subsequent to the company presentation, the brand analysis is presented before 

going on to the market research and presentation of the closer environment of the 

important competitor brands.  

5.4 AVL brand analysis 

5.4.1 Brand history 

The brand grew with the success of the company over the decades, in the first years 

of the new century, the “adventure” of active brand management started with the 

aim to combine the range of services of AVL with emotions to differentiate on the 

market. It was realised that it is necessary for companies, like AVL, in the capital 

goods industry to communicate openly, but also personally and emotionally. So, 

with the brand management, a brand code system was established to make the 

brand content as well as the positioning perceptible and transparent (cf. Ksela 2006, 

p. 76-78). 

The company name is an abbreviation of the expression “Anstalt für 

Verbrennungskraftmaschinen List”, which explains the company’s initial purpose, 

the development of combustion engines (cf. AVL 2017c). Nowadays, the fields of 

businesses AVL operates in are more widespread, so that the previous meaning 

does not match anymore. Examples are development areas of alternative solutions 

like electrification and autonomous driving, that are currently fostered in the 

automotive industry to meet environmental goals. 

Figure 21: AVL company value 
responsibility (AVL 2017) 

Figure 22: AVL company value 
independence (AVL 2017) 
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5.4.2 Corporate design and AVL logos 

The current corporate design is determined in a corporate design guide that is 

available on internal drive for all employees. It states in detail how and where the 

AVL corporate designs should be used. In addition, a lot of material, including 

Microsoft Office templates, precisely defined e-mail signature, notepaper, etc. is 

provided on the companies’ drive. During the course of the thesis, the web presence 

of AVL was renewed in order to provide a more future-oriented interface. In general, 

there is a defined AVL-blue, as visible in the AVL logo in Figure 23. 

 

Figure 23: AVL logo (AVL 2017a) 

The logo was also renewed in the course of the brand management initiative around 

2005, with the significant addition of a symbol. Up to then the logo shown in Figure 

24 was in use. The shape of it represented the complexity of the company, but also 

strict regulations (cf. Ksela 2006, p. 83). 

 

Figure 24: Previous AVL logo (Ksela, 2006, p. 83) 

 

 

Figure 25: AVL kaleidoscope (AVL Corporate Design Guide 2016, p.4) 

A very distinctive element of the logo is the AVL kaleidoscope (Figure 25), which 

displays the services offered and “is emblematic of AVL’s entire business. The 

kaleidoscope pictures are mirrored on five axes […] as a symbol for the five 

elements of future powertrain systems - IC engine, transmission, electric motor, 

battery and control strategy. The AVL kaleidoscope generates a very strong and 

intense brand image” (AVL Corporate Design Guide 2016, p.4).  
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In the current AVL logo the kaleidoscope is graphically simplified. This logo (Figure 

23) is used by all affiliates, just joint ventures or incorporated companies, which are 

already mentioned in the company presentation, like AVL Schrick, AVL LMM in 

France, or AVL Trimerics (logo see Figure 26) utilise personalised or slightly 

modified AVL logos. Piezocryst still uses its own logo. 

Another example is one of AVL’s industry segments, racing, that represents itself 

also with its own slightly modified logo (Figure 27). AVL Racing crosses the business 

units. 

 

Figure 26: AVL Trimerics logo (AVL 2017g) 

 

Figure 27: AVL Racing (AVL 2017, internal drive) 
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6 Market analysis 

In this part of the thesis the automotive market is examined. Both the OEM’s and 

supplier perspectives are presented as well as the current global market situation, 

the classic value chain of the automotive market and future trends. In addition, the 

most important competitors of AVL in the key markets UK and Germany, which are 

taken into consideration in the primary research, are described. The market analysis 

is already the first part of the identity deduction process based on the steering wheel 

by Esch. 

6.1 Global automotive market situation 

The global automotive industry encounters times characterised by insecurity, 

challenges and disruptive impacts and at the same time it needs to manage 

revolutionary developments.  

Sales of passenger cars are at a peak, with 88 million sold cars in 2016 (plus 4.8 

million compared to 2015), and ultimate margins for suppliers (cf. KPMG 2017; 

Parkin et al. 2017). According to Statista, a statistics portal, the key markets in terms 

of sales and production are China and the United States. The leading car 

manufacturers, regarding revenues in 2015, were Volkswagen, Toyota and General 

Motors. In the field of suppliers, companies like Bosch, Continental, Denso and 

Magna occupy the top of the list (cf. Statista 2017). 

Disruptive and challenging times in the automotive industry refer not only to industry 

scandals, like the diesel-emissions scandal by Volkswagen, but also to new 

developments towards the connected and fully digitalised car. So far, the market 

was more or less controlled by OEMs, entry barriers held high and for decades 

innovations were mainly based on mechanical and electrical developments. The 

digital revolution, which triggered the big data wave, has brought the biggest 

changes into the automotive industry, because the connected car could be purely 

seen, besides the car body, as a “software system of systems”, generating lots of 

data (cf. Hirsh et al. 2016; Stanley et al. 2015, p.5). 

Changes in the competitive situation are driven by the market entries of companies 

which were not expected to enter an automotive market. Companies like Tesla that 

use totally different, but successful strategies, entered the market via the premium 

segment, or Google, as a software service company, started driving tests in 2009 
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and focuses on self-driving cars in collaboration with universities or car 

manufactures. In 2014 they presented their own vehicle (cf. Hartmans 2016). Even 

Dyson, a technology company mainly developing vacuum cleaners, entered the 

auto market presenting its new electric car using safer and long-range batteries (cf. 

Carrington 2016). 

6.1.1 Global market trends 

In a worldwide executive survey, carried out by KPMG in 2017, the BEVs (Battery 

electric vehicles) were ranked number one key trend (50% of participants) as 

regulatory restrictions forced the car manufacturing companies worldwide to take 

action and what is more the business plans of OEMs were highly underestimated. 

In second place connectivity and digitalisation were ranked (number one in 2016 

survey). This field requires totally new competencies of resources which are not 

easily available on the market. 47% (rank 3) of the executives voted for FCEVs (Fuel 

cell electric vehicles) to be a key future trend, followed by Hybrid electric vehicles 

(HEVs). Autonomously driving systems, which is a key development area for AVL, 

was ranked number nine future trend (cf. KPMG 2017, p.9). In a publication by 

McKinsey about the “automotive revolution”, topics like diverse mobility, 

autonomous driving, electrification and connectivity are stated as the most disruptive 

trends in the industry. Market experts and executives seem to be consistent 

concerning the future directions in the automotive branch (cf. McKinsey 2016, p.3). 

The following parts present the trends just mentioned of BEVs and changing mobility 

behaviour- autonomous driving in more detail. 

Battery electric vehicles 

Battery electric vehicles are today available in numerous variants, like family cars, 

vans, mid-range cars from nearly all considerable car manufacturers. Some of them 

already start to release their next generation of BEVs, in order to meet the customer 

requirements on longer-lasting battery capacity or reduction of charging time. These 

critical key factors might still prevent (potential) customers from buying, even if 

already convinced by the technology (cf. anon 2017). 

Battery development in terms of efficiency and recharging times will be a key issue 

in the next years for the manufacturers. Lithium-ion battery production will continue 

to grow, as the EV market grows, which will be influencing the costs positively as 

car batteries are still expensive. Since 2013, China is the largest battery supplier 
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worldwide, having the best access to raw materials and subsidising Chinese battery 

manufacturers (cf. Sanderson/ Hancock/ Lewis 2017; KPMG 2017, p.14). 

The dynamic EV market will be steadily growing since there are some more start-

up companies about to enter, like NextEV, Mission Motors, Faraday Future, etc. (cf. 

anon 2017). Developments also go in the direction of micro EV’s, one or two-seater 

cars, which focus on city transport revolution. Companies like UNITI and Sion Urban 

enter the micro EV market, where Renault with its Twizy is already a big player (cf. 

Jefferies 2017).  

However, the success of this market largely depends on its infrastructure, according 

to the results of the KPMG executive survey 2017. 40% of the participants partly 

and 22% absolutely agreed that the success of the purely BEVs is critical due to a 

lack of appropriate charging infrastructure and the charging time. Subsequently, 

OEMs need to consider setting up a user-friendly, easily available- dense net of 

charging stations, services that are beyond selling cars. Tesla already set up an 

extensive charging network, providing its customers a consistent infrastructure, 

including superchargers (cf. KPMG 2017, p.15). 

In contrast to the BEVs, the infrastructure issue for FCEVs would not be as complex, 

because as a main aspect the refuelling time is much shorter and hydrogen 

refuelling stations could be implemented at already existing gas stations. Experts 

therefore predict the Fuel Cell vehicles to become the future success of electrified 

(cf. KPMG 2017, p.14). 

Diverse mobility – changing workforce and changing consumer behaviour 

All the technologies, especially software-based applications that are already in 

development phases, require lots of different resources, like highly skilled software 

engineers. Therefore, OEMs and also suppliers are encountering a change of 

workforce, a fight for talents, or they even merge or acquire software development 

companies to gain these specialised resources. New technologies and innovations 

however, will also increase the car prices (cf. Parkin et al. 2017). 

Innovations add up to incremental changes in car usage of individuals, as car 

sharing is a topic for several years already, it can be observed that the availability 

of cars for specific purposes is increasing, instead of having a personal car for all 

purposes (see Figure 28). Another aspect is the steady flexibility individuals like to 
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have, which calls for new diverse business models in that area (cf. Kaas et al. 2016, 

p.8). 

 

Figure 28: Changing mobility behaviour (Kaas et al. 2016, p.8) 

The report of the survey by KPMG also states some impacts on the various 

automotive trends, for instance the development of autonomously driving cars will 

highly impact the “usage” of the car, so entertainment, relaxing and social aspects 

become the focus (development of infotainment systems). Further today’s common 

purchasing criteria will become less important or they are substituted (cf. KPMG 

2017, p.19). 

6.1.2 Automotive value chain 

The automotive market is characterised by complex, tight and collaborative relations 

between suppliers and car manufacturers. Figure 29 demonstrates the classical 

value chain of the automotive market. Very often the boarders are vague, because 

one supplier can be tier one and tier two supplier at the same time, for instance if 

modules are delivered simultaneously to OEMs and to another tier one supplier (cf. 

Liegl 2017). Highly integrated production companies could also be classified as 0.5 

tier suppliers (cf. Römer et al. 2016). 
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Figure 29: Classical automotive value chain (based on Liegl 2017, Römer et al. 2016) 

As the automotive value chain is characterised by horizontal integration of suppliers 

and sub-suppliers it also contains its challenges to ensure a seamless process 

cycle. Just-in-time or just-in-sequence productions require highly sophisticated 

supplying processes, like efficient communication of required quantities, data 

processing and exchanging. Aspects like these could be seen as the critical success 

factors of the chain (cf. Liegl 2017). 

Already well-established structures in the automotive branch are under question 

now. Römer et al. predict that trends, like autonomous driving or connected vehicles, 

are heavily impacting and even completely change the value chain. rather arrange 

a totally new logic displayed as a wheel, placing the manufactured car in the centre, 

like Figure 30 illustrates. All other interconnected parts are positioned around: 

OEMs, IT suppliers, online platforms, telecom providers, device suppliers and of 

course tier XY suppliers (cf. Römer et al. 2016). 

 

Figure 30: New hub-and-spoke value wheel (Römer et al. 2016)  

  

OEMs

Tier 1: module / 
systems suppliers

Tier 2: module / 
components suppliers 

Tier 3: raw materials / 
components suppliers
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6.2 Home market- Austria  

As the headquarters of AVL List are situated in Graz, Austria, a short insight into the 

Austrian automotive industry as the home market is presented hereinafter. 

In General, the Austrian automotive market is rather small, nevertheless Austrian 

supplier and production companies are significant and competitive contributors to 

the world automotive industries. The companies emphasise on investments in 

research and development (R&D) in order to stay competitive and be able to provide 

innovations and meet the needs of the market and customers (cf. Advantage Austria 

2017). Due to the high demand of Austrian engineering competences and products 

globally, the companies continue to steadily grow, comprising a workforce of about 

30.000 employees in 2015 and an export rate of 88% (cf. Association of the Austrian 

Automotive industry, Annual Report 2016 quoted from: Advantage Austria 2017). 

Numerous leading automotive suppliers are situated in Austria, according to 

Austrian Business Agency key players are: AVL List, Bosch Austria, Infineon, 

Johnson Controls Austria, Kapsch, Magna Steyr, Miba, M&R Automation, 

Salzburger Aluminium AG, Ventrex Automotive and a lot more (cf. Austrian 

Business Agency 2015). 

In order to promote and represent the Austrian automotive industry internationally, 

regional networks support especially small and medium-sized companies as 

clusters (cf. Advantage Austria 2017). The Austrian clusters are briefly outlined 

hereinafter. 

Cluster-networks 

Austrian automotive suppliers, production companies, and research institutions are 

cooperating in two great cluster-networks: ACStyria and Upper Austria Automobile 

Cluster. Both count more than 420 members and help facilitate synergies of different 

companies and their competencies not only within the cluster, but also abroad. 

Cluster-networks provide a platform to share information on technology innovations. 

The main aims of both clusters are to strengthen their regional position to be 

renowned worldwide and to increase the competitiveness of its members. (cf. 

ACstyria Autocluster 2017; Business Upper Austria 2017). 
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6.3 Key automotive markets  

In this chapter the key markets for AVL, Germany and UK, are demonstrated, 

including the presentation of the current market situation and the most important 

competitors of AVL of the key markets. 

6.3.1 Germany 

The German automotive market in general is characterised by “continued robust 

performance” (Atradius 2016), after the economic crisis, which hit Germany badly 

(cf. ITA 2016). According to VDA, the German Automotive Association, car 

registrations had an increase of 6% in 2015 mostly due to commercial car sales, 

consumers’ demand slightly decreased. Fleet sales impacted not only on the 

increase in total sales, but also caused an increase in diesel car registrations and a 

decline of gasoline engines. Based on increased demand, in 2015 Electric vehicle 

registrations recorded an increase of 79% up to 23,500 cars (cf. VDA 2016). 

In the supplier market an increase in sales (for the third year), export quota of 38% 

(a plus of 4%) and an increased number of permanent employees (300.900 in total) 

could be registered in 2015 (cf. VDA 2016a). In general, German suppliers are 

economically well off, yet it could be observed over the past years, that margins 

have declined, “due to increased material and labour costs, rising competition and 

pressure on sales prices” (Atradius 2016). Especially some smaller German supplier 

companies, which are strongly heading for growth, face some investment related 

problems, as they need to extend or renew facilities to state of the art and to be 

rather preferred by OEMs (cf. Atradius 2016).  

Examples of the biggest German automotive suppliers based on turnover 2015: 

Bosch (41.700 million), Continental, ZF Friedrichshafen, Mahle, Schaeffler, 

ThyssenKrupp Automotive, Brose Fahrzeugteile, Hella KG Hueck, etc. (cf. Statista 

2017). 

Competitive environment 

The competitive situation in the German automotive market is intense, due to new 

market entrants (technology companies) and dynamic developments. Another 

crucial factor enabling competitiveness, as already mentioned, is the financial 

situation that is a necessary basis to foster research and development to 
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become/stay technology leader. Figure 31 shows the strengths and weaknesses of 

the automotive sector, which turn out to be conflicts of objectives to some extent. 

 

Figure 31: Strengths and weaknesses of the German automotive sector (Atradius 
2016) 

6.3.2 United Kingdom 

In the UK, the automotive industry is a major economic factor, contributing £71.6 

billion turnover and employing approximately 814.000 people across the industry 

(directly in manufacturing and indirectly). According to the Society of Motor 

Manufacturers and Traders (SMMT), the production market reached a peak 

performance with more than 1.7 million cars produced in 2016 (+8.5% to 2015 and 

the best performance since 1999), exporting 78.8% of them (1.3 million). An 

exceptional increase of demand was notable in 2016 to the United States, with 

+47% and accounting for 14.5% of total car exports as second biggest market after 

the EU (cf. SMMT 2017c). Regarding newly registered vehicles, for passenger cars 

a plus of 2.3% and for commercial cars a plus of 1.2% could be recorded in 2016 

(cf. Atradius 2017). The supplier market amounts to about 2500 companies (cf. 

SMMT 2017a) (market overview see Figure 32). 

One of the most present topics however, the UK faces and having a huge impact on 

the economic stability, is the decision of BREXIT, the British exit from the European 

Union. Since the automotive industry is one of the largest in the UK, amounting up 

to 12% of total exported goods, the industry will face instabilities during the transition 

time (cf. SMMT 2017a/b). Regarding vehicles there will be +10% of tariffs on imports 

as well as exports, which highly concerns the industry stakeholders (cf. SMMT 

2017b) and additional 4.5% on supplier parts. Furthermore, customs may delay just-

in-time deliveries and trigger the need for higher stock levels (cf. Atradius 2017). 

Another aspect with negative connotation is the insecurity in forecasts and 

production planning, where British plants could be disadvantaged (cf. Trentmann, 

2016).  
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Though, SMMT, “the voice of the UK motor industry”, prioritises the interests and 

security of the industry in the months to come, fighting for a free trade and free 

labour market, as 10% of the workforce in the UK automotive industry is from abroad 

(cf. SMMT 2017b). Regarding car parts, on average about 70% of parts are imported 

to the UK, “but this freedom of movement could be under threat” (Tovey 2017).  

The figure below (Figure 32) by SMMT (2017a) provides a precise overview of key 

figures in the UK automotive market. 

 

Figure 32: UK automotive market overview (SMMT 2017a) 

The main strategy of the Automotive council UK, another institution fostering the 

collaboration of the industry and the government, is “Driving Success – a strategy 

for growth and sustainability in the UK automotive sector” (Automotive council 

2017a). It focuses on activities to channel developments made in terms of 

“technology, supply chain and business environment and skills” (Automotive council 

2017a) for their members, which are representatives from both government and 

automotive companies. The council provides detailed roadmaps and analyses 
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regarding different industry sectors and fields of technology where its members, 

manufacturers as well as suppliers can orientate and include these findings in their 

planning (cf. Automotive Council 2017b).  

To sum up (see Figure 33), the UK automotive market struggles with the insecure 

economic developments, additionally to other market/ trading disruptions. No 

predictions on how far the Brexit will affect the branch are stated, neither for the UK, 

nor Europe. Yet according to Atradius, British companies experience still a robust 

demand even global, after some had a time of reorganisation. Further, highly skilled 

engineers drive innovations and add value (cf. Atradius 2017).  

 

 

Figure 33: Strengths and weaknesses of the British automotive sector (Atradius 2017) 
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6.4 Relevant competitors 

The choice of the most important competitors is based on input by AVL Marketing 

managers in the key countries. In Germany and the UK, Horiba, FEV and Ricardo 

are operating in equal areas as AVL and therefore seen as most interesting to 

include in the market research. These competitor companies are briefly outlined in 

the following part with regard to their company background and global market 

presence. 

6.4.1 FEV 

The company FEV was founded in 1978 by Professor Pischinger. Today FEV 

employs about 4500 people at 40 locations in 4 continents. Its headquarters and 

European technical centre are in Aachen, in Germany (cf. FEV 2017a).  

FEV positions itself as “an internationally-recognised leader in the design and 

development of internal combustion engines, conventional, electric, and alternative 

vehicle drive systems, energy technology, and a major supplier of advanced testing 

and instrumentation products and services to some of the world's largest OEMs” 

(FEV 2017a). 

FEV at first entered the US market in 1985, after positive developments in this 

market, the company established a facility in China in 1998. In the following years 

the company steadily expanded its business areas, via acquisitions, like DGE Inc., 

an electronic company in the US, D2T, an engineering company in France and most 

recently etamax space GmbH in Germany. Moreover, FEV built up facilities, like 

technical centres, including several test facilities, laboratories, application centre 

and a test track (cf. FEV 2017b). 

The company name FEV goes back and is, like the name AVL, an abbreviation of a 

German expression “Forschungsgesellschaft für Energietechnik und 

Verbrennungsmotoren” (FEV 2017a). The actual logo of FEV is presented below 

(Figure 34). 

 

Figure 34: FEV logo (FEV 2017) 
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6.4.2 Horiba 

Horiba was founded in 1945 in Kyoto as a laboratory for nuclear research by Masao 

Horiba and later in 1953 changed into a Ltd for development of capacitors (cf. Horiba 

2017a). With 49 companies in 27 countries Horiba is structured as a group and 

employs about 7000 people and is a globally interacting company in several 

business areas, which are divided into automotive test systems, process & 

environmental (including forestry, agriculture and fishery), medical (healthcare and 

veterinary, semiconductors and scientific (cf. Horiba 2017b; Horiba 2017c). With the 

acquisition of the UK-based organisation, MIRA Ltd. in 2015 Horiba grew especially 

in the areas of vehicle development and testing (cf. Horiba 2017a). In Germany 

serval offices of Horiba Europe, Europe Automotive Division and Jobin Yvon are 

situated. An Austrian affiliate was established in 1988 (cf. Horiba 2017b). 

The company even has an own motto that provides the direction to the workforce 

within the whole group: Joy and Fun. What is more, the employees call themselves 

Horibarians, spreading a family-like feeling throughout the group. For special 

individual ideas of Horibarians in 2015, the “HORIBA Stained Glass Award” was 

introduced (cf. Horiba 2017b). The current group logo is shown below (see Figure 

35). 

 

Figure 35: Horiba logo (Horiba 2017) 

6.4.3 Ricardo 

The third competitor brand taken into account is Ricardo Plc. It is a “global 

engineering and strategic, technical and environmental consultancy business with a 

value chain that includes the niche manufacture and assembly of high-performance 

products” (Ricardo 2017a) with roots back to 1915, when Sir Harry Ricardo initiated 

to design a new engine for tank engines, which was the first one that went into mass 

production (cf. Ricardo 2017b). Headquartered in Shoreham-by-sea, England, 

Ricardo became an expert organisation in combustion engines development and 

laid the foundation for (high speed) diesel engines. Nowadays, Ricardo operates in 

50 locations where it employs 2900 people and since 1962 it is listed on the stock 

exchange (cf. Ricardo 2017c; Ricardo 2017d; London Stock Exchange 2017). 



 71 

Ricardo’s “ambition is to be the world’s pre-eminent brand in the development and 

application of solutions to meet the challenges in the transportation, energy and 

scarce resource sectors” (Ricardo 2017a). 

This extensive mission is reflected in all the business areas Ricardo operates in at 

present, like automotive, commercial vehicles, defence, energy & environment, 

motorcycle, motorsport, off-highway vehicles as well as rail and the services they 

provide (cf. Ricardo 2017a). 

 

Figure 36: Ricardo logo (Ricardo 2017a) 

 

Comparison 

FEV, Horiba and Ricardo- these companies presently are the most relevant in the 

European key markets for AVL to consider, especially for heading towards the new 

technologies. The following Table 3 includes facts and figures of the competitor 

companies at a glance. 

 AVL FEV Horiba Ricardo 

Foundation 1948 1978 1945 1915 

Employees 8600 4500 7000 2900 

Locations 45 40 49 50 

Table 3: Competitors- facts and figures comparison (own presentation) 

This table demonstrates similarities with regard to long-term market activities and 

the global positioning (40-50 locations) of all four competitors. These important 

aspects already indicate why these companies are in a tight competition in key 

automotive countries and why a specific differentiation is nowadays a key issue in 

the dynamic market. 
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7 Primary research 

After the comprehensive analysis of the key markets where AVL operates, of the 

AVL brand and the competitor brands, in this chapter, the particularities of the 

primary market research are described. The research design includes the 

information requirements and objectives, the method of data collection and target 

groups. Moreover, the illustrated and interpreted research results are presented in 

the chapter. 

7.1 Research design 

7.1.1 Aim of research and information need 

Based on the theoretical part, the aim of the empirical research is to get deeper 

insight into the current perception of the brand AVL from internal and external 

perspective. So far, there is no clearly defined brand identity within the company 

and branding is carried out in fragmented ways. The brand grew organically and 

passive with the success of the company over the centuries but was not managed 

actively.  

In order to develop or sharpen a target brand identity for AVL in key automotive 

markets, like United Kingdom and Germany it is necessary to obtain information 

about the actual AVL brand perception from defined stakeholders. Further, to 

consider the positions and brand perception of competitors, the most relevant ones 

should be also investigated.  

For that reason, the five core dimensions of the brand steering wheel by Esch, which 

are explained in detail in the chapters 3.5.5 are investigated in the empirical 

research: 

• Brand competence – “Who” is the brand? 

• Brand benefits – Identification of what the brand offers 

• Brand attributes – Identification of brand attributes 

• Brand tonality – Identification of how the brand is like 

• Brand image – Identification of how the brand appears 

7.1.2 Methodology 

To achieve the previously mentioned aim of the research the required information is 

gained through quantitative market research in form of an online survey.  
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Due to the fact, that this primary research comprises a rather low response rate, it 

would have been obvious to conduct qualitative research using for instance in-depth 

interviews. But using this kind of research might falsify the results, due to necessary 

interpretations of the answers by the participants. 

The core part of this step among the primary research was to create a survey that 

contains sufficient questions to cover all required parts of the brand steering wheel, 

but at the same time is appealing and easily applicable for survey participants and 

does not take too much time effort. The questionnaire was drafted by the author and 

reviewed by the mentors before setting it up on the online platform. Regarding 

comprehensibility, usability, spelling, timing and links, pre-tests were carried out by 

eight people to help to improve the survey structure and sequence. 

Research tool 

Using an online survey makes it easier to distribute the questionnaire at the same 

time among the target groups (employees and customers) and manage generated 

data clearly. The platform utilised is QuestionPro. It provides all necessary features 

for this survey structure, including particularly the presentation of a semantic 

differential question, where polarities could be rated. 

7.1.3 Target groups & distribution 

The investigated stakeholders are employees of the participating affiliates and 

customers in the target countries in order to get input from inside and outside, these 

target groups (see Table 4) are taken into account. 

internal AVL employees in affiliates in Germany and United Kingdom 

 

external Customers Germany 

United Kingdom 

Table 4: Target groups for primary research (own presentation) 

The first step of the primary research was the internal distribution to employees in 

the affiliates in Germany and the United Kingdom. Therefore, marketing managers 

were contacted and a short briefing about the project topic and process was given. 

They are then in charge of distributing the online survey link, provided to them after 

the briefing and adaptations, among their colleagues in the affiliates. 
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The second group, the customers are approached by the specific global account 

managers (GAM). The GAMs are also in contact with the briefed marketing 

managers. This procedure is necessary due to the organisational structure of AVL. 

For internal respondents AVL caps were provided as an incentive, so those who 

participated could just contact the marketing managers involved. Externally, no 

incentives were provided as decided by the account managers. 

7.1.4 Questionnaire design & realisation 

The questionnaire was developed in English, as discussed in an alignment with the 

marketing director and managers in the participating affiliates. It consists of 9 

questions that investigate the five parts of the brand steering wheel by Esch and 

additional 6 questions on the demographics of the participants. 

The questionnaire is answerable within an appropriate time span, like 10 minutes or 

even less, so that participants do not have the feeling of investing too much time 

effort. This was also confirmed with the pretests. 

For investigating brand characteristics, the applied method needs to be on the one 

hand robust and on the other sensitive. So, the most commonly used types of 

questions are Likert-scaled questions (strongly agree, agree, neutral, disagree, 

strongly disagree), multiple selection (pic any) and yes/no-questions (cf. Scholz 

2013), the latter question type is not applied in the current survey. 

In this questionnaire, not only Likert-scaled questions are used, but also the 

semantic differential. However, this type of question is quite similar to Likert, though 

it investigates different opinions on brand characteristics by providing opposite 

properties (cf. Crowe 2017). 

The complete questionnaire is attached in the appendix (p. A-3). The online survey 

was available in total for 2 months during the summer time, with the aim to achieve 

more answers. The evaluation and interpretation of the answers was executed in 

September and October 2017.  

Even though, the survey tool QuestionPro provided an overview of the results, 

reports and a dashboard showing the general data, but not sufficient, therefore 

Excel was used additionally to prepare figures and create related charts. 
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7.2 Results of the exploration 

In this chapter, the main results of the primary research are presented and 

illustrated, starting with the basic online- survey data and further on with the specific 

topic- related results which build the cornerstones for the deduction process from 

an actual brand identity towards a target identity. 

7.2.1 General results and demographic overview of the online- survey 

The online-survey was sent out internally and externally via AVL marketing 

managers in UK and Germany. The response rate of Germany internally was 

22,72% (sent to a group of 22), and in UK 11,93% (sent to a distribution group of 

243). The external approaches cannot be named, as customers are contacted solely 

by account managers. Out of those, the survey was opened by 182 people, started 

by 101 and finally finished by 39 people. Unfortunately, the drop-out rate was quite 

high with 38.61%. 

The fill-in time was on average 6 minutes, so even less than expected, which is a 

positive side-aspect of the online-survey. 

Even after a reminder, the numbers of German participants stagnated. After an 

alignment with the mentors a second round was planned, but not carried out due to 

the very sensitive, dynamic and heated up situation among the market participants 

in the German automotive industry. Approaching customers in this situation was 

undesired. So, the results of the first run were taken into account for the evaluation 

and development, resp. sharpening of the brand identity. All results can be found in 

the appendix (p. A-8). 

Demographic data 

In the following the demographic data (Q10 - Q15) of the surveyed people are briefly 

outlined. The survey report shows 34 internal and 5 external answers by customers 

of AVL in Germany and UK. The leading age group of all participants was 26-35 

(30.77%), followed by 46-55 (28.11%) and 36-46 (23.08%) in the third rank. 

Regarding gender distribution, the relation was 2:1 with 26 males and 13 female 

participants that finished the online survey. Regarding country distribution, from UK 

32 answers returned in total and 7 answers were received from participants in 

Germany. After Question 10 about the relationship to AVL (internal versus external), 

internal candidates were passed on to further questions (Q11, Q12) regarding 
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duration of employment at AVL and position, whereas external participants were 

forwarded directly to the country choice (Q13). 

47.06% (16) of AVL respondents (34 in total) are 1-3 years employed, 32.35% (11) 

are 4-7 years and 14.71% (5) are already more than 10 years working at AVL. 

Furthermore, the most named position of internal respondents is development 

engineer (23.53%), followed by account manager (14.71%) and department 

manager (11.76%). 32.35% (11) answered “other” and mentioned some more 

positions, like finance (3), team leader, project assistant (1), HR (1), etc. The list of 

all survey data could be found in the appendix. So, in general the respondents 

constitute very good mix of positions and perspectives. 

7.2.2 Experience with AVL and recommendation probability 

To get started, the first question of the survey was based on the principle known as 

“NPS®” – Net promoter score®, answerable with a slider from 0 to 10 to choose an 

“overall perception” (Net promoter network 2017) and simultaneously, the level of 

likeliness to recommend AVL. Thereby, 0 means “not at all likely” and 10 “extremely 

likely” to recommend the brand. The result of the first question, entitled “considering 

your overall experience with AVL, how likely would you be to recommend AVL?” is 

-14.49%, like illustrated in Figure 37. 

 

 

Figure 37: Net promoter score® total (AVL online survey) 

n= 69 

Likeliness to recommend AVL, based on overall experience –  

Net promoter score® 
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Group Quantity  Quantity in percentage 

Promoters (9-10 on scale) 16 23.19% 

Passives (7-8 on scale) 27 39.13% 

Detractors (0-6 on scale) 26 37.68% 

Table 5: Net promoter details total (own presentation) 

The score is calculated by “subtracting the percentage of detractors from the 

percentage of promoters […], which can range from a low of -100 (if every customer 

is a detractor) to a high of 100 (if every customer is a Promoter)” (Net promoter 

network 2017). 

This first question was answered by a total of 69 people, unfortunately numerous 

dropped out during the survey. When filtering for internal and external results, just 

those who finished the survey are taken into account, like the table below shows. 

The internal NPS® (n=34), reflecting the brand commitment amounts to 0 (NPS= 

26,47%-26,47%), based on the data presented in the table below. 

Group Quantity  Quantity in percentage 

Promoters (9-10 on scale) 9 26,47% 

Passives (7-8 on scale) 16 47,06% 

Detractors (0-6 on scale) 9 26,47% 

Table 6: Net promoter details internal (own presentation) 

The external NPS® (n=5), reflecting the brand image amounts again to 0 (NPS= 

0,00%-0,00%), based on the data presented in the table below. 

Group Quantity  Quantity in percentage 

Promoters (9-10 on scale) 0 0.00% 

Passives (7-8 on scale) 5 100,00% 

Detractors (0-6 on scale) 0 0,00% 

Table 7: Net promoter details external (own presentation) 
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7.2.3 Competitors of AVL 

An investigation of the perceived competitive situation of AVL was the intent of the 

second open question, which was entitled “Please name key companies also 

operating in the areas of powertrain engineering, simulation technologies and/or test 

systems?”. In an alignment before the survey three important competitors were 

nominated to include in the investigation to compare the profiles, which is presented 

in 7.2.7. In the following chart (figure 37), the top 10 named competitors are 

presented. 

 

Figure 38: AVL competitors- Top 10 (own presentation) 

Out of 55 total nominations of companies also operating in the fields where AVL is 

in, the most mentioned ones are Ricardo, FEV, Horiba, Ford, IAV, etc. In total, the 

respondents stated 197 company names. The complete table of all mentioned 

companies and the related nominations is attached in the appendix. 

Now the brand steering wheel related questions are presented, therefore the 

sequence of the questions is changed. For the brand identity deduction, internal and 

external perspectives need to be compared. Therefore, the following question is 

presented in total and in either perspective.  
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7.2.4 Core brand competence  

“Please describe AVL with one word or short sentence”. The second question was 

the first of two open questions provided in the survey with the intention to investigate 

what comes to the participants’ minds, when thinking about AVL spontaneously. 

This type of question should support the examination of the core competence of the 

brand identity. As it is an open question, it provides a variety of interesting and 

diverse answers and insights concerning the experience of the respondents. In total, 

participants made 49 statements. So, an extract of answers is presented below 

(German answers are translated to English) N=69. Respondents mentioned: 

• Engineering consultancy 

• Technical experts in automotive engineering 

• Competent 

• High quality supplier/ top class, but relatively expensive 

• Leading in innovation/ up to date/ market dominance 

• Dynamic, smart, multicultural, friendly, motivational 

• If AVL knew what AVL knows 

• Trustworthy and experienced team 

• Worldwide partner for automotive engineering 

• Nice place to work 

The vast majority of answers provided, show a positive evaluation of AVL. It is seen 

as a highly qualitative, innovative and competent supplier company, with global 

service and highly qualified (expert) engineers. Negative statements referred to high 

prices and a lack of internal information distribution among the AVL group. The 

complete list of all statements mentioned can be found in the appendix p.A-3. 

7.2.5 Image profile of AVL- internal and external perspectives 

The fourth question provided a list of opposing personality attributes, based on the 

principle known as semantic differential. Respondents needed to decide which side 

rather appeals to the brand AVL in their opinion. The corresponding question was 

“To what extent do the following characteristics apply to the brand AVL?”. That kind 

of question should give insights to the brand tonality, on the emotional, resp. soft 

facts half of the brand steering wheel. In order to avoid simply clicking down the list 

of the positive/ negative perceived characteristics, the orientation of the attributes 
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was mixed up. Using a polarity chart, the results can be illustrated in profiles (see 

figure 39).  

The question presented was scaled with strongly agree (rated with 2 and -2 on the 

opposite side), agree (rated with 1 and -1 opposite) and neutral (0). For an optimum 

visualisation the half steps are included in the chart (figure 39). 

Rating formula for the brand characteristics for the brand profile of AVL:  Characteristics rating ሺxሻ= ሺstrongly agree ∗ ʹሻ + ሺagree ∗ ͳሻ + ሺneutral ∗ Ͳሻ + ሺagree ∗ −ͳሻ+ ሺstrongly agree ∗ −ʹሻ 

Formula 1: Brand characteristics rating formula (own presentation) 

In the chart presented (see Figure 39) the internal and external perspectives can be 

directly compared (answers included Internal: 34, external: 5). In the evaluation 

German and UK answers were considered together, to get an overall external view 

and due to a low sample size. 

Taking a closer look by examining both the internal and external perspectives, it 

shows that there are no opposing perceptions of any characteristic. The external 

perceptions outperform for instance by rating the reliability, honesty, innovativeness 

or competence. Internally seen, aspects like up-to-datedness, internationality, 

tradition, inspiration are perceived beyond. Notable however is that, the extreme 

specification of “strongly agree” was picked rarely, which might implicate the 

tendency to the middle. Several characteristics show its peak mentions at neutral, 

which are neither counted according to the formula, nor reflected in the profile. 
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Figure 39: Image profile of AVL – internal vs. external (own presentation) 
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7.2.6 Colour association 

The fifth question provided several colour boxes (see Figure 40), where participants 

should choose the colour they associate with the brand AVL. This question aims at 

supporting the examination of the brand image, appearance and awareness of the 

corporate design.  

 

Figure 40: Brand colour association - total (AVL online survey) 

As visible in the figure the vast majority, which are 82.8% (29 answers in total) 

picked the “AVL- blue” - corporate colour, however, also two other shades of blue 

were considered with AVL by 6 respondents out of 35 answers in total for this 

question. In the following the answers in detail from internal and external perspective 

are given: 

• Internal (n=31): 26 responded “AVL-blue” (third colour box) and 4 took the 

last blue colour box and 1 internal participant took the second colour box. 

• External (n=4): 3 external respondents chose the third box (AVL colour) and 

1 chose the last box. 

These results reflect that the awareness of the AVL corporate design/ logo is 

fragmented, internally as well as externally.  

7.2.7 Brand attributes and brand benefits 

In the last “theory” part of the survey (Q6 - Q9), participants were presented a list of 

attributes and benefits regarding the brand AVL in order to investigate the rational 

part, resp. the hard facts of the brand identity steering wheel. As it is important in 

brand identity development to compare with the most relevant competitors, this part 

was repeated with the defined competitor brands in the markets Germany and UK: 

FEV, Horiba and Ricardo. The result of the second question on the competitors also 

confirmed them as the most important for AVL to consider. 

n= 35 
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A list of benefits and attributes was presented to the AVL Marketing Director and in 

an alignment specified and narrowed down to a total number of 15. Participants 

needed to evaluate the brand based on the criteria, from strongly agree to strongly 

disagree or N/A. The attributes and benefits questioned regarding the particular 

brand are:  

• Is well known in my market 

• Conveys highest quality 

• Has significant references 

• Represents a highly educated workforce 

• Has numerous patents that demonstrate an advantage of know-how 

• Represents strong local presence 

• Conveys capability – pioneer spirit 

• Provides the global service that meets my needs 

• Meets project delivery dates 

• Represents cross competences - 360° know-how 

• Invests heavily in Research & Development 

• Is market leader 

• Provides exceptional after- sales service 

• Provides local infrastructure for testing that meets my needs 

• Fosters and establishes long-term partnerships for mutual benefits 

In the following chart (Figure 41) the internal evaluation of the brand AVL is 

presented. The internal and external insights are separated which is needed for the 

deduction of two brand steering wheels. 
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Figure 41: AVL brand benefits & attributes internal (own presentation) 

The internal perception in general is rather positive, so all the provided attributes 

and benefits show approving feedback. At least 13 out of 15 were rated with agree 

or strongly agree amounting about 50% and even higher. 

 

Figure 42: AVL brand benefits & attributes external (own presentation) 
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From external perspective (Figure 42), 10 out of 15 attributes reached agreement 

of 50% and above. Patents, pioneer spirit, R&D investments, after-sales, 

infrastructure achieved more neutral to disagree answers.  

 

Figure 43: Brand benefits & attributes comparison- AVL, FEV, Horiba, Ricardo (own presentation) 
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Competitor comparison 

Regarding the competitors’ brand perception in total, it could be noticed that the AVL 

graph shows a better performance for more than the half of attributes & benefits 

provided. The trend changes, when it comes to meeting project delivery dates, 

where Ricardo and FEV show better results. Regarding cross competences AVL is 

equally good as Ricardo. Ricardo even outperforms when it comes to after-sales 

service and long-term partnerships. In these points AVL is lacking behind, especially 

with after-sales service, where all others perform better. 
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8 Implications of analyses 

This chapter outlines implications from secondary and primary research in regard to 

influences on the AVL brand steering wheel, focusing on the background and 

employees of AVL, market situation, trends and competitive situation. 

As AVL has a history back to the 1950’s, the brand grew with the success, local and 

global expansion of the company, which, in general attributed the company a 

positive image and reputation. AVL is exceptionally known for its pioneering role in 

the engine development, registering over a hundred of patens a year. The company 

also majorly impacts the Styrian economy and plays an important role as a member 

of ACStyria. AVL always has a focus on the roots, further developing and expanding 

its headquarters in Graz, cooperating with the local universities and thus fostering 

resources, like young talents in the region. In order to be based near important 

customers and strategic partners, AVL set up a global network of affiliates and test 

centres. However, AVL is still seen as specialist of traditional combustion engine 

development (as of course the company name says), which is a disadvantage for 

future market trends towards new technologies, like Real Driving Emissions (RDE), 

Autonomous Driving (AD), Connected Vehicles, Electrification and Fuel Cell (FC), 

where AVL is already heading for. 

An important driver of the AVL story, is the diversified workforce of highly educated 

people representing cross-competences for all operating areas. However, the Net 

Promoter Score®, that indicates brand commitment, is negative it may reflect 

inconsistencies in branding and communication. The passives reflect the 

indifference of employees, so they might have a rather good attitude about AVL and 

as a workplace too, but do not feel completely convinced or tied to the company to 

identify with it. The impact for the brand identity out of the AVL background is to 

keep encouraging employees and drive perpetual advancement towards new 

technologies. 

Market 

Due to the current dynamic developments, the conditions in the automotive industry 

get tougher, which makes it even more difficult to persist and stand out. Market 

research shows that even though the performance is robust, dynamism, in form of 

digitalisation, has a high impact on the classical market structure, which until now, 

was mainly controlled by the OEMs as the main players. This revolutionary situation 
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enables newcomers, which are for instance start-ups, but experts in software 

development, to enter easily. AVL is seen as a well-known player in the market and 

renowned for highly qualitative products. Due to changing market structures, the 

impacts on a value chain are tremendous, so that a precise delimitation of tier-1, 

tier-2 suppliers could not be drawn. Also, stringent legislative regulations, 

particularly regarding emissions, force all market participants to improve their 

products and services. These changes open up new opportunities and also 

business fields, but require flexibility. For AVL this situation could turn out as an 

opportunity to stand out with its testing and measurement products. And among 

newcomers, the AVL brand can score with long-term market persistence, references 

and network. 

Regarding the UK market, a key market for AVL, where the BREXIT discussions are 

on-going, the outlook is insecure to which extent the market will be affected and if 

companies will face any restrictions or disadvantages. The German market will grow 

further, as previous research shows. The inter-industry changes could have positive 

impact on smaller businesses that already emerged. The implications of the market 

on the brand identity for AVL could be summarised in focusing on new opportunities 

and flexibility. 

Competitors 

The research shows that important brand characteristics are already anchored in 

the minds of stakeholders, internally and externally. Further, AVL can differentiate 

itself quite clearly from competitions with several rational facts, like quality, 

innovative capability and highly qualified workforce. Regarding market presence, 

Ricardo is in the lead, founded in 1915, followed by Horiba and AVL. FEV was 

established in 1975. This comparison shows that AVL’s most important competitors 

have also a long-term presence in the market too and their position in the industry. 

Horiba, as the largest organisation under investigation, has more widespread fields 

of operation, including medical, scientific and semiconductor. The same is for 

Ricardo, that is active in energy, environment and rail. FEV and AVL are to a large 

extent in congruent areas, which makes differentiation tough. Key differences are 

that AVL is still an independent company, headed by Prof. Dr. h.c. List, who 

represents the company. This implies that the AVL brand is required to deliberately 

focus on the New Technology areas, leaving traditional mindsets. 
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9 Brand identity deduction for AVL with the brand 

steering wheel 

9.1 Aim of the AVL brand identity deduction 

The main aim of this deduction process is to generate a clearly defined brand identity 

of the AVL brand. This identity constitutes the fundament for future application by 

internal stakeholders. The concrete AVL brand steering wheel supports daily 

business throughout the organisation in terms of consistency, as this was a problem 

of the past among the AVL organisation. 

In this chapter, the AVL brand identity deduction is illustrated and explained. Out of 

the research results presented in chapter 7, the brand identity is derived based on 

the recommended brand identity approach, the modified brand identity steering 

wheel by Esch. As the brand steering wheel is already in use at AVL as a product 

branding tool, it is also applied in this thesis to remain consistent in terms of 

branding. Consisting of a structure with five dimensions, considering rational and 

emotional aspects, makes this tool adequately manageable and repeatable.  

The related process for the deduction by Esch is again illustrated in Figure 44. It 

consists of a steering wheel for each actual perspective. The first ones introduced 

are the AVL internal perspectives, followed by an external steering wheel. The 

actual versions provide already a large amount of relevant information for AVL. As 

the last comprehensive market research was conducted 2002, it gives interesting 

insights. The three steering wheels are further compared towards differences and 

communalities. In a workshop, criteria were developed to evaluate the nominations 

to be considered the related target steering wheel segment. In the following chapters 

all perspectives are illustrated and described. The target wheel and especially the 

AVL core identity are presented at the end of the chapter. 
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Figure 44: Deduction process of AVL target brand identity (based on Esch/Langner/Rempel 2005, 
p.128) 

9.2 Actual brand identity steering wheels 

As the identity is the central part of the internal strategic level, the deduction is 

started with the internal perspectives, AVL employees and management. These 

actual steering wheels represent the findings of the survey, including internal 

answers of UK and Germany combined. The results match to a large extent among 

the countries. A second reason for providing both markets in one wheel is the rather 

low sample size, due to the little data available (from Germany). 

9.2.1 Internal perspectives 

The first wheel illustrated in Figure 45 provides an overview of the actual AVL brand 

perception from employees of UK and Germany, though in an unrefined way, as all 

answers (results of the questions 4-6) given internally are included.  
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Figure 45: Actual brand steering wheel INTERNAL perspective - unrefined (own 
presentation) 

 

On the basis of an evaluation, described in the following, a refined actual steering 

wheel (Figure 46) is deduced. The brand tonality characteristics integrated in the 

actual wheel are the top three selected characteristics within the area of agree to 

strongly agree (see Figure 39); whereas in the unrefined wheel all selections beyond 

the neutral area are included. The three colours presented in the brand image 

segment were associated with AVL by internal participants. It reflects their 

perception of the corporate colour. Regarding brand attributes, nominations only 

rated over 60% of agreement (agree and strongly agree), were taken into 

consideration for this segment. AVL employees assigned a highly educated 

workforce, innovative capabilities and significant references as significant brand 

attributes. The selections of relevant brand benefits of the AVL brand are highest 

quality that AVL delivers with its solutions, providing local presence and a 360° 

know-how in its operation areas. Besides the brand benefits are supported and 

underlined by brand credentials, which are in case of AVL current facts & figures. 
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Figure 46: Actual brand steering wheel INTERNAL perspective (own presentation) 

Management perspective 

The second internal perspective impacting on the target brand identity deduction is 

the management perspective (see Figure 47). The characteristics demonstrated in 

Figure 47 represent the actual internal brand perception. This assessment, based 

on an internal workshop, puts emphasis on aspects like high level of quality, 

providing global service by using the cross competences of the AVL workforces. 

Further important factors for management are thriving innovation and R&D in 

relation with the pioneering spirit in the company. Personality aspects assigned to 

the brand are “competent” with regard to the broad knowledge available in the 

company, “responsible” with regard to taking responsibility for future developments 

in new technology areas and to find “unique” solutions. The assessment by the 

management regarding the brand image, is that the actual corporate design and 

logo with its significant blue colour is recognised solely without any deviations. The 

AVL kaleidoscope is a major sign differentiating AVL internally as well as externally. 
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Figure 47: Brand steering wheel Management perspective (own presentation) 

9.2.2 External perspective 

The third perspective again first illustrated in an unrefined way (see Figure 48), is 

deduced out of the research results by external participants.  

  

Figure 48: Actual brand steering wheel EXTERNAL perspective – unrefined (own 
presentation) 
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In order to present the actual external brand steering wheel more precise, the brand 

tonality characteristics integrated in the wheel represent three highest selections 

outside 1 and -1 of the neutral area (see Figure 39). The assigned tonalities, reliable 

and honest were evaluated equally and competent was even ranked higher. 

External participants associated just two colours with AVL, which are presented in 

the brand image segment. Regarding brand attributes, nominations only rated over 

60% of agreement (agree and strongly agree) were taken into consideration for this 

segment. From external perspective, attributes like a highly educated workforce, 

considerable market presence and significant references are assigned to the AVL 

brand. Further, research results showed that highest quality, market leadership and 

cross-competences reflect the importance of benefits for external stakeholders. 

Also, the brand credentials have a supportive role in this steering wheel. 

 

Figure 49: Actual brand steering wheel EXTERNAL perspective (own presentation) 
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9.3 Synthesis and evaluation 

The next steps in the identity deduction process, after the presentation of separated 

perspectives, are a comparison of the actual AVL wheels towards communalities 

and a synthesis towards a sustainable target identity. The generation of content for 

the steering wheel segments, where all beforehand mentioned entries are taken into 

account, is based on a benefit analysis. 

The aim of the evaluation of the characteristics of the survey output is to reveal the 

most significant characteristics (top 3) of the steering wheels segments, except for 

brand image, which is illustrated by the chosen colours. The criteria selected are 

adapted to the ingredients of the brand competence. In addition, a weighting is 

assigned to the five criteria presented below:  

• Fit with the company 

• Importance for future 

• Contribution to differentiation 

• Brand history 

• Feasibility 

Based on the degree of fulfilment, the characteristics are classified with points from 

1 to 10 (1 = not fulfilled; 10 = totally fulfilled). The weighting of the criteria as well as 

the evaluation of the characteristics was conducted in collaboration with the 

company. Two benefit analyses were conducted beforehand. A third evaluation of 

the brand tonality, attributes and benefits, which is presented in the three tables 

below (see Table 8, Table 9 and Table 10) determined the three characteristics with 

highest value for the AVL target wheel. The complete evaluation tables can be found 

in the Appendix A-14. 

 

Table 8: Benefit analysis for target brand tonality (own presentation) 

Fit with the 
company

W
Importance 
for future

W

Contribution 
to 

differentiatio
n

W
Brand 
history

W Feasibility W Total

Weighting (W) 20% 35% 30% 10% 5% 100%

competent 10 2 10 3,5 7 2,1 8 0,8 7 0,35 8,75

responsible 8 1,6 9 3,15 5 1,5 9 0,9 8 0,4 7,55

creative 5 1 7 2,45 9 2,7 4 0,4 3 0,15 6,70

unique 7 1,4 6 2,1 8 2,4 4 0,4 2 0,1 6,40
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Table 9: Benefit analysis for target brand attributes (own presentation) 

 

Table 10: Benefit analysis for target brand benefits (own presentation) 

A comparison and synthesis are necessary to narrow down entries made by the 

research participant. In this case the content of the segments largely showed 

intersections, therefore the benefit analysis is concise.  

9.4 Target brand identity steering wheel 

The final and most important step of this AVL identity deduction process is the 

definition of a clear target identity, which represents the big picture of the AVL brand 

(see Figure 50). All segments of the steering wheel go hand-in-hand and support 

each other to provide one consistent identity. The basis for the identity conception 

is both, the theoretical input from chapter 3.5.5., and especially the deduction 

process from chapter 3.7.  

The target emotional side constitutes of three evaluated personality characteristics 

assigned to the brand and the visual appearance of the brand. The answer to the 

question “How am I?” as a target AVL brand, is: competent, responsible and 

creative. With regard to the target brand image, it is clearly stated that the 

representation of the “AVL blue” is recognisable and sustainably differentiating AVL 

as corporate colour. 

In the rational part of the brand steering wheel, the target brand attributes segment 

consists of the following aspects, highly educated/qualified people, innovation 

Fit with the 
company

W
Importance 
for future

W

Contribution 
to 

differentiation
W

Brand 
history

W Feasibility W Total

Weighting 20% 35% 30% 10% 5% 100%

Highly educated workforce 8 1,6 9 3,15 8 2,4 8 0,8 6 0,3 8,25

Significant references 7 1,4 9 3,15 6 1,8 5 0,5 6 0,3 7,15

Well known in the market 8 1,6 8 2,8 4 1,2 7 0,7 8 0,4 6,70

long-term partnerships 8 1,6 7 2,45 9 2,7 6 0,6 5 0,25 7,60
Innovative capability - 
pioneer spirit 9 1,8 10 3,5 8 2,4 7 0,7 2 0,1 8,50

Fit with 
the 

company
W

Importance 
for future

W
Contribution to 
differentiation

W
Brand 
history

W Feasibility W Total

Weighting 20% 35% 30% 10% 5% 100%
Cross competences - 
360° Know-how 10 2 10 3,5 9 2,7 7 0,7 6 0,3 9,20

Strong local presence 8 1,6 5 1,75 4 1,2 9 0,9 8 0,4 5,85
Highest quality 8 1,6 9 3,15 9 2,7 7 0,7 8 0,4 8,55
company-wide 
exceptional service 9 1,8 7 2,45 8 2,4 7 0,7 4 0,2 7,55
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capabilities and long-term relations. The target AVL brand benefits answer the 

question “What do I offer?” with the following findings: highest quality, cross-

competences and service qualities.  

Besides they are supported by the brand credentials, these findings represent 

fundamental features for a future-proof AVL brand identity. 

AVL core brand identity 

The target brand steering wheel is a compilation of the three actual perspectives, 

including the 5th dimension, the brand competence. Hereby, the surrounding 

dimensions, rational and emotional, are culminated to a core element that at the 

same time implies the central brand aspects like, brand history and origin, duration 

and relevance in the market, as well as any USP aspects of AVL.  

Reflecting all these aspects and the company’s background to be considered for the 

target, the brand competence of AVL is defined as “Innovation leader”. 

This core identity represents the future aim of AVL, to gain recognition as pioneer in 

new technologies and to diminish associations solely with traditional technologies, 

like combustion engine development. 

Moreover, this stated core identity (see Figure 50) is supported by characteristics of 

cross-competences, showing the advantage of 360° knowledge, numerous 

registrations of patents a year, R&D cooperations and partnerships, highly qualified 

workforce, as well as aspects like the competence, innovativeness and creativity. 

Furthermore, pioneering spirit is already anchored in the AVL company values since 

its foundation and employees are familiar with this spirit in the company. The 

company is often referred as engine development pioneer of Styria, which already 

goes back to the founder Hans List. 

Managing the brand actively, implementing these values into daily business and 

convince the workforce to act on-brand, as innovation leader, will contribute 

positively to the brand for future success, where personal relationships are as 

important as online presence and consistency. 
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Figure 50: Target brand steering wheel and core identity (own presentation) 
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10 Internal implementation and brand controlling 

10.1 Aim of internal implementation 

In particular, the internal implementation aims at supporting the predefined 

objectives of the thesis, to anchor the defined brand identity internally, so that the 

AVL workforce is able to reflect the core identity and three more brand 

characteristics by 2021. 

The importance of internal implementation is that the employees of AVL are key 

players as they are in steady contact with customers, partners or various other 

stakeholders, representing the AVL competences, solutions and above all, the 

values. Further, this internal identity implementation aims at strengthening the AVL 

community as defined characteristics provide and support the opportunity for 

employees to identify with the brand, making it more tangible for all stakeholders. 

The brand identity should not be considered as any abstract construct. 

10.2 Implementation guideline of the brand steering wheel 

This chapter contains the steps towards internal anchoring by related measures that 

should support to bring the AVL brand identity to life. 

A necessary prerequisite of its utilisation is the commitment not only by the 

executive managers, but also by the managers of the AVL affiliates. As mentioned 

in chapter 4, internal implementation is just possible consistently if leaders act as 

role models. The proposed guideline follows the implementation steps by Esch 

(2017) presented in the theory part 4.1.3, illustrated in Fehler! Verweisquelle 

konnte nicht gefunden werden.. The related timeline is adapted with regard to the 

proposed brand identity for AVL internal branding. 

 

Figure 51: AVL internal implementation guideline and timeline (based on Esch 2017b) 
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1. Aspire 

Following the aim, that within 3 years the entire AVL workforce is able to name the 

central brand competence and 3-5 more brand values, like the attributes, a brand 

identity project team (BI team) is established, including 5 members working steadily 

on the process (at least 15 hours a week) and constitute the central contact for all 

branding relations. The team coordinates all meetings (kick-off, regular) with 

relevant stakeholders for each task (see Figure 52) and could be integrated in 

current structures of the AVL Marketing department. 

This phase could be described as the planning phase for all related activities, within 

a time frame of 3-4 months (proposed period is May to August 2018). For the initial 

phase clarifications on the target identity are made: if any adaptations are necessary 

due to the fact, that it is based on findings of UK and Germany. The planning 

structure needs to be aligned regularly with the Head of Marketing department, 

strategy managers and an external consultant, eg. 10 days distributed among 

several planning meetings throughout this phase, to get expert input to further 

advance ideas.  

Ways of internal communication 

With regard to communication, it is recommended to communicate the AVL identity 

centrally, especially for the introduction phase and periodically in the following 

phases, in combination with cascade communication, as it is more personal and 

less formal, which impacts on an increasing brand commitment of employees.  

The cascade communication refers to a top-down implementation, where 

instructions of business unit and department leaders are passed on to the next level 

stakeholders. Supporting measures established are trainings/on-brand workshops 

offered at AVL Academy, web-based-instructions and mobile applications. Further, 

brand ambassadors are nominated on business unit level. These ambassadors are 

able to support team leaders or individual employees in branding issues. 

As AVL’s workforce has an already huge and steady growing ratio of young talents 

the integration of new internal communication channels is recommended, which can 

influence them behaving on-brand, innovative, and beyond state-of-the-art, like 

blogs, etc. Communication tools, channels changed, but the importance is that they 

are presented and used according to the brand identity. As mentioned by Marshall 

(2013), if material to share is provided, employees that are committed and identify 
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with the brand, share news or company updates and simultaneously act on-brand 

with mutual benefit. 

Branding campaign 

The transformation of the defined characteristics is highly focused on measures 

based on emotional aspects in order to build and increase brand commitment for 

the AVL brand.  

Therefore, the frame of the brand identity implementation comprises an internal 

branding campaign, named INNOVATION ALIVE. Its focus areas are on the one 

hand involvement of employees and on the other hand experience-orientation. 

These are main drivers that inspire employees and to better understand the identity 

values. AVL employees get the opportunity to take part in events, like the following: 

• Internal open department/ business unit days: Employees gain an insight in 

other departments/ business units and their latest developments. This fosters 

the exchange of ideas and knowledge among the departments. 

• Car testing opportunities: try electric, hybrid, etc. vehicles, Formula 1- Racing 

simulator, etc.  

• Provide more internal company tours to get a big picture as the company is 

everchanging and growing. 

The proposed campaign “events” are provided in a mixed manner and on a regular 

basis, every 3 months. 

Branding measures 

In order to encourage employees to get involved with the AVL brand identity, 

incentive systems are used. Therefore, suggestions are provided below: 

• Rewards for special on-brand activities (sharing of relevant content, reaching 

out to a remarkable community) or behaviour in course of projects. These 

could be granted and selected on business unit or department level. 

• Get vouchers for the canteen, when finalising the provided web-based 

training on the brand identity. 

• “AVL Brand Award” for outstanding application of the brand identity in course 

of the AVL Christmas party at Helmut List Halle, but in addition to the already 

established “Innovation and Industrialisation Awards”. 
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Figure 52: Internal implementation of AVL identity – Aspire (own presentation) 

2. Assess 

This phase consists of reflection, clarification and evaluation of plans and concepts 

for the introduction at the AVL Sales Conference, information transmission to entire 

workforce and internal on-brand measures, like rewarding for employees.  

Further, coordination with regard to resources by the various stakeholders (see 

Figure 53) involved in the future phase of “acting” need to be done. Moreover, AVL 

IT evaluates the feasibility of incorporating the brand identity wheel and related 

material in AVL online services (Sharepoint), AVL apps. In addition, innovative 

communication channels, like blogs or mobile applications, are evaluated.  

 

Figure 53: Internal implementation of AVL identity – Assess (own presentation) 
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3. Architect 

The third phase, summarised in Figure 54, could be described as the “put into 

practice”- phase, in which the preparation for the measures that convey the target 

identity characteristics take place: innovation leader; competent, creative, highly 

qualified people, highest quality, exceptional service, cross-competences, 

innovative capabilities and co-operations.  

It refers to the preparation of the branding campaign, introduction and workshop 

presentations, printed material, digital material. AVL Academy needs to integrate 

these in workshop materials and set up a web-based training. 

Brand ambassadors get in touch with the project in this phase to gain fundamental 

insight and be prepared to support. 

 

Figure 54: Internal implementation of AVL identity – Architect (own presentation) 

4. Act 

“Act” refers to the global roll-out and introduction to the workforce, therefore it is the 

longest part of the implementation process (see Figure 55). 

Official introduction: at the Sales Conference 2019 (internal AVL conference), on 

the first day, managers of all levels and affiliates are supposed to attend, so the 

brand identity is introduced in an own slot, for half an hour to attract the attention of 

the conference participants and further provide an own booth with information 

terminals, where managers receive more detailed information. 
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Right after the official introduction (the week after the Sales Conference), the mass 

mail introduction is sent out and executive managers and department leaders are 

supposed to attend trainings in January- March in their countries.  

Just after their instructions the cascade roll-out starts at all management levels to 

their assigned department leaders. Then, brand ambassadors and also department 

and team leaders are demanded to pay attention on brand consistent behaviour and 

support their team members in anchoring the identity values.  

Brand ambassadors provide up-to-date content weekly, like product launch news, 

development and innovation progress news, that could be shared by colleagues to 

engage them. This measure can be included in some incentive-based system. 

Within the act phase, which is about a year, AVL employees should attend trainings 

or web-based instructions to gain further information. The Innovation alive- events 

are held four times a year to provide an interactive approach. 

 

Figure 55: Internal implementation of AVL identity – Act (own presentation) 

5. Advance 

This part of the implementation process should not be regarded as the last phase, 

as it has a permanent function. It aims at monitoring the brand implementation 

starting with the architect phase were measures are put into practise. All 

stakeholders mentioned in Figure 56 are encouraged to steadily advancements. For 

instance, especially the BI team is supposed to regularly monitor the progress and 

ask for information from the department and team leaders, regarding the process 

status, any problems or uncertainties.  
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Figure 56: Internal implementation of AVL identity – Advance (own presentation) 

Finding out about the progress of the internal branding measures, brand controlling 

should be applied, which is presented in chapter 10.3. In this context, the brand 

steering wheel is recommended to serve also as a controlling tool. Checking the 

actual situation with the steering wheel. Based on the sharpened brand identity for 

AVL, it is recommended to put increased emphasis on a consistent identity based 

brand management all over the affiliate network and focus on strengthening the 

strengths than put effort on reworking/ eradicate weaknesses and failures. Even if 

mistakes come up in branding, it is important not to dedicate too much energy, resp. 

resources on rework. 
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10.3 Budgeting of internal brand identity implementation 

This part of the chapter presents an overview of costs related to internal rollout of 

the AVL brand identity. Based on the proposed implementation phases and 

assigned measures the costs are allocated. In this way the company gains an 

overview of costs arising per period. Under the assumption of an average internal 

hourly rate of €75 and proposed person-weeks (PW) for all stakeholder groups 

involved, the costs are calculated and presented in Table 11 below. The unit of a 

person-week is commonly used for planning in AVL and correspond to 38.5 

hours/week. 

Tasks PW  
Hourly 
rate (€) Costs (€) 

1. Aspire       
Introduction (planning content, material, presentations) 
at Sales Conference 2019 

12 75 34.650 

Mass information to AVL employees (planning 
content, design) 

2 75 5.775 

Workshops for leaders (planning, content, material, 
resources) 

7 75 20.213 

Cascade introduction (presentation, support material) 6 75 17.325 

Trainings / Web based training of all 8 75 23.100 

Internal branding campaign -Innovation alive (planning 
content, resources 2019) 

4 75 11.550 

BI Project management team 2 75 5.775 

External consultant 2 145 11.165 

Other costs 
  

2.000 

Total Aspire  43 
 

131.553 

        
2. Assess       

Introduction (reviewing content, material, 
presentations) at Sales Conference 2019 0,5 75 1.444 

Mass information to AVL employees 0,3 75 866 

Workshops for leaders (review, evaluate, content, 
material, resources) 2 75 5.775 

Cascade introduction (presentation, support material) 0,4 75 1.155 

Trainings / Web based training of all - review scope  2 75 5.775 

Internal branding campaign -Innovation alive (review 
content, resources 2019) 2 75 5.775 

BI Project management team 1 75 2.888 

External consultant 1 145 5.583 

Other costs     500 

Total Assess 9,2   29.760 

        

3. Architect       

Introduction (set up content, material, presentations) 
at Sales Conference 2019 15 75 43.313 
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Mass information to AVL employees 2 75 5.775 

Workshops for leaders (planning, content, material, 
resources) 7 75 20.213 

Cascade introduction (presentation, support material) 4 75 11.550 

Trainings / Web based training of all 3 75 8.663 

Internal branding campaign -Innovation alive 
(resources 2019, BU Open Days, Testing,…) 64 75 184.800 

BI project team, project management 4 75 11.550 

External consultant 1 145 5.583 

Total Architect 100   291.445 

        

4. Act (2019)       

Introduction at Sales Conference 2019 3 75 8.663 

Mass information to AVL employees 0,1 75 289 

Workshops for leaders (resources) 65 75 187.688 

Cascade introduction (presentation, support material) 210 75 606.375 

Trainings / Web based training of all 140 75 404.250 

Internal branding campaign -Innovation alive 
(resources 2019, BU Open Days, Testing,…) 16 75 46.200 

Other costs     5.000 

Total Act 434   1.258.464 

        

5. Advance (2018-2021)       
Workshops for leaders (resources, improvements) 15 75 43.313 

Cascade introduction (presentation, support material, 
improvements) 25 75 72.188 

Trainings / Web based training of all 96 75 277.200 

Internal branding campaign -Innovation alive 
(resources 2020-2021, BU Open Days, Testing,…) 32 75 92.400 

BI project team, project management 12 75 34.650 

Brand controlling 15 75 43.313 

External consultant 1 145 5.583 

Other costs     4.000 

Total Advance 196   572.645 

        

Total costs of internal implementation (2018-2021)     2.283.866 

Table 11: Budget for internal implementation (own presentation) 

The internal implementation budget with about 2.3M Euro contains a majority of 

personnel costs, rather than material or other costs, however spread over all 

implementation phases until the end of 2021. The high personnel costs are traced 

back to the recommendation, to implement the AVL brand identity values top-down 

in a cascade manner, which implies a huge time effort on all levels. 
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10.4 Brand controlling recommendations 

The last chapter covers brand controlling recommendations for AVL, based on the 

proposed target brand steering wheel and implementation.  

Strategic controlling with brand steering wheel 

The strategic brand controlling for AVL refers to a definition of indicators, e.g. to 

which extent the identity implementation is expected to be proceeded by 2021, as 

proposed in the thesis, AVL employees should be able to name the core identity 

values. Therefore, after the implementation period in 2021, the actual brand 

perception then needs to be investigated by AVL towards the target identity 

proposed in this thesis. Applying this, the established brand identity process can be 

slightly adapted and updated for a repetition by then. For instance, an area of 

investigation that should be added is an assessment to which extent one could 

identify with the brand and its values. The steps to do the research again include, to 

prepare a market analysis of the actual developments, take the established survey, 

revise towards content, substitute any characteristics or nominations if redundant. 

In order to get a larger base of data to check and sharpen the AVL identity, it is 

recommended to carry out again an online survey in a larger extent in defined 

countries, which refers to inviting bigger target groups internally (500) as well as 

externally (70-100). For optimum comparability, UK and Germany should also be 

considered to be included in the brand controlling to get actual versus target.  

Moreover, an appropriate response time period needs to be considered, e.g. 4-5 

months, kindly reminding target groups and emphasising the importance of their 

participation. It is recommended to support the survey by offering incentives. An 

efficient tool for generating information, the online survey is adequately useful to 

distribute a questionnaire among the workforce and customers in the specific 

country, yet, it could be rolled-out for mobile applications. 

Operational controlling of internal implementation 

The internal implementation process is checked regularly, for instance monthly, with 

regard to which levels/departments are instructed at what time. In the course of this 

measure the branding material in use is reviewed, regarding its efficiency 

(brochures, training interface, etc.) To get quick insight into the actual brand 

commitment it is recommended to check the brand perception using the Net 
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promotor score® (as introduced in chapter 7.2.2). Internal branding measures 

should positively contribute to the AVL NPS®. Brand ambassadors are supposed to 

focus on brand knowledge- the AVL identity needs to be questioned by department 

leaders to see in how far employees incorporated the measures until 2021. 

Cost controlling  

In order to find out the effectiveness of the implementation regarding costs, it is 

recommended to carry out a cost controlling on the proposed budget and budget 

actually allocated to the implementation project throughout the process. However, 

as personnel costs comprise the majority, it might lead to inconsistency of allocation, 

because employees involved would need to precisely track the time spent on 

internal branding issues, like the instruction of team members, evaluation of on-

brand actions, etc.  
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11 Conclusion 

A brand identity is a fundament. A fundament of a symbolic construction built around 

the company. It reflects historical milestones and future paths, values from the 

founder to the current CEO and USPs, which are transported by the company’s most 

worth asset, the employees. In the course of this thesis the topics, international 

identity based brand management in B2B, brand identity development and internal 

implementation were covered in order to meet the objectives agreed on with AVL at 

the beginning of the master thesis. 

Due to the fact that the identity is the influential and actively manageable part within 

brand management, it is decisive for AVL which values are conveyed. Thus, an 

important insight of this thesis is that the defined AVL corporate values, like 

pioneering spirit, responsibility, customer orientation, etc. are too general as to 

convey the AVL brand. Therefore, the introduction of a brand steering wheel is 

necessary in order to provide a clearly stated brand definition, which serves as 

orientation function to act accordingly. AVL aimed at a clearly stated brand identity, 

that after conducting research in key markets was deduced towards a target identity 

and in the core defined as “Innovation leader”. This brand core reflects the brands’ 

history, origin as well as future directions and differentiability in the market. 

Further, in the course of this thesis, the importance of commitment, involving 

employees sufficiently and anchoring the brand values internally to facilitate 

identification, were major aspects. Focusing on internal measures, as proposed, 

would definitively open up good opportunities for AVL to convey brand values 

through the AVL workforce, that act as multipliers of the brand, with the aim to clearly 

differentiate in the customer’s minds. However, due to the fact that the 

implementation process is connected with high internal effort, it turns out to be a 

critical factor for AVL with regard to planned increased internal branding activities. 

AVL diligently heads for a transformation from traditional mindsets (traditional 

combustion engine development) towards awareness among the new technologies 

(Autonomous Driving, Electrification, RDE, FC, etc.), which AVL can initiate 

internally by bringing “Innovation alive”. Based on this, it is recommended to apply 

the developed brand steering wheel and internal measures! 
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Project Plan 
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Online questionnaire 

Conducted via the online platform QuestionPro. 
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Survey Results 

Q2: Core competence 

1 Wenn AVL wüsste was AVL alles weiss 

2 
very competent & expensive, sometimes ignorant and very 
slow 

3 Flexible und Vielfältig 

4 worldwide partner for automotive engineering 

5 Extremely good people and products with too less workers 

6 Competent 

7 AVL is top class: very good, but expensive 

8 inefficient 

9 Technical Experts  

10 Professional 

11 Multicultural 

12 capable 

13 
Effective, up to date, friendly and most importantly motivational, 
and ive only been here two weeks 

14 Powertrain Engineering experts from Austria 

15 Good 

16 Exceptional leader and market dominance! 

17 Delay 

18 Nice place to work and friendly 

19 Engineering consultancy 

20 
Global leader in Combustion Powertrain Test Systems 
Engineering 

21 Expertise  

22 An engineering consultancy 

23 Engineering Consultancy 

24 Premier Automotive technical consultancy 

25 High quality but expensive 

26 Experts in automotive engineering 

27 Automotive innovation and reliability 

28 Nice environment to work 

29 Powertrain engineering consultant 

30 Dynamic 

31 partners in powertrain and propulsion 

32 Engineering 

33 Technology driven company 

34 High quality supplier, but relatively expensive  
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35 Smart 

36 Quality good and service but relatively expensive  

37 Competent 

38 Assured, dependable and consummately professional  

39 engineering consultancy 

40 expensive  

41 Worldwide 

42 Trustworthy and experienced team 

43 Developing Employees 

44 fantastic 

45 Development Of Powertrain Systems 

46 Engineering 

47 Engineering 

48 Leading in innovation 

49 Development Of Powertrain Systems 

 

Q3: AVL competitors 

  Companies Nominations 

1 Ricardo, Ricardo Ltd, Ricardo Myra 32 

2 FEV 29 

3 Horiba, Mira Horiba, MIRA 14 

4 Ford 11 

5 IAV, IAV-engineering 10 

6 JLR, Jaguar 9 

7 Altran 7 

8 Mahle Powertrain 6 

9 Bosch 4 

10 Continental Engineering 4 

11 Cosworth 4 

12 Kratzer 4 

13 Perkins 4 

14 Alten 3 

15 Hofer 3 

16 Kristl & Seibt 3 

17 MAHA AIP 3 

18 Siemens 3 

19 BEG 2 

20 D2T 2 



 A-10 

21 dSPACE 2 

22 NI (National Instruments) 2 

23 Tata Motors 2 

24 Tata Technologies 2 

25 ZF 2 

26 AIV Services 1 

27 AKKA 1 

28 Autodesk 1 

29 Boeing 1 

30 BP 1 

31 Cambustion 1 

32 Cummins 1 

33 Drive System Design 1 

34 DSD 1 

35 ETAS 1 

36 FuelCon 1 

37 Getrag 1 

38 GT Power 1 

39 Ilmor 1 

40 Integral Powertrain 1 

41 Intertek 1 

42 IPG 1 

43 JBMS 1 

44 Kistler 1 

45 KS Engineers 1 

46 Magna Powertrain 1 

47 Mathworks 1 

48 Millbrook 1 

49 SCP 1 

50 Segula 1 

51 Sensors 1 

52 Sierra - test equipment 1 

53 Texas Instruments 1 

54 TRW 1 

55 Vector 1 

     
    197 
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Q4: Polarity profile 

Internal: 

 
2 1 0 -1 -2 

 
  

 

Strongly 
agree Agree Neutral Agree 

Strongly 
agree 

 
  

reliable 17,65% 73,53% 5,88% 2,94% 0,00% 1,06 unreliable 

contemporary 11,76% 44,12% 41,18% 2,94% 0,00% 0,65 outdated 

regional 5,88% 20,59% 5,88% 23,53% 44,12% -0,79 international 

honest 11,76% 52,94% 23,53% 8,82% 2,94% 0,62 dishonest 

imprecise 0,00% 11,76% 17,65% 52,94% 17,65% -0,76 precise 

versatile 21,21% 48,48% 21,21% 9,09% 0,00% 0,82 monotone 

anxious 3,03% 9,09% 45,45% 39,39% 3,03% -0,30 courageous 

open 9,09% 54,55% 24,24% 12,12% 0,00% 0,61 reserved 

counterproductive 2,86% 0,00% 11,43% 74,29% 11,43% -0,91 productive 

innovative 18,75% 46,88% 9,38% 21,88% 3,13% 0,56 traditional 

popular 3,03% 48,48% 15,15% 30,30% 3,03% 0,18 elitest 

authentic 9,09% 75,76% 12,12% 3,03% 0,00% 0,91 implausible 

dynamic 11,76% 55,88% 17,65% 11,76% 2,94% 0,62 inflexible 

chaotic 2,86% 17,14% 17,14% 51,43% 11,43% -0,51 organised 

communicative 2,94% 73,53% 20,59% 2,94% 0,00% 0,76 non-communicative 

uncooperative 0,00% 2,94% 17,65% 58,82% 20,59% -0,97 supportive 

passive 0,00% 0,00% 14,71% 73,53% 11,76% -0,97 active 

cautious 2,94% 50,00% 47,06% 0,00% 0,00% 0,56 carefree 

fast 5,88% 32,35% 38,24% 17,65% 5,88% 0,15 slow 

competent 29,41% 64,71% 5,88% 0,00% 0,00% 1,24 incompetent 

conservative 0,00% 25,71% 25,71% 37,14% 11,43% -0,34 inspiring 

spontaneous 0,00% 5,88% 17,65% 61,76% 14,71% -0,85 planning 

rational 11,76% 52,94% 23,53% 11,76% 0,00% 0,65 emotional 

formal 5,88% 44,12% 26,47% 17,65% 5,88% 0,26 informal 

superficial 0,00% 6,06% 9,09% 69,70% 15,15% -0,94 responsible 

noisy 0,00% 21,21% 51,52% 27,27% 0,00% -0,06 quiet 

likeable 12,12% 69,70% 15,15% 3,03% 0,00% 0,91 unpleasant 

uncreative 0,00% 0,00% 12,12% 66,67% 21,21% -1,09 creative 

exchangeable 0,00% 9,09% 42,42% 30,30% 18,18% -0,58 unique 

 

External: 

  2 1 0 -1 -2 
 

  

  
Strongly 

agree Agree Neutral Agree 
Strongly 

agree 
 

  

reliable 40% 60% 0% 0% 0% 1,40 unreliable 

contemporary 0% 100% 0% 0% 0% 1,00 outdated 

regional 0% 20% 0% 80% 0% -0,60 international 

honest 40% 60% 0% 0% 0% 1,40 dishonest 
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imprecise 0% 0% 0% 80% 20% -1,20 precise 

versatile 40% 20% 40% 0% 0% 1,00 monotone 

anxious 0% 0% 80% 20% 0% -0,20 courageous 

open 20% 40% 20% 20% 0% 0,60 reserved 

counterproductive 0% 0% 0% 100% 0% -1,00 productive 

innovative 20% 80% 0% 0% 0% 1,20 traditional 

popular 20% 20% 20% 40% 0% 0,20 elitest 

authentic 0% 80% 20% 0% 0% 0,80 implausible 

dynamic 0% 40% 60% 0% 0% 0,40 inflexible 

chaotic 0% 0% 20% 80% 0% -0,80 organised 

communicative 20% 60% 20% 0% 0% 1,00 non-communicative 

uncooperative 0% 0% 0% 100% 0% -1,00 supportive 

passive 0% 20% 20% 40% 20% -0,60 active 

cautious 0% 40% 60% 0% 0% 0,40 carefree 

fast 0% 40% 40% 20% 0% 0,20 slow 

competent 80% 20% 0% 0% 0% 1,80 incompetent 

conservative 0% 40% 20% 40% 0% 0,00 inspiring 

spontaneous 0% 0% 0% 100% 0% -1,00 planning 

rational 20% 60% 20% 0% 0% 1,00 emotional 

formal 0% 60% 20% 20% 0% 0,40 informal 

superficial 0% 0% 20% 80% 0% -0,80 responsible 

noisy 0% 20% 60% 20% 0% 0,00 quiet 

likeable 20% 40% 20% 20% 0% 0,60 unpleasant 

uncreative 0% 20% 20% 40% 20% -0,60 creative 

exchangeable 0% 0% 60% 40% 0% -0,40 unique 

 

Q10: Relation towards AVL 

AVL employee 36 85,71% 

Customer of AVL 6 14,29% 

Total 42   

 

Q11: Duration of employment at AVL 

1-3 years 16 47,06% 

4-7 years 11 32,35% 

8-10 years 2 5,88% 

More than 10 years 5 14,71% 

Total 34   
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Q12: Position of internal participants? 

General Manager 2 5,88% 
 

Department Manager 4 11,76% 
 

Development Engineer 8 23,53% 
 

Account Manager 5 14,71% 
 

Product Manager 0 0,00% 
 

Project Manager 1 2,94% 
 

Assistant 3 8,82% 
 

Student Trainee 0 0,00% 
 

Other 11 32,35% 
 

Total 34   
 

    
Other Option 

   

 
Finance 

  

 
Finance 

  

 
Finance  

 

 
Purchase Ledger Assistant 

 
Project Assistant 

 

 
consultant 

 

 
Calibration engineer 

 
Team Leader 

 

 
Technical Specialist 

 
HR 

  

 
CAE Engineer 
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Benefit analyses for target brand steering wheel 

1st Evaluation– Brand tonality 

 

2nd Evaluation – Brand tonality 

 

 

1st Evaluation– Brand attributes 

 

 

2nd Evaluation– Brand attributes 

 

 

 

1

Fit with the 
company

W

Importance 
for future

W

Contribution to 
differentiation

W

Brand 
history

W

Feasibility

W

Total

Weighting (W) 20% 35% 30% 10% 5% 100%
reliable 8 1,6 8 2,8 7 2,1 6 0,6 8 0,4 7,50
honest 4 0,8 5 1,8 6 1,8 2 0,2 4 0,2 4,75
competent 8 1,6 9 3,2 8 2,4 10 1 8 0,4 8,55
responsible 7 1,4 8 2,8 7 2,1 7 0,7 8 0,4 7,40
creative 7 1,4 8 2,8 9 2,7 8 0,8 6 0,3 8,00
unique 4 0,8 9 3,2 10 3 7 0,7 2 0,1 7,75

2

Fit with the 
company

W

Importance 
for future

W

Contribution to 
differentiation

W

Brand 
history

W

Feasibility

W

Total

Weighting (W) 20% 35% 30% 10% 5% 100%
reliable 8 1,6 7 2,45 4 1,2 7 0,7 1 0,05 6,00
honest 6 1,2 5 1,75 3 0,9 6 0,6 4 0,2 4,65
competent 8 1,6 10 3,5 8 2,4 8 0,8 3 0,15 8,45
responsible 8 1,6 9 3,15 8 2,4 5 0,5 6 0,3 7,95
creative 5 1 9 3,15 10 3 7 0,7 8 0,4 8,25
unique 3 0,6 8 2,8 9 2,7 4 0,4 3 0,15 6,65

1

Fit with the 
company

W
Importance 
for future

W
Contribution 

to 
differentiation

W
Brand 
history

W Feasibility W Total

Weighting 20% 35% 30% 10% 5% 100%
Highly educated workforce 9 2 7 2,5 6 1,8 4 0,4 6 0,3 6,75
Significant references 4 1 5 1,8 2 0,6 7 0,7 7 0,4 4,20
Well known in the market 7 1 8 2,8 5 1,5 6 0,6 2 0,1 6,40
long-term partnerships 6 1 9 3,2 7 2,1 4 0,4 8 0,4 7,25

Innovative capability - pioneer spirit 10 2 10 3,5 9 2,7 8 0,8 4 0,2 9,20

2

Fit with the 
company

W
Importance 
for future

W
Contribution 

to 
differentiation

W
Brand 
history

W Feasibility W Total

Weighting 20% 35% 30% 10% 5% 100%
Highly educated workforce 8 1,6 9 3,15 3 0,9 6 0,6 7 0,35 6,60
Significant references 8 1,6 7 2,45 8 2,4 8 0,8 7 0,35 7,60
Well known in the market 8 1,6 9 3,15 8 2,4 5 0,5 8 0,4 8,05
long-term partnerships 3 0,6 5 1,75 1 0,3 3 0,3 3 0,15 3,10

Innovative capability - pioneer spirit 8 1,6 9 3,15 10 3 8 0,8 6 0,3 8,85
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1st Evaluation– Brand benefits 

 

2nd Evaluation– Brand benefits 

 

1

Fit with the 
company

W
Importance 
for future

W
Contribution 

to 
differentiation

W
Brand 
history

W Feasibility W Total

Weighting 20% 35% 30% 10% 5% 100%

Market leadership 4 1 6 2,1 10 3 4 0,4 4 0,2 6,50
Cross competences - 360° 
Know-how 8 2 9 3,2 7 2,1 6 0,6 8 0,4 7,85
Strong local presence 8 2 5 1,8 6 1,8 7 0,7 3 0,2 6,00

Highest quality 8 2 8 2,8 7 2,1 7 0,7 8 0,4 7,60
company-wide exceptional 
service 7 1 9 3,2 9 2,7 6 0,6 8 0,4 8,25

2

Fit with the 
company

W
Importance 
for future

W
Contribution 

to 
differentiation

W
Brand 
history

W Feasibility W Total

Weighting 20% 35% 30% 10% 5% 100%

Market leadership 4 0,8 5 1,75 10 3 5 0,5 6 0,3 6,35
Cross competences - 
360° Know-how 9 1,8 10 3,5 8 2,4 5 0,5 6 0,3 8,50
Strong local presence 9 1,8 8 2,8 8 2,4 9 0,9 8 0,4 8,30

Highest quality 8 1,6 10 3,5 7 2,1 6 0,6 7 0,35 8,15
company-wide 
exceptional service 4 0,8 8 2,8 5 1,5 2 0,2 5 0,25 5,55


