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Brand Core
WHAT is the specific
result or benefit?

© Gauermann & Lauer Branding GbR

WHAT

HOW

WHYList all the products you sell, services
you provide or work you perform.

HOW does MBS 
achieve its goals?
List all the values, actions and 
guiding principles that set you apart.

WHY is the brand
in the marketplace?
Gather first impulses what your
brand stands for. What is the
purpose, cause or belief?
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Purpose statement
Combine contribution and impact from the first board.

We provide high quality business 
study programs, so that students
reach their full potential.



© Gauermann & Lauer Branding GbR

x

6

Brand Vision in stages

– Pressure from Market/Competitors

– Survival Mode (Quality vs. Quantity)

– Great programs, but struggling to
communicate benefits

Now 5 Years 10 Years 15 Years

Write a brief description of your
company's current situation. 
Where do you stand now?

– Increase market share & international 

visibility with focus BA, MA, MBA

– 500 students (intake)
– More accreditations

– Clear Brand Positioning
– Impact driven

What do you want to achieve
with MBS? Where do you
see MBS in 5 years?

– 1500 enrolled students

– Good Balance between national / 

international students
– Well known for it‘s focus on research

& sustainability

What will MBS look like in 10 
years? How big will it be? What
market share will it have?

– Growth (bigger campus, more students, 

staff, facilities)

– High rankings & reputation
– Credibility (Quality and skills instead

of product for rich kids)

Define the ideal future, the end 
goal, or the desired end state. 
How can MBS change the
industry?
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Vision statement
Combine your main objective or use an ideal 
scenario to formulate your brand vision.

To be Top 100 of Business Schools
in Europe (FT Ranking).



8

Knowing the current
market and defining
the future market.
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Analysis
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Positioning statement
Combine contribution and impact from the first board.

We help learners of all walks of life who want to
develop their full potential in life to benefit from
a versatile skillset for the 21st century that is
uniquely associated with MBS and one that
increases their employability.



1. Magician

– Constantly developing
– Transformation

– Explore full potential

3.1 Explorer
– Valuing freedom
– Independent Wanderer
– Individual path 
– Curiousity
– Critical Thinking

2. Creator

– Create new solutions
– Create Value

– Co-Create

– Innovation: Changing the game
.

3.2 Hero
– Success
– Power 
– Dynamic
– Becoming competetive
– Cliche BWL/ISM
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Brand Value Wheel
Select an archetypal mix to make your brand
resonate with your customers.
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Having an attitude
Answer these questions from a brand perspective
with reference to the chosen archetypes.

What do we like? (Love Words) What do we dislike? 

Being Conservative

Only looking at money

Conformity

Discrimination

Narrow-mindedness

Wishful thinking

Arrogance

Elitist

Routine

Closed circle

Rich kids culture

Selfishness

Internationality

Creativity

Diversity & Inclusion

Entrepreneurship

Innovation & Change

Making a difference

Collaboration

Curiousity

Open-mindedness

Strength

Leadership

Network

Financial Freedom

Personal growth
& Responsibility

Transformation

Connection & 
Interaction

New paths

Being critical

x
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Brand Personality
Focused: Frankfurt School

Friendly Autorative

Clear hierarchy, strict rules, credibility in the public eye.

Progressive Conservative

Wearing a suit.

Playful Clear
Name, clear indicators about target audience, claim, brand identity, 
using stereotypes, no“lifestyle“ pictures, business only.

Funny Serious

No jokes with people from Frankfurt.

Flashy Discreet

No loud Marketing, not much social content, insider/closed community.

Corporate Casual

Corporate pictures, feels like a company, older people, colors like dark blue.

Niche Mainstream
Conservative professionals, want as many students as possible, ranked schools
are more mainstream because they have to cover all areas of business.

x
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Brand Personality
Mainstream: Fresenius

Friendly Autorative

Happy, smiling , colorful.

Progressive Conservative

Modern people.

Playful Clear

Casual Workgroups, always laughing, a lot of programs – not clear. 

Funny Serious

Easily be yourself, pictures (people laughing, having a good time).

Flashy Discreet

Corporate Casual
Younger people, website: different fonts and comic style, feels like a school, 
playful layout, trendy.

Niche Mainstream
Atmosphere: „You‘re on your own, have to figure out by yourself.“
Not Niche, because not „exclusive“ and not specialized in one area.

x
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Brand Personality
Current perception & Future Scenario MBS

Friendly Autorative
Professional means not you can‘t be friendly, but more balance needed: not 
focus on friendly poeple only and attention to high quality knowledge as well.

Progressive Conservative
Talk about things that matter tomorrow, be innovative & creative, don‘t stick 
to traditions, adapting new technologies and methods, new teaching styles.

Playful Clear
Fear: Playful = not taken seriously. B.A. students more playful. Currently very
different appearances: clean classroom vs. playful website -> online offer should
not be complete opposite. 

Funny Serious
Marketing is bright and colorful but classrooms/lectures are serious/high end 
approaches -> misleading: brand communication is not the service we offer.

Flashy Discreet

Corporate Casual

Niche Mainstream
Not a typical, conservative business school. 

Current perception Future Scenario

*Marketing

*Education

x
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2. Staff Survey
Highights
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USP Brainstorming 
Why should a prospective student choose MBS?
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USP Brainstorming 
What is the superpower of MBS?
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USP Brainstorming 
What does MBS have what other competitors do not have?
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3. MBS Personas
Profiles
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MBS Personas
Profiles

BA

MA

MBA

DBA

Alumni
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MBS Personas
Overview USPs
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MBS Personas
Overview Motivations & Visions

*It's no longer enough to promise a "secure/solid" career only - it's required. Students want in addition an 
impact driven work, contribute to social activism, identify with strong values and demand work-life balance.
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MBS Personas
Quotes

“I don’t want to be another
employee in an office but
actively participate, connect
people and push innovation in 
an crosscultural context.”

“Coming from the U.S., 
economic success defines a 
lot but I want to be happy and
live a good life.”

“I want to become a person I
feel proud of and therefore, 
contribute to social responibility
and help people. I appreciate the
human touched working culture
and Work-Life-Balance.”

“I am curious to investigate
future topics in my business 
area. I want to combine 
industry/business interest
with social activism and
value creation.”

“I am trying to develop myself
in the right direction to be
unique in my current
industry.”
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MBS Personas
Desired Brand Characteristics

Creator

– Create new solutions
– Create Value

– Co-Create
– Innovation: Changing the game
.

Explorer
– Valuing freedom
– Independent Wanderer
– Individual path 
– Curiousity
– Critical Thinking




