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Our services

» Ad hoc research
Shopper insights and identification of the
relevant drivers for your market success.

» Brand Census®
Value-based brand management based
on the funnel model.

» Monetary brand valuation

With more than 20 years' valuation experience.

Pursuant to DIN ISO Standard 10668.

» Markenatlas®
Positioning of brands and target groups
in the value circle based on Schwartz.

» Quality Monitor
Measuring and optimising enterprise quality
from the point of view of customers and
employees.

About us

Since 1996, Konzept & Markt has
stood for the development and
implementation of tailored concepts
for market research.

Our core competence lies in driver
analyses (analyses of causes and
effects) for the core areas of
marketing: the customer and the
brand.

Our emphasis is upon providing
support for clients in these sectors:
geriatric care,

automobiles,

do-it-yourself,

financial services,

FMCG,

non-profit enterprises,

fashion,

the pharmaceuticals industry,
urban brands,

associations and

mail-order business.
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Core competencies
—

« Long-term market insights for retailers in the following industries
- Fashion
- Food
- Do-It-Yourself
- Pet Food
- Sports
- Online-business

« Decision-oriented understanding of information needs
- Consultancy for tailor-made data sourcing
- More than 30 years experience in market research
- High competency of statistical methods, like driver analyses

* High expertise of brand- and customer research
- More than 20 years experience in monetary brand valuation
- Value-based customer research — real time classification of customers
- Elaboration of customer personas
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Dr. Ottmar Franzen

Founder and managing director Konzept & Markt GmbH
market researcher BVM, management consultant BDU

Curriculum vitae

Study of economics and business administration at
the universities of Bielefeld and Géttingen

PhD at the University of Goéttingen

Manager, Link-Institut Luzern

Senior manager Customized Consumer Research at ACNielsen, Frankfurt

Founder and managing partner Konzept & Markt GmbH

Research- and consultancy focus

Monetary brand valuation

Brand controlling

Customer analysis

International market studies

Combination of qualitative and quantitative
market research

Statistical analyses and modelling

Drivers analyses

Numerous publications on brand valuation and
market research

KDNZEFT@MARKT

Practical experiences

Monetary valuation of brands like Blaupunkt, ISPO Sports,
Sparkasse, Sat 1,

International brand studies, e.g. Recaro Child Seats,
Silhouette glasses, city of Hamburg, Peek & Cloppenburg
Brand controlling for B2B target groups, e.g.

Deutsche Gesellschaft fur Qualitat DGQ

(German society for quality)

Deputy chairman in a DIN-ISO committee

Qualitative market research, e.g. for the brands Alpecin,
Bergader, Dextro, Chivers

Long-time lecturer at the universities of

Wiesbaden and Mainz
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Regqularly published market reports

BLACK-BOX
ONLINE-SHOPPING

POTENZIALE ERKENNEN —
KUNDEN GEWINNEN!

Reprasentativbefragung
in ausgewahiten
Branchen

Eine Studie von
Konzept & Markt GmbH,
Geisenheim / Wiesbaden

~ November 2014

ZIELGRUPPEN-SONDERSTUDIE

BAU- UND HEIMWERKERMARKTE 2015

HANDWERKERS
LIEBLINGE

Aktuelle, nationale

Handwerker-Befragung

Eine Gemeinschafisstudie von:

April 2015

TOPuops 208
SHOPS 2015

DEUTSCHLANDS BESTE MODEHANDLER
stationér

Reprasentative
Online-Befragung

Eine Gemeinschafisstudie von:

%, Konzept & Markt GmbH in Kooperation

mit der TextilWirtschaft

September 2015

MARKEN-MONITOR AGE BRANDS 2015

KATZENNAHRUNG MARKEN MIT POTENZIAL
2014 BEI BEST AGERN

MARKEN-MONITOR
SAATGUT 2013

Online-Studie Online-Studie Online-Befragung

von
Konzept & Markt GmbH in
Zusammenarbeit mit Dahne
Veriag GmbH

o September 2015

KONZEPT
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Background: Why values?

Value pyramid of Rokeach

Values control our behaviour
Values are stable

Values are an important Instrumental values
success indicator

By now, normally only
attitudes and Attitudes
bahavior have
been in
focus

of
consumer
bahavior.

Intentions to act

-
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Background: Why values?

Theory of planned behaviour (Ajzen): Values determine all aspects of
individual behaviour.

attitudes concerning

Team / collegues /

i individual
ceome N\ behaviour
-
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2 3 individual norm SN hehaviour
} '
e ,_
O >
S |
()
o

perceived
control
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Why values?

e Values are a fundamental universal theory.

e The concept of values was developed, to measure and explain the differences of
cultures: E.qg. differences between Germany and Israel (Shalom Schwartz).

e Values are cross-cultural, in priciple all humans have the same value concepts.
e But: the design of the values in detail varies.

e Theinquiry of values helps to understand and to describe these varieties.

e Value questions can be posed in every culture.

e Thus, every man can individually be described. There exists a value-DNA!

e 21 questions with 6 nuances result in 23 billion varieties!
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Value circle: Scientific basics

Value circle of Shalom Schwartz

. Understand
Schwartz characterizes a different people Nature
comprehensive landscape
of values.

help & care

Equalit yal & devote

. humble & modest

own decisions

: e : : & freedom
It is verified by intensive Creative

empirical research secure & safe

try new & behave properly
. ; . strong & safet
(ESS; 40.000 different things Tol ratitions
respondents, every have a good time follow Rules
two years) Fun & Pleasure
Adventures
& exiting life

show abilities, be Respect

Prof. Emeritus Shalom H. Schwartz admired
Sucess & from others
General " Publications ” Presentations || FPositions held Recognition be rich
Awards and honors

Phone: 972-2-5817892
Fax: 972-2-5817892
Email: msshasch@mscc.huji.ac.il

Office: Social sciences building 2517

Research: Human values, cultural similarities and differences

Teaching: Personal values and socially significant behavior, Cross-
cultural psychology
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Value circle: Scientific basics
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Value circle of Shalom Schwartz

. Understand
Schwartz characterizes a different people Nature
comprehensive landscape . help & care
p p Equalit yal & devote

of values. o humble & modest
own decisions

& freedom

It is verified by intensive Creative

empirical research
(ESS; 40.000
respondents, every
two years)

secure & safe
try new &
different things

have a good time follow Rules

Fun & Pleasure
Adventures
& exiting life

Tao da exciting things.

show abilities, be

. Respect
admired

Prof. Emeritus Shalom H. Schwartz from others

Sucess & _
Recognition be rich

General " Publications ” Presentations || Positions held

Awards and honors

Phone: 972-2-5817892
Fax: 972-2-5817892
Email: msshasch@mscc.huji.ac.il

Office: Social sciences building 2517

Research: Human values, cultural similarities and differences To be rich and powerful
Teaching: Personal values and socially significant behavior, Cross-
cultural psychology

To chsarve thenles
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Value Circle

The Value Circle by Konzept & Markt and the
University of Gottingen bases on 21 factors
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| Self-Enhancement |
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Value Circle

The Value Circle by Konzept & Markt and the
University of Gottingen bases on 21 factors

1. Value circle questions
Now please evaluate some general statements about yourself.

In the following you will see some people described. Please rate how similar the described person is to you.
Please use the scale above.

(Program: randomise items)

Not similarNot similarJUSt alittle Some Similar to Very
to me at bit similar similarity similar to
to me met
all to me to me me
e To this person it is important to develop new ideas and be
creative. She/he likes to do things in her/his own original O, O, O O, Os s

way.

e To this person it is important to be rich. She/he likes to have
a lot of money and possess expensive things.

e This person thinks that it is important that all humans in the
world should be treated equally. She/he believes that every O, O, O O, Os s
person should have equal chances in life.

e To this person it is important that she/he can show her/his

Dl Dz I:I3 D4 DS DG

skills. She/he likes other people to admire what she/he O, O, Os O, Os Os
does.

e To this person it is important to live in a secure
environment. She/he avoids everything that could put O, O, O O, Os e

her/his security at risk.

e This person likes surprises and is always looking for new
activities. She/he things that changes are important in life.

KDNZEFT@MARKT
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Value Circle

The Value Circle by Konzept & Markt and the University of
Gottingen delivers the basis of the value-based positioning of
individuals.

| Self-Transcendence

Environment

Fairness

Social responsibility Distribution of individuals
Loyalty in the value circle.
Modesty

Tolerance

Creativity

They represent e.g.

Autonomy Correctness

- buyers of brands

Adventure Rules - customers
[ Conservation - sales personnel
Variety Teadiion - team members
Fun Strong state
Pleasure

Safety

Respect

Success Capacities

| Self-Enhancement |
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Value Circle

The value circle differentiates four value types

[ Self-Transcendence |

“Prosocial people” are rather reserved and

_ o modest. They are loyal and help others, be it
Sacial responsibility friends or strangers. They feel bound to their
traditions. They tend to have lower income and
education levels.

Environment

Fairness

Tolerance

Creativity

“Safety oriented people” want to be respected
.-y and expect others to do as they are told. They try
Autonomy Noad/, / i Correctness to behave correctly at all imes and to avoid

- s : things others might see as false. They have a
Adventure Tolerant Prosocial high income and education level.

people people Rules
Openness I

i “Hedonistic people” like surprises and
|_Conservation | continuously try their hand at new activities,
because they believe change to be important.

Variety it ! - .
Hedgz;s;:‘; Tradition They often treat themselves to something and
prefer things that give them pleasure. They stand
F for a medium to higher income and education
un Strong state level
Pleasure “Tolerant people” like to develop creative

Safety ideas. They often do unconventional things

Richness Respect because they want to be free and independent

from others. At the same time it is important to
Success Capacities them to listen to others and to understand these
people’s otherness. They have a moderate
| Self-Enhancement | education and income level.
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Brand position in the Value Circle

[ Self-Transcendence

Environment

Fairness

Social responsibili
Tolerance P v

Creativity

Autonomy Correctness
O Wolf-Garten

Adventure Rules

o Alpina [ Conservation ]
Fischer &@ Karcher
Variety Black& Tradition
Deckero O O Gardena
Metabo O? O BOSCh
Fun Wiirth Velux Strong state
Pleasure

Safety

Richness Respect

Success Capacities

[  Self-Enhancement |

Source: Konzept & Markt; Bau- und Heimwerkermaérkte 2014
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Distribution of the value types

Aware
(n=1.549)

1/—\\
WOLF v éarten

DNV A

Likeable
(n=1.204)

ALL RESPONDENTS

Tolerant Prosocial

people people User
(n=641)

Safety
oriented
Hedonistic people
| people

Source: Konzept & Markt; Bau- und Heimwerkermaérkte 2014
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How do the value profiles change in the life cycle?

With rising age the share of people with pro social values increases!

18 to 29 years 30 to 49 years

7%

26%

49%

50 to 64 years 65 years and more

15%

B Pro social [ safety oriented 3%

. Hedonists . Tolerant
11%
47%

Source: ESS 18%

27%
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Value types in the customer base of Peek & Cloppenburg

Population
(n=14.277)

Tolerant Pro social
persons persons

25% 25%

22% 28%
Hedonistic ° :
ersons Safety oriented
P persons

Customer base of P&C

(n=604)
Pro social
persons
0,
Tolerant 15%
persons
39%
13%
Safety oriented
persons

33%
Hedonistic
persons
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Value types in the customer base of Peek & Cloppenburg

[ Self-Transcendence

Environment

Fairness

Social responsibili
Tolerance P v

Different departments are
preferred by different value types
of customers.

Creativity

. . \
evening dress

off-the-peg suits

O designer labels

Autonomy

The sales personnel should be
recruited corresponding to the

Adventure Y Rules
Customers P&C o | Conservation | value types of the Customers.
Variety o . Coats Tradition
casual fashion
Fun Strong state
Pleasure

Safety
Richness Respect

Success Capacities

| Self-Enhancement |
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Value Circle

The value circle differentiates four value types

[ Self-Transcendence |

Environment

Fairness

Social responsibili
Tolerance P v

Value types of the opposite
Creativity sectors do not harmonize!
The recruiting of sales staff
of the same value type or

Autonomy

Adventure Tolerant | Prosocial Fules adjacent value sectors avoids
NN | _ latent conflict potential.
}» [ Conservation ]
varety Hedanl ¢ N Tradition E.g. a hedonistic sales person
harmonizes with
Fun Strong state - hedonistic clients

- safety oriented clients
- tolerant clients

Pleasure Safety

Richness

: - |
Success Capacities but not with pro social clients!

[  Self-Enhancement |
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Value types in the customer base of Peek & Cloppenburg

Our hedonistic sales man should
not work in the off-the-peg suits
department!

[ Self-Transcendence

Environment

Fairness Social responsibility

Tolerance

Creativity

O .
evening dress

Oﬁ-the-peg suits Correctness
O designer labels

Autonomy

Adventure ® Rules
Customers P&C © |_Conservation |
Variety o ) Coats Tradition
casual fashion
Fun Strong state
Pleasure

Safety

Richness Respect

Success Capacities

| Self-Enhancement |
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The Value App: Real time location of applicants
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The Value App: Does the applicant enrich the sales team?

KMGO Auswertungen Logout

& Mandant 01
& Wenekreis Stern
Team 01

0 Team 02

= Team-03
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3-TN-11
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Daten akiualisieren
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The Value App

KMGO  Auswertungen

& Mandant 01

O Team 01

O Team 02

& Team-03
El 3-TN-10
B 3-TN-11
3-TN-12
E 3-TN-19
3-TN-9

O Team 04

Daten aktualisieren

Logout
Wertekreis Stern
U It
Chancengleichheit méve Farsomge
Toleranz 5 Loyalitat
Kreativitat 4 Bescheidenheit
~
S 3

Autonomie 4 ¥ A ¥ Komre kheit

L
Abenteuer ¢ : * y Regeln

[ I
. +

Abwechdung % - 3 A Tradition

\ x ] |
SpaR} Starken Staa

’ *
b v
Genuss | )’ Sicherheit
-
Reichtum - Regpekt
Erfolg Fahigkeiten

KONZEF‘T@MARKT

VALUE BASED TEAM BUILDING - PAGE 29



Summary

e Values determine our attitudes and our behaviour in along term.
e Values are very stable and can‘t nearly be changed.

e There are four basic value types: Pro social, safety oriented, hedonistic and
tolerant.

e People will harmony best, if they work with the same value type or a
neighbourhood value type. Opposite value types do not cooperate well. Further
they have difficulties to find a common language.

e Thus, individual values should be regarded during a recruiting or a team building
process.

e Areal time value measurement like the “Value App” helps to pre-select the
right applicants for a team or a sales responsibility.
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MARKEMARTIKEL 10/2012

Kundenbediirfnisse
erkennen und hedienen

Ist cine Marke gut gefiihrt, konnen ihr Wirtschattskrisen kaum
etwas anhaben. Ist die Marke jedoch bereits ausgehéhlt und
versteht es nicht mehr richtig, ihre Kunden zu bedienen, ist eine
solche Krise oft der letzte Auslaser fiir ihren Untergang.

SCHON IMALTERTUM wurden von Handwerkern oder in
Manufakturen hergestellte Waren mit cinem Zeichen
des Absenders markiert. Weitere beruhmre Waren-
acichen haben ihren Ursprung im 18. und 19, Jahr-
hundert. In dieser Zeit wurden die Mirkte mit einem
neven Phianomen konfrontiert: Dic Entfernungen ewi-
schen Produktionsort und Konsumort wurden ru-
nehmend groBer. Nicht mehr der Erzeuger in sciner
Person, sondern cin zunachst anonymer Absender ver-
bargte sich fiir die Qualitat der Ware. Traditionsmar-
ken wie Meissener Porzellan, Maggi, Odol oder Persil

konen wie Nokia geraten ins Wanken, wenn sie es
nicht schaffen, ihre fuhrende Position auch in neuen
Technologien erfolgreich zu behaupten.

Ende der 60er-Jahre war Opel dic crfolgreichste Marke
im deutschen Automarkt, weil sic mit immer neven und
innovativen Produkten wie mit cinem Opel GT ader
cinem FS-starken Commodore neve Bediirfnisse be-
diente. Der Opel Commodore setzte cinen Trend, denn
es wurde das unauffillige Design des Opel Rekord mit
cinem kriftigen Sechszylinder-Motor verkntpft. Da-
mit war ctwas viillig Neues moglich: Understatement.

damals, Wirt-
schaftskrisen und wechselnde Eigentumer.

Marke ist essentiell fiir Unternehmenswert

Eine Marke zu haben, wurde wichtig. Diesc Erkenntnis
hat nicht zuletzt in Krisenzeiten mehr denn je.

Der Forthestand des Untemnehmens, mithin scin Wert,
ist an die Wertschitzung der Marke gekoppelt und ib-
rer Fahigkeit, dicse daverhaft zu erhalten

Dias Anschen und das Vertrauen der Nachfrager in die
Marke bestimmen das Ertragspotenzial cines Unter-
nchmens und rechtfertigen letztlich dessen Unternch-
menswert. Damit wird der Gegenwert cines Unter-
nehmens losgeldst von Produktionskapazititen. Diese
konnen global akquiriert und bereitgestellt werden.
Starke Marken sichern so das Unternehumen, denn sie
erlauben es, hohere Preise zu verlangen als der Wert-
bewerb, stabilisieren die Nachfrage und nutzen die
bisherigen Marketing-Investitionen fur die Zukunft.

Herausfordernde technologische Veranderung

Starke Marken konnen aber plotzlich ihre Wert-
schatzung bei den Nachiragern verlieren, wenn sic
die Bedarfnisse ihrer Kundschaft nicht mehr tref-
fen. Oftmals verursachen technologische Springe
cine schnell nachlassende Bindung zur Marke, ins-
besondere dann, wenn das sie Unter-

gen hatte damals mit dem technischen Ein-
heitskonzept Kafer und dem Boxer-Heckmotor bei
schwachlicher Motorisierung das Nachsehen. Eine
bedenkliche, ja existenzbedrohende Krise war fur die
Wolfsburger in den frohen 70er-Jahren die Folge.
Marken geraten also in Krisen, wenn sic nicht Schritt
halten mit den Bedirfissen ihrer Kunden. Erfolg-
reiche Marken wie Mercedes, Maggi oder Nivea ha-
ben mehrere Wirtschaftskrisen und Weltk riege tber-
standen. Andere chemalige Marktfuhrer wic Grundig,
NSU oder Dortmunder Union gericten dahingegen -
mcist selbst verursacht - ins Trudeln und sind dabei
{fast) untergegangen.

Far das langfristige Uberdauern einer Marke ist dem-
nach weniger ihre Starke bedeursam, sondern viel-
mehr einc klare Positionierung und ein cindeutiges Be-
kenntnis zum Kundennutzen. Wer nicht auf dic sich
wandelnden Bedurfnisse der Kunden reagiers, veslierr.
Kodak ist hier ein gutes Beispicl. Der Hersteller ist ci-
gentlich der Erfinder der digitalen Fotografie, hat aber
die Wechselbercitschaft der Anwender auf diese neue
Technologic unterschatzt. Als Folge wurde cin boo-
mender Marke zu spat adaquat bedient. Und viellcicht
wolltc man auch nicht dem angestammten Geschaft

nehmen nicht mehr Schrite haleen kann. Markeni-

mit Filmen schaden, in dem man ja
der Markefuhrer war.
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Kontakt

Konzept & Markt GmbH

Dr. Ottmar Franzen
Bischof-Blum-Platz 2

65366 Geisenheim / Rheingau
@++ 496722 75034 11

=++ 49 6722 75034 19

franzen@konzept-und-markt.com

Mehr unter

www.markenbewertung.de oder

www.konzept-und-markt.com
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