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Editorial
German industry enjoys a stellar international 
reputation. The collective brand “Made in Germany” 
is often still able to fend off global competition 
and has contributed signifi cantly to the German 
industrial sector’s decades-long success story. 
Companies that advertise their products as “Made 
in Germany” can still benefi t from added trust. 
Until now, German industrial companies generally 
saw little need to invest in their own brands. 
And their success justifi ed this view.

But Germany’s industrial sector has struggled with 
the deep, complex paradigm shift we’re currently 
going through: the pandemic, a global change in 
values, the digital revolution, hyper-competition. 
The transformations that are needed are pro-
ceeding at a sluggish pace. The collective brand 
“Made in Germany” is in danger of becoming 
“Late in Germany.” For many years, Jung von Matt 
and McKinsey & Company have observed industri-
al companies failing to adequately utilize their 
brands’ potential, despite brands being one of the 

strongest tools to drive transformation. These 
companies are often completely unaware of the 
benefi ts of strong brands.

This prompted us to conduct a study on the cur-
rent situation: How are German industrial compa-
nies doing? What role does branding play at these 
companies? And what adjustments need to be 
made to maintain the strength of the “Made in 
Germany” brand, transfer it to companies’ own 
brands, and use it to drive transformation in these 
companies? 

In our study, we interviewed marketing and brand 
managers from a range of B2B industries. We 
also included facts and fi gures from previous 
studies to give as complete a snapshot of German 
industrial brands as possible.

The result is a dossier that examines the role of 
brands in professional buying decisions and the 
ways in which the coronavirus pandemic, digitali-
zation, and geopolitical turbulence have affected 
market conditions. It also includes interviews with 
leading experts who have extensive experience 
with industrial brands.

The aim of this dossier is not only to provide a 
profound analysis, but also to offer solutions. 
It includes specifi c suggestions on how change 
might get started and how brands can be 
harnessed to help companies transform.
We hope this will make a positive contribution 
to Germany’s industrial sector and that you fi nd 
it an informative, illuminating read.

Andreas Ernst, Sascha Lehmann,
Partner, Jung von Matt Partner, McKinsey
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Chapter 1
–
What industrial brands are
Essence, impact, trust.
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Essence
What is a brand? It’s the totality of all our ideas about a company 
and the experiences we have with that company across all touchpoints.

A brand’s key function is to positively infl uence buying decisions. It also 
needs to articulate an appealing vision that motivates employees and 
helps attract them to the company, that gives direction to the company’s 
development, and that adds value to the company.

And how about industrial brands? On our defi nition, industrial brands and 
the industrial companies they represent have three distinctive features:

1.  They signify the development, production, and distribution of complex 
products and services, usually ones that are technical or technology-
driven in nature. 

2.  Their focus is entirely, or at least predominantly, B2B. The main target 
groups are professional decision makers at the company’s clients, 
the company’s own workforce, potential new employees, and in some 
cases private consumers.

3.  Industrial brands represent international companies of a certain size 
whose success depends in part on public opinion. Depending on 
company type and sector, brands can also be an investor relations 
tool and a way to manage the company’s reputation among politicians 
and government agencies.

6



Impact
Industrial brands deliver value to their company. Their positive effects on 
profits are substantial, diverse, and measurable across all industries. 

Back in 2012, a study by McKinsey (which has subsequently been regularly 
updated) analyzed brands’ marked impact on professional buying decisions. 
A survey of 100 global B2B businesses found a clear correlation between 
brand strength and EBIT (companies with strong brands have profits up to 
20% higher than those with weak ones) and identified the specific impact 
of industrial brands on companies’ performance:

1.  Reduced complexity: Brands simplify purchases by aggregating infor- 
mation for decision makers. This applies to brands in general but is 
especially relevant in the B2B sector, where there are complex products 
and buying decisions. 

2.  Reputation transfer: Brands give companies and products a positive 
image, which business partners can take advantage of to bolster their 
own image, too.

3.  Reduced risk: Brands reduce the risk of B2B purchasing and manage- 
ment decision makers making the wrong decision – and so prevent 
negative consequences for the decision makers themselves.

The study found that the last point is especially crucial. So in the following 
we’ll look at it in more detail.

Companies with strong brands have profits  
up to 20% higher than those with weak ones
EBIT margin of listed companies, broken down by expert  
perceptions of brand strength.
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“Fear of litigation and accountability has 
developed defensive decision making into 
an art. It’s the modern art of self-defense 
at the cost of the company.”

Gerd Gigerenzer, Max Planck Institute for Human Development.

Trust
There’s a famous saying in business: “Nobody ever got fi red for buying 
IBM.” This means that people whose job it is to make buying decisions 
are guided by what’s good for their company – but also by how the 
decisions will impact their own career.

Behavioral studies have shown that buying decisions aren’t just based on 
facts, but are also strongly affected by emotions and impulses. German 
industrial companies, however, continue to cling to the myth of purely 
fact-based buying decisions. This myth rests on the supposition that 
professional purchasers and decision makers don’t expect any personal 
benefi t from their purchases and so can decide purely rationally. Behav-
ioral research, however, reveals that half of all professional purchases 
are made on an intuitive basis.

Even the professionalisation of purchasing processes can’t prevent this. 
Despite highly standardized, regulated tendering procedures that divide 
tasks between multiple individuals, and despite the use of comprehensive 
benchmarking and price comparison processes, brands remain an enor-
mously important purchasing criterion even or especially in the B2B 
sector, as they reduce complexity and offer an intuitive promise of quality, 
reputation, and assurance to the decision maker. 

Decision makers, often unconsciously, adopt two different perspectives. 
First, of course, their company’s perspective: Which of the options is best 
for the company? But also a personal perspective: Which option benefi ts 
me personally? For example: Which option minimizes risk both for the 
company and for me as the decision maker?

In short: Trust sells. Someone who wants to make a safe choice for their 
company and for their own sake will buy IBM. That’s the most important 
quality of a strong industrial brand.

G
er

d 
G

ig
er

en
ze

r, 
R

is
k 

S
av

vy
, 2

0
15

8



Mr. Brummer, in many industrial companies the 
brand is mere surface rather than fundamental 
core. Is that true at Rexroth, too? 

Not at all. Our brand has a clear vision and posi-
tioning that set it apart. It’s actively embraced 
throughout the company, with the brand always 
playing a key role right from the start of inno-
vation projects. So the opposite is true for us.

Your company also acquires other companies 
and start-ups. How can these companies be 
integrated with the central brand?

When we make investments, we always ask 
ourselves whether the company that is to be 
integrated is a good fi t for our brand and how 
the new capabilities can be incorporated into 
our brand vision.

How is the Rexroth brand organized within the 
parent company Bosch?

The central brand management team sets guiding 
principles for the business units’ marketing. 
We work closely with Bosch and operate within 
strategically developed structures. Branding 
is dealt with at the highest level, and we report 
direct to the board of management.

What plans do you have for the brand in the 
coming years? 

The aim is to establish our brand across all digital 
touchpoints. Marketing automation and data will 
also play a big role. The key question we’re trying 
to answer is: “How can we persuade customers 
to become sales leads?”

Bosch Rexroth interview –
Tobias Brummer is Head of Brand Communications at Bosch Rexroth. 
He believes the biggest challenge is to keep developing a brand both 
internally and externally in the face of constant change.
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Chapter 2
–
Problems in German industry
A sobering assessment of the status quo.
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Assessment of importance of brands at  
different stages of the buying decision process

 Purchase decision makers¹  Marketing managers²

Lack of self-confidence
Industrial companies underestimate their brands’ influence on their  
own success. But the evidence is clear: Brands affect the entire  
buying decision process, from the preliminary stages right through  
to customer retention.

Strong brands attract attention and inquiries from potential customers. 
The marketing and brand managers from industrial companies who  
participated in our survey agreed that brands are the key driver for being 
invited to participate in tenders, which in turn opens up the potential to 
acquire new business.

However, they believe that further into the buying decision process,  
marketing and branding are less important. They ranked “Brand” as only 
the fifth most important factor for the final decision, behind “Product  
quality,” “Service,” “Reliability,” and “Price.” In their view, almost everything  
is more important than the company’s brand: It apparently serves merely  
to open the door, separate from the actual buying decision process.

But customers of industrial companies see things differently. In 2019, 
McKinsey surveyed 500 industry decision makers in five countries about 
their buying behavior. Based on brand perceptions and buying decisions, 
the study evaluated the importance of branding and other factors at 
various stages of the process. It found that a company’s brand is the 
central driver both for being invited to participate in tenders and for the 
all-important first purchase. It’s also crucial for customer retention.

If you compare our current study with the 2019 one, it becomes clear that 
brand managers at industrial companies underestimate both the impact  
of brands on their companies’ performance and the potential that they  
and their department possess. 

Brand  
and reputation

Customer focus and 
reliability

Processes  
and services

Products  
and quality

Value  
for money

Geographical  
proximity

Invitations  
to tender

100
100

69
98

69
63

84
62

64
61

31
57

Awarding of  
first contract

86
100

74
90

66
50

100
56

96
30

39
11

Becoming  
main supplier

57
70

81
79

82
89

100
83

66
100

39
57
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Lack of attention
Senior executives at industrial companies only rarely deal directly with 
their brands. Responsibility is delegated to lower levels of the company, 
often the sales department. As a result, branding is rarely truly integrat- 
ed into the organization.

Brands, brand strategy, and brand communications receive little attention 
at senior levels in most industrial companies. If bosses turn their focus to 
their company’s brand, it’s often only as a one-off, as a quick fix – without 
getting to the heart of the matter. Executive boards will occasionally talk 
about the logo, as a change from talking about products, financial figures, 
and supply chains. But they won’t discuss the brand’s strategic significance 
for the company’s performance.

In half of the respondents’ companies, the executive boards only deal with 
branding issues once a year or less. Around a third of boards do so once 
per quarter. Only at around a fifth of companies is branding a regular topic 
on the board’s agenda. This lack of attention at top levels has consequences:

1.  Respondents from marketing departments rarely described collaboration 
with other departments as close. 

2.  Where there is a separate department for branding (and not just for 
corporate design), it is only minimally integrated into the company. 

3.  Brand managers can only get out of this situation with difficulty.  
A lack of attention translates into a lack of resources, and effective 
brand management becomes impossible.

How often branding issues are  
discussed by the executive board

8%

46%

17%

29%
QuarterlyMax. once  

per year

No response
Min. once 
per month
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Dr. Beck, you’re responsible for brand manage-
ment at one of Europe’s largest logistics 
companies. What role does branding play for 
your company’s executive board?

Most discussions at board level revolve around 
the quality and reliability of our logistics services. 
The better the quality, the more favorable the 
perceptions of the brand. There’s no awareness 
that marketing and communications can make 
a difference in our industry, too. I’ve stepped up 
to change that.

Your position has been restructured, with 
marketing now split from sales. What impact 
has that had?

Marketing and sales are like a left and right 
shoe, you need them both to be successful. 
The restructuring, with separate board members 
heading up the two areas, is intended to shift 
the focus away from just drumming up sales to 
creating new brand experiences.

What are the components of this brand 
experience? 

There’s currently a historic window for rail freight 
in Germany, as it has an essential role to play in 
the climate transition. So we’re making heavy use 
of social media and attention-grabbing formats 
like emotive TV/YouTube ads that give the brand 
an eco-friendly face. Innovative services like 
link2rail, which allows freight cars to be booked 
online, also help shape the character of our brand.

Does your brand, in turn, also have an impact 
on service innovations? 

I’d love to be able to talk about our vision for the 
future, but as things currently stand, although 
our brand conveys more than just a name, it 
isn’t a byword for innovation and transformation, 
nor does it arouse feelings of connection and 
togetherness like, say, Lufthansa does.

DB Cargo interview–
Dr. Martell Beck is Head of Marketing at DB Cargo. Before that, he was Head of Sales, Marketing, and 
Digitalization at BVG (Berlin’s public transportation operator). The move from transporting people 
to transporting goods has presented him with new challenges – including in terms of branding. 
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Lack of resources
In German industrial companies, branding is still significantly  
underfunded. And there’s no sign of that changing.

Although, as discussed above, the respondents from industrial companies 
in our study do at least believe their brands play a key role in acquiring new 
customers and staff, their companies invest little money in this potentially 
valuable tool.

The German Federal Association of Industry Communication (bvik) calcu-
lates that the average German industrial company has a marketing budget 
equivalent to just 0.5% of revenue. The average among the respondents in 
our study was around 2%, though with significant variation. Most respond-
ents are not expecting marketing budgets to rise and so are not expecting 
increased use of brands as a tool in the industrial sector.

The low budgets are often attributable to the lack of transparency about 
the return on investment in brands and the impact on KPIs, in particular 
over the longer term. If you can’t demonstrate that marketing spend 
significantly contributes to a company’s performance, you’ll struggle to 
make your case when budgets are up for discussion.

We maintain that the financial resources provided to marketing depart- 
ments in the industrial sector are drastically out of proportion to the 
valuable contribution that brands can make to companies’ performance. 
Both the marketing departments are challenged to prove their value 
proposition more clearly. But budget decision makers must also show  
more courage for the brand if the ROI cannot be precisely calculated in 
advance in the business case.

Comparison of average spend:  
industry vs. consumer marketing
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B2B marketing 
budgets according 
to the Federal 
Association

B2C marketing 
budgets for 
comparison

B2B marketing 
budgets according 
to our study

0.5%

0.5%–5%

5%–15%
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German SMEs’ biggest concerns in 2021.

Lack of fundamentals
In the face of global hyper-competition, many sectors have embraced 
strong brands and engaging marketing communications as key tools  
to success – but German industry is not among them.

Despite neglecting their brands, German industrial companies are contin- 
uing to grow steadily. And despite the pandemic, order volumes remain 
healthy; a survey of SMEs in spring 2021 found that it’s not demand  
or competition that are rated as the biggest risks but a lack of skilled 
workers and rising commodity, material, and transport costs.

The COVID-19 crisis has shown that investing in sales, marketing, and 
branding makes a lot of sense when things are tough. For instance, the 
pandemic has forced many companies to digitalize their traditional market- 
ing tools due to B2B fairs and congresses being cancelled.

But there still hasn’t been any radical change in mindset. Why, after all, 
would there need to be? Highly specialized industrial SMEs from Germany 
are often global market leaders, and their products are in high demand. 
The “Made in Germany” label, we might think, still works.

Germany’s edge is melting away, however. Integrated brand and product 
experiences are becoming increasingly critical to value creation. At the 
same time, there’s growing competition, with cheaper and new, innovative 
alternatives coming from the USA and Asia. It’s uncertain that the “Made  
in Germany” label will be enough in the future to withstand the global 
battle for attention.
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73%
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50%
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Chapter 3
–
New needs in a changing world
Some constructive predictions.

16



“If we want things to stay as they are, 
things will have to change.”

Giuseppe Tomasi di Lampedusa, The Leopard 

The VUCA world 
and what it will mean
Industrial companies are facing a future fi lled with opportunities 
and risks. The VUCA model helps to describe this new status quo.

VUCA stands for volatility, uncertainty, complexity, and ambiguity. The 
concept, developed by the US military during the Cold War, describes a 
world where there are few certainties and no easy decisions.

In the pandemic, several global trends attained critical mass: the environ-
mental and commodity crisis, digitalization and technicization, changing 
values, geopolitical shifts. The 2020s are set to be a period of upheaval 
that will pose great challenges for politics, society, and business. 

German industrial companies must navigate increasingly intense global 
competition over innovations, customers, and contracts, over prices, 
materials, and skilled workers. Customers and employees in all industry 
sectors now expect agile approaches and integrated product and service 
experiences. All market stakeholders now also expect higher standards 
of social responsibility and sustainability.

If brands want to provide real value for their companies, they need to 
formulate attractive visions and create enduring brand experiences that 
give them a competitive edge over other brands and help to attract 
customers. In short: In the VUCA world, brands are far more important 
for the industrial sector.

17



Brands as vehicles of transformation
Brands can be a crucial tool for successfully navigating the VUCA world. 
They formulate a company’s vision and mission, and serve as a compass 
in times of complex change.

The challenges of the VUCA world confront companies with a complex 
array of changes. Transforming a product portfolio, for instance, will mean 
a company needs to hire new skilled workers, followed by work to re-
establish acceptance and trust. Sustainability strategies almost always 
entail disruption across all departments and processes as well as requiring 
a completely new auditing system. A strong brand vision can help compa-
nies navigate these profound changes, in three different directions:

1.  Inwards: The brand fosters motivation and cohesion, creates synergies 
between different business units, and helps secure acceptance for 
decisions with weighty consequences. 

2.  Outwards: The brand marks all the company’s touchpoints and helps 
it to sell new services and attract customers and employees. 

3.  Forwards: The brand functions as a guiding vision for the company’s 
attitudes on social issues, its working culture, and the development 
of new products.

Let’s take the “Like A Bosch” campaign as an example. Bosch’s main aim 
was to build trust in the innovative IoT concept both internally and externally. 
But there was a bigger vision behind the campaign. Almost all business 
units now use the brand platform, which embodies Bosch’s aspiration to 
constantly innovate and has transformed the spirit of the company. For 
staff and customers alike, “Like A Bosch” came to symbolize the mission 
of transforming from a traditional company to a global tech player.

A strong brand vision can help companies 
navigate challenges in three diff erent directions:
inwards, outwards, and forwards.

18
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Five reasons to start 
creating stronger 
industrial brands

3.
Keeping order 
books healthy. 

Success today doesn’t guarantee 
success tomorrow. So investing in 
brands is always also a crucial invest-
ment in the future, since a strong 
brand can transfer its reputation 
and the trust people place in it to the 
products and services of tomorrow.

1.
Shortage of 
(skilled) workers. 

When it comes to recruiting new 
workers (which, incidentally, is the 
second-biggest challenge for German 
SMEs), a strong brand can play a 
key part by making the company 
attractive in the face of global com-
petition for talented employees.

4.
Digitalization 
and automation. 

Digitalization is a key challenge 
for the industrial sector and SMEs. 
The pandemic has shown the 
great potential of digital sales and 
marketing.

2.
Mergers 
and acquisitions. 

As many as 60% of SMEs have plans 
to acquire competitors. Before these 
plans can be implemented, there are 
some key questions about branding 
that need to be answered, concerning 
issues such as naming, the portfolio, 
positioning, and potentially the transfer 
of customers and staff to a different 
brand.

5.
Environmental 
and social attitudes. 

Companies need to be mindful of 
changes in society and take respon-
sibility for the environment. Clients, 
consumers, and employees expect 
brands to have a clear stance on 
issues like sustainability and diversity.
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Mr. Weghorst, Lenzing seems to attach much 
greater importance to its branding than other 
B2B companies. How come?

We realized that the competition are catching 
up in technological terms. To help us retain a 
distinctive profi le over the longer term, we are 
building and developing our brand with our 
suppliers (clothing manufacturers), retailers, 
and end consumers.

What impact has the COVID-19 pandemic had 
on the industrial sector and your company?

Needless to say, our sector has been hit hard by 
the pandemic. One example is the sharp drop 
in textile sales due to store closures. However, 
there have been some positive changes, too. 
Consumers are now far more conscious about 
the products they buy, which is fueling demand 
for sustainable textiles.

Can sustainability really make a difference 
on the mass market?

Sustainability isn’t yet a top three criterion 
when buying clothes, but that could change 
in the medium term; the market has changed 
and will continue to do so. Sustainability and 
ethical factors are especially important for 
younger consumers.

What role will Lenzing play on the 
sustainability front in the future?

Generally speaking, the fashion industry isn’t a 
trailblazer on sustainability issues. We’re trying 
to have a positive impact on the industry. But 
to really change things, we need to collaborate 
with lots of other companies. That’s the only 
way to raise awareness and dispel myths about 
the quality and style of eco-friendly clothing.

Lenzing interview–
Harold Weghorst is Global VP Marketing and Branding at the textile manufacturer 
Lenzing. His company sells a wide range of fashion and textile products as well as 
hygiene products and packaging.
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Chapter 4
–
Brands as a compass
The potential of brands inwards, outwards, and forwards. 
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Looking outwards: to customers
Before the pandemic, the industrial sector primarily understood digital- 
ization as a technical requirement. But it has since become clear that one  
of the main ways that digitalization can add value is by creating new 
touchpoints and connecting a company’s stakeholders in myriad ways.

Although new service and sales solutions were born of necessity during 
the pandemic, it looks like they’re going to be more than just stopgap 
measures: In a recent McKinsey survey of B2B decision makers, 89% of 
respondents said they wanted to keep new digital applications after the 
pandemic. On the customer side, 71% said they prefer digital contact 
points during the evaluation phase, and 79% prefer it for the ordering 
process.

Nowadays, most customer touchpoints with companies are virtual. They 
form part of the digital brand experience. These interactions generate  
data that companies can use to better understand their customers’ needs 
and behaviors: The digital economy puts people at the center. And digital 
interfaces are becoming an integral aspect of brands and sales.

For industrial brands, that means the digital customer journey has become  
a critical success factor in the “New Normal.” In the future, companies that 
neglect digital touchpoints, communications, and brand experiences will  
find themselves falling behind.

S
ou

rc
e:

 M
cK

in
se

y,
 2

02
0

Perceived likelihood  
that new digital methods 
will be retained 

Preferred way of  
contacting sales team 
during preliminary  
phase

80%
89%

36%

43%

23%

48%

29% 21%

 April 2020 August 2020 Research Ordering

 Remote   Self-service  personal contact
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Mr. Krings, in our survey you said that brands 
have become more important in the post-
purchase phase than before. Why?

Recently, new technologies have made it easier 
for us to connect with our customers. For 
instance, MyKWS is a digital brand world that 
creates lots of touchpoints throughout the 
year and helps to foster loyalty.

What contribution does MyKWS make exactly?

It all started out with a few touchpoints. Now 
it uses satellite-based analysis and product 
information to help our customers select the 
right seeds and improve their yield effi ciency. 
MyKWS delivers value for them on a daily basis.

What motivated KWS to establish a digital 
ecosystem of this kind? 

Five years ago, it would have been inconceivable. 
But in the intervening period, it came to the point 
where there was no alternative but to introduce 
a new corporate strategy for all business units, 
coinciding with a generational shift among our 
customers. They now have very different needs, 
which we are attempting to cater to.

How big a part does it play in the overall 
brand image?

Brand experience and communications need to 
go hand in hand. That includes our end consum-
ers’ indirect expectations in the supermarket, 
which feed into our communications with farmers. 
Throughout this process, we strive to deliver 
good storytelling both internally and externally.

KWS interview –
Stephan Krings is CMO at the seed producer KWS, which has evolved from 
a conventional supplier to a solutions provider. That appeals to younger customers 
and allows a new brand experience and new kinds of relationships.
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Industrial brands need to be a living, 
breathing reality  – a corporate 
culture is always also an expression 
of the employer brand. 

Looking inwards: to employees
Expectations of industrial companies on the labor market have changed 
sharply. To satisfy the demand for meaningful work, today’s brands need 
to take a stance on social issues and create an attractive corporate 
culture.

Nowadays, very few people want to spend their whole working life at a 
single company. While changing jobs used to be primarily about career 
progression, nowadays it’s often an expression of a personal search for 
meaning. Against this backdrop, one task for brands is to convey future 
prospects and a sense of assurance to its employees, to motivate them, 
and to make them proud – of the company, its attitudes, and its products.

Although industrial brands’ products are generally not subjected to scrutiny 
by end consumers, their attitudes on social issues are absolutely critical. 
Environmental and social sustainability is just one aspect of this.

Many people attach just as much importance to appreciation, support, 
and solidarity in their professional life as they do in their personal life. 
Employees experience their brand much more intensively, closely and 
directly than customers and are therefore usually the more critical stake-
holder group.

A strong brand doesn’t just make unfounded claims about the values the 
company purports to have, but also translates them into its actual culture 
and activities – and plays a crucial role in the competition to attract talent-
ed workers from the up-and-coming generation.
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Looking forwards: to the future
CEOs can easily simplify and extend their job if they truly take the 
following principle to heart: A successful mission requires a clear 
(brand) vision. 

Understanding, resources, attention – when it comes to managing a 
brand, these three aspects are intertwined. If the potential of a strong 
industrial brand to boost a company’s success and help it navigate diffi -
cult challenges were recognized, brand management would be assigned 
greater importance and bigger budgets, and its crucial role would be 
appreciated throughout the company. But, paradoxically, taking your own 
brand seriously comes closer to the leadership style of earlier company
founders than that of modern managers and CEOs. Taking a brand seri-
ously means having a vision for it that encompasses the whole company.

A genuine vision needs to be ambitious and radical. And it will only be 
attainable once all the obstacles to it have been cleared away. If a strong 
brand is used in this way, it can provide concrete guidance and direction 
in critical situations – for instance, in relation to:

1.  Mergers and acquisitions, when the question comes up of whether the 
new pairing makes sense and how it could work. 

2.  Digitalization, which is bringing about radical changes in industrial 
companies’ production processes, marketing, sales, products, and 
customer service.

3.  Maintaining order volumes when entering new markets or seeking 
to achieve long-term technological goals.

A (brand) vision that extends right 
through the company  – from the drawing 
board to senior level and from there 
to the production line.
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The whole world is talking about transformation, 
fl exibility, and agility. And bvik is no exception. 
Why? Because we’re focused on one of the key 
drivers of change: brands! 

The world is changing at a rapid pace. Alongside 
global megatrends like health, connectivity, 
and neo-ecology, industrial goods companies 
are confronted with specifi c developments like 
the Internet of Things, artifi cial intelligence, 
and concepts such as new work and customer 
centricity. These things are representative of a 
future that is going to look very different – and 
has already begun today.

The fundamental challenge for this process of 
transformation is people. We’re hardwired to 
be skeptical of change at fi rst, if not downright 

hostile. But people are absolutely crucial right 
along the entire value chain, especially in the B2B 
sector. So industrial companies need to motivate 
employees and inspire them to embrace change. 
What better way to do that than with an attrac-
tive goal that everyone in a company can strive 
toward together?

A brand can describe this sort of attractive goal, 
by clearly articulating a company’s aspirations: 
This is why we exist, this is how we want to be 
seen, this is what we do better than anyone else 
on the market. 

A brand helps direct the company’s communica-
tions and the activity of each and every employee 
toward the future. That’s why brands are needed 
now more than ever.  

A perspective from bvik–
Alexander Biesalski is a consultant and managing partner at the German Federal Association 
of Industry Communication (bvik). In this role, he has done a lot of work to educate companies 
about brands and marketing, which he believes are more crucial than ever in today’s context.
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Chapter 5
–
The evolution of (industrial) brands
How to get started on strengthening your brand.

27



Hope for the industrial sector
In sectors where only a few strong brands are established, the effect 
of developing a strong brand will be far greater. To reap the benefi ts, 
the main thing that’s needed is a change of mindset – and that’s an 
entirely achievable goal.

The reputation of German industry is still inseparably bound up with the 
“Made in Germany” collective brand. But no matter which direction we 
look – outwards, inwards, or forwards – product quality alone isn’t enough 
anymore. To prevent “Made in Germany” becoming “Late in Germany,” 
we need to replace the generic label with strong, distinctive, digital brands 
that people can interact with in a whole host of ways, and we need to 
develop products and services that complement these brands.

Achieving this is an enormous challenge. But there is hope. Some industrial 
brands are perceptibly changing. For our study, we didn’t just speak with 
progressive, motivated decision makers. It also revealed that some German 
companies have already set a lot of changes in motion. From big corpora-
tions like Bosch, where the transformation is being driven through 
branding and communications, to hidden champions like KWS, which is 
breaking new ground in its brand experiences and customer relationship 
management.

Companies that develop an integrated understanding of branding and 
work to keep their internal and external communications in tune with the 
times will expand their market share over the longer term. But how can 
they get to that stage? It’d be missing the point to give a simple, one-
size-fi ts-all answer. But there are fi ve key steps that should come at the 
start of any branding project.
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Five steps to 
sustainably 
strengthen 
your brand 

3. 
Forwards: 

Make sure you have a clear idea 
of what your company stands for: 
where it’s coming from and where 
it’s trying to get to. That’s the 
foundation for any strong brand.

1. 
Outwards:

You can learn a lot by surveying 
current, former, and potential cus-
tomers – especially about why 
some market players don’t (or no 
longer) make use of your services. 
Anonymized surveys are a particu-
larly good way to get a systematic, 
up-to-date picture of how your 
company is seen from the outside.

4.
Talk to experts: 

Getting help from outside experts 
makes the process easier and 
yields better results, as you bring 
experience and a neutral perspec-
tive to the table. As discussed 
above, B2B companies often lack 
up-to-date expertise in branding, 
marketing, and communications.

2. 
Inwards: 

Survey your employees. What are 
they proud of? What matters to 
them? What actually sets your 
company apart? What visions and 
prospects do they see for the 
company? All these questions will 
help to build a strong (employer) 
brand.

5.
Get started: 

Regardless of all other factors, it’s 
crucial to set achievable milestones. 
A brand vision needs to be big and 
far off, but that’s not the case for 
the interim steps. Don’t be afraid to 
start small.
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27 quantitative surveys, of which

12 qualitative interviews
with marketing managers working 
in the industrial sector

QUALITATIVE
INTERVIEWS
Format: Video interview
Duration: 30 minutes
Time period: April 9 to June 25
Conducted by: Paul-Christian Brenndörfer,
Leroy Adams, Sascha Lehmann, Nils Liedtke

QUANTITATIVE
SURVEY
Format: Online form
Duration: 10 minutes
Time period: April 9 to June 25
Conducted by: Automated

RESPONDENTS

BY HEAD OFFICE 
LOCATION 

BY COMPANY
REVENUE

BY POSITION

Methodology

 1
 1
 1

 2
 2

 5
15Germany

Belgium
Austria

Switzerland
China
Japan
USA

 4
 3

 4
 7

 3
 6< € 0.5 billion

€ 0.5–1 billion

€ 1–3 billion

€ 3–5 billion

€ 5–10 billion

> € 10 billion

 1

 4

 6

 16Marketing/brand
management

Sales/business 
development

General 
management

Strategy/corporate 
development

30


