
We
are
experienced

We are spry.13.10.2224

Seit über 20 Jahren erzeugen 
wir Markenbilder. Unsere 
Erfahrung reicht vom Start-up 
bis zum Dax-Unternehmen, vom 
Medienhaus bis zum Tier-4-
Zulieferer, von national bis 
global, von Fachabteilung bis
CEO.



BMW 
Group

14.10.2225

� Strategische Begleitung 
des Corporate Brand 
Managements 
seit 2004
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Z.B. BMW 1er, 

BMW  3er, 

BMW  4er, 

BMW X3, etc.

Z.B. MINI One ,

MINI Clubman,

MINI Rocketman,

etc.

Z.B. MINI JCW, 

MINI JCW GP,

etc.

Z.B. Rolls-Royce 

Phantom, Rolls-

Royce Ghost, etc.
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BMW i Ventures

DriveNow GmbH

BMW i Ventures

BMW i Ventures

BMW Group 
DesignworksUSA

Eon, 
RWE u.A.
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MINI Driving Academy

BMW GROUP HOUSE OF BRANDS.

Z.B. BMW M3, 

BMW M5, 

BMW X5 M, 

etc.

Z.B. BMW i3, 

BMW i8

Z.B. BMW C, 

BMW F, 

BMW G, 

etc.

Business Mobility Consulting

Fleet Mobility Solutions

Corporate CarSharing (AlphaCity) E-

Mobility Solutions (AlphaElectric) Full

Operational Lease 
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DER BMW GROUP MARKENSTEUERUNGSPROZESS.

EIN PROZESS FÜR ALLE MARKEN.

.                **.                    *

Gehört mir

Gehört mir 

nicht

Marke

(2. Weg)

BMW Group

(1. Weg)

1. Besitzanteile

Wem „gehört“ 

die Marke?

Kooperation

2. Zuordnung

Unter welchem 

Absender erfolgt 

die Vermarktung?

Neue Marke

(2. Weg)

3. Profil

Was sind die 

zentralen strate-

gischen Inhalte?

4. Ausprägung

Welche Codes 

prägen die Marke 

(inkl. 

Ableitungen)?

5. Einordnung

Wie/Wo ordnet sich 

das Angebot in das 

Gesamtangebot ein?

6. Grundelemente

Welche Grundele-

mente kennzeichnen

Marke bzw. Angebot?

7. Freiheitsgrade

Welchen Gestal-

tungsfreiraum 

erhalten die 

Kontaktpunkte?

Fremdmarke

Koopera-

tionsmarke

Eigener Prozess

Eigener Prozess

Submarke

(2. Weg)

9. Vermittlung

Wie sichern wir 

die qualitative

Umsetzung?

8. Anweisungen

Welchen Regeln

folgt die mediale 

Anwendung? 

medien-neutral medien-spezifisch

Vorgeben Steuern Regeln Vermitteln

Marke Angebote
Kontakt-
punkte

Mehrmarkenauftritt

(3. Weg)

BB
4D
3D
2D

BB
4D
3D
2D

BB
4D
3D
2D

BB
4D
3D
2D

* Spezifische Gewichtung. ** Ausdifferenzierung der Hauptcodes.

Positioning NOW Services Strategy Development UD  |  19. May 2015 

accessible ease one step ahead 

Live NOWness!

BB-10  |   18 May 2016

ÜBERARBEITUNG DER 
BMW MARKENIDENTITÄT.
VORGEHENSWEISE UND STATUS.

Bau der BMW Welt, 2004 Markenentwicklung BMW i, 2009 BMW Group Angebotsstruktur, 2010 Prinzip „Brand Codes“, 2012

BMW Group Markensteuerungsprozess, 2013 BMW i Markenimplementierung, 2013 BMW Portfoliosteuerung, 2014 BMW Brand Book, 2015

BMW Welt Neukonzeption, 2015 BMW Group Markenarchitektur, 2016 NOW Markenpositionierung, 2017 BMW Markenidentität, 2019
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MINI DrivingDriving Academy

Z.B. BMW M3, 

BMW M5, 

BMW X5 M, 

etc.

Z.B. BMW i3, 

BMW i8

Z.B. BMW C, 

BMW F, 

BMW G, 

etc.

Business Mobility Consulting

Fleet Mobility Solutions

Corporate CarSharing (AlphaCity) E-

Mobility Solutions (AlphaElectric) Full

Operational Lease Operational Lease 
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DER BMW GROUP MARKENSTEUERUNGSPROZESS.

EIN PROZESS FÜR ALLE MARKEN.
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5. Einordnung
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* Spezifische Gewichtung. ** Ausdifferenzierung der Hauptcodes.

accessible ease one step ahead 

Live NOWness!

BB-10  |   18 May 2016

ÜBERARBEITUNG DER 
BMW MARKENIDENTITÄT.
VORGEHENSWEISE UND STATUS.

Bau der BMW Welt, 2004 Markenentwicklung BMW i, 2009 BMW Group Angebotsstruktur, 2010 Prinzip „Brand Codes“, 2012

BMW Group Markensteuerungsprozess, 2013 BMMMMMMW i Markenimplementierung, 2013 BMMMMMMW Portfoliosteuerung, 2014 BMMMMMMW Brand Book, 2015

BMW Welt Neukonzeption, 2015 BMW Group Markenarchitektur, 2016 NOW Markenpositionierung, 2017 BMW Markenidentität, 2019

We are spry.

z.B. 
Markenführung



ALDI SÜD
� Umfassende Analyse mit 

qualitativen Interviews auf 
allen Hierarchieebenen, 
Expertenbefragung, Research-
Begleitung qualitativ und 
quantitativ

� Szenarienentwicklung

� Positionierung

� Operationalisierung der Marke 
für den Verkauf, das Angebot, 
die Kommunikation

� Begleitung Corporate Design

� Entwicklung Corporate 
Language

14.10.2226 We are spry.We are spry.

z.B. 
Positionierung



Bosch
� Markenportfolioentwicklung

� Migrationsstrategie 

� Interne Kommunikation

� Launchplanung

� Konzeption und Durchführung 
und Markentrainings

14.10.2227 We are spry.We are spry.

z.B. 
Markenportfolio



MINI
� Markenpositionierung direkt 

nach Übernahme durch die 
BMW Group und Re-
Positionierungen im Laufe 
der Jahre

� Corporate Design Entwicklung 
und Weiterentwicklung

� Corporate Design 
Dokumentation in Print und 
Online 

� Corporate Design Schulungen 
für Agenturen

� Umsetzung von Print, Online, 
Event und Messe

13.10.2228

MINI Brand 
Identity Training
BB-30
25.11.13
Page 57

Mini brand design.
LET’S PLAY THE FRAME GAME!

The black background area is structured by at least one and, 
if no automobile is shown, no more than two frames. If two 
frames are used, they touch on at least one side.

DOWNTOWN AT NIGHT

z.B. 
Corporate Design

MINI Brand 
Identity Training
BB-30
25.11.13
Page 57

Mini brand design.
LET’S PLAY THE FRAME GAME!

The black background area is structured by at least one and, 
if no automobile is shown, no more than two frames. If two 
frames are used, they touch on at least one side.

DOWNTOWN AT NIGHT

We are spry.



We are spry.

� Konzeption und Umsetzung 
Strategie- und 
Changekommunikation

� Konzeption SOC-Event und 
mediale Verlängerung

� Ableitung einer neuen 
Markenpositionierung für die 
Signal Iduna

� Ableitung der Employer Brand 

� Markenarchitekturstrategie

� Konzeption und 
Implementierung eines 
umfassenden 
Markencontrollings

Signal
Iduna

14.10.2229

z.B. 
Changebegleitung



Porsche
� Entwicklung der Grund-

prinzipien für marken-
typisches Verhalten am POS

� Workshops zur Adaption an 
lokale Markte, Zusammen-
arbeit mit Disney Institute

� Begleitung und Durchführung 
internationaler Roll-Out

� Entwicklung von 
Umsetzungsmaßnahmen in 
Event, Film, Print, Digital

14.10.2230

17.02.21

Detailed Measures.
Internal Workshops.

© G&P Markenberatung. Unauthorized copying prohibited.Page 54

Porsche Brand …
Global co-creation process with defined 
pilot markets with the objective to create 
learnings for the worldwide roll-out.

17.02.21

Detailed Measures.
CX Trainings.

© G&P Markenberatung. Unauthorized copying prohibited.Page 55

Porsche Brand …

Train-the-Trainer 
Summit for markets.

10:09

Time to excite!
Take a minute to think about one of 

your current internal customers 
and how you can increase the 

relationship with him/her! 

START

Job role specific expert 
trainings incl. Online 
Coaching and Web-
based trainings.

6/78

Step 1
Print and cut out the Quiz 

Cards. Set up one Buzzer for 
each group  (optional).

BITE 1: QUIZ RACE

Step 2 
Divide the participants into 
two teams. Each group can 
create a group-name for the 

quiz.

Step 3 
Start asking the questions 
and assign the group to hit 
the buzzer when they know 

the answer. 

Step 4 

The one who first delivers 
the right answer gains a 

point for the team. Stop the 
time with your smartphone 

(optional). 

Step 5 

Ask all questions of the card 
deck and identify the 

winning group and take a 
group picture, respectively.

REINFORCE YOUR excite! KNOWLEDGE

Quizmaster

Group 1 Group 2

2/78

QUIZ RACE 

TRAINING BITES
SHORT AND IMPACTFUL

Short and impactful 
Training Bites to 
reinforce the excite! 
knowledge in meetings. 

17.02.21

Detailed Measures.
Customer Experience Sharing App.

© G&P Markenberatung. Unauthorized copying prohibited.Page 56

Porsche Brand …

… based on the defined Porsche 
Customer Service Framework to 
link directly to the brand values.

Recognition Tool for 
Leaders to acknowledge 
exceptional performance 
of their team members. 

Social Platform to share extra-
ordinary customer moments... 

Newsfeed layout and 
interactive tools such 
as Likes, Comments 
and Chat.

17.02.21

Detailed Measures.
CX Champion Program.

© G&P Markenberatung. Unauthorized copying prohibited.Page 57

Porsche Brand …

2

Become an excite! Champion and enjoy great benefits!

Be part of the global excite! community from Porsche
Share your experience and learn from other excite! champions 

Bonus: Add extra meaning to your work
Live the Common Purpose and help to make Porsche the world’s most customer-centric car brand 

Increase your visibility in the company
Spread your influence and boost your career

Gain additional expertise
Expand your knowledge beyond your job and acquire new skills 

Receive extra incentives
Take part in challenges, win great prizes and join excite! events 

3

1. Role model 
Communicate and behave based on 
excite! 

� Apply the excite! Customer Framework in 
your daily business

� Encourage others to apply excite! 

� Introduce new colleagues to excite!

3. Network
Exchange your learnings with other 
excite! Champions

� Be part of the global excite! Champion 
community

� Participate in the judging process of 
the excite! Award

2. Recognition
Actively look for Porsche Passion and 
recognize your colleagues

� Be actively engaged in sharing Porsche 
Passion on the excite! platform

� Use regular routines to communicate 
and recognize  (e.g. team meetings) 

4. Support
Take care of measures and tools of excite!

� Be the local contact person for anything 
concerning excite! (e.g. ordering new 
materials)

� Initiate excite! team challenges

� Be open for suggestions and 
improvements of excite!

The excite! Champion has four specific tasks

Establishing of the CX Champion in every 
subsidiary and dealership as a crucial role to 
sustain excite! / CX in the whole organization.

17.02.21

Detailed Measures.
Marketing Starter Kit.

© G&P Markenberatung. Unauthorized copying prohibited.Page 58

Porsche Brand …

Overview elements and packages – content of the package

9

Pocket Guide Toolbox

Participant’s Guide Trainer’s Guide

Notebook

Quick Guide

Stick

- Movie
- Q-Gate List (.xls) + description (.ppt)
- FAQ‘s
- Commitment wall template
- Welcome package participants
- Poster
- Management presentation + speech
- Training presentations
- Platform video talking points
- excite! score
- HR guideline
- Platform guide

Toolbox with communication 
material, note book, pocket 
guide etc. 

Digital tools with open 
files on USB Stick for 
market-specific 
adaptions (training 
documents, checklists, 
communication 
material etc.)

17.02.21

Detailed Measures.
Integration into Management Circles.

© G&P Markenberatung. Unauthorized copying prohibited.Page 60

Porsche Brand …

9/16

CONFIDENTIAL

���������
�	��
�����
��������������
��������

To make excite! a success we need YOU!
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Excellent e
mployer 

and busin
ess 

partn
er

Innovation and sustainable 

business practices

Excellent 

profita
bilit

y:

RoS > 15%

Value-
generating 

growth

Inspiring Customers with a 

unique product and brand 

experience

11

Visualization of the procedure for a GM of a PC 

Team objective :
Implement excite! at dealership level 

Individual key result (Karl):
Implement excite! in PC Düsseldorf 

Individual key results (Dealership):
Karl (GM) is accountable for: implement excite! at 
PC Düsseldorf
Ben (Sales Lead) is accountable for:
implement excite! in sales 
Marie (After Sales Lead) is accountable for: 
implement excite! in after sales 
Lisa (Operations) is accountable for: Integrate 
excite! in operations 

excite! Common Purpose: 

We create Porsche Passion by delivering 
customer experiences as legendary as the 
cars we build.

Objective for PAG 

Seamless, successful and sustainable 
implementation of excite! within PAG, 
subsidiaries and dealerships. 

How can I make 
myself and my team 
accountable and 
contribute to the 
team objective?

Team objective and individual key results

Implement excite! at dealership level 
Karl, 48, GM at PC Düsseldorf

EXEMPLARY

PAG
Subsidiary

Dealerships

PAG
Subsidiary

Strong C-level support through 
regular CX steering boards and 
management talks.

Accountability and 
measurability with defined KPIs 
and objectives for all levels.

We are spry.

z.B. 
Brand Behavior



BMW 
Group

We are spry.14.10.2231

� Betreuung verschiedener 
Evolutionsstufen des Brand 
and Customer Institutes über 
mehrere Jahre

� Design der Räume für 
BMW Group, BMW, MINI, 
Rolls-Royce

� Didaktische und inhaltliche 
Konzeption und Bespielung

� Entwicklung der Trainings-
programme und -module

� Durchführung von Trainings 
für Mitarbeiter und Agenturen 
u.A. zu Corporate Design, 
Retail Strategy

z.B. 
Implementierung



Vaillant
� Jährliche Vorbereitung, 

Datensammlung und 
–analyse des Brand 
Plannings

14.10.2232 We are spry.

z.B. 
Controlling


