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Our services

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

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

3 Monetary brand valuation

With more than 20 years' valuation experience.

Pursuant to DIN ISO Standard 10668.

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

3 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.

KDNZEPT@MAR KT
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Core competencies
—

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

A 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

A High expertise of brand- and customer research
- More than 20 years experience in monetary brand valuation
- Value-based customer research 1 real time classification of customers
- Elaboration of customer personas

KDNZEFT@MARKT
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Dr. Ottmar Franzen

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

Curriculum vitae

O«

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

PhD at the University of Goéttingen

Manager, Link-Institut Luzern

O¢ O¢ O¢ O«

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

O¢ O« O« O¢ O«

O¢ O¢ O«

KDNZEFT@MARKT

Senior manager Customized Consumer Research at ACNielsen, Frankfurt
Founder and managing partner Konzept & Markt GmbH

Practical experiences

(@]

O« O«

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.
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Why values?

0 Values are a fundamental universal theory.

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

0 Values are cross-cultural, in priciple all humans have the same value concepts.

0 But: the design of the values in detail varies.

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

0 Value questions can be posed in every culture.

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

0 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

Value circle of Shalom Schwartz

Schwartz characterizes a
comprehensive landscape
of values.

It is verified by intensive
empirical research
(ESS; 40.000
respondents, every

two years)

Tao da exciting things.

Prof. Emeritus Shalom H. Schwartz

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

Teaching: Personal values and socially significant behavior, Cross-
cultural psychology

Understand
different people Nature

help & care

Equalit yal & devote

. humble & modest
own decisions
& freedom

Creative secure & safe

try new &
different things

have a good time follow Rules

Fun & Pleasure
Adventures
& exiting life

show abilities, be

. Respect
admired

Sucess & from others

Recognition be rich
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