











ALy . Motivation

HAUPTRARTIER BKW Why Stade de Suisse and BSC Young Boys?

fcrarsin x5 2 7|9
2. FC Basel 32 21 5 6 78:46 68
3. Grasshopper Club 32 19 2 11 57:40 59
4. FCLuzern 32 14 6 12 56:54 48
5. FCSion 32 12 9 11 56:50 45
6. FCSt.Gallen 32 12 7 13 4846 43
7. FC Zirich 32 11 8 13 5049 41
8. Neuchatel Xamax 32 10 7 15 4748 37
9. AC Bellinzona 32 6 3 23 3985 21
10. FC Aarau 32 5 5 22 29976 20
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1898 foundation of FC
Young Boys

1903 first Championship
1925 BSC Young Boys

11 Championships

6 Cups

1999 BSC Young Boys
Betriebs AG
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Corporate Mission

Brand Mission

Impression
Management

Corporate Identity

Integrated
Communication

Contents

Who are we?

What is our aspiration and purpose?
What is our business, now & in the future?
What do we offer?

How are we perceived?

How do we want to be perceived?
How is our behaviour perceived at the
various touchpoints?

How do we reach the perception we
envisage to achieve?

Corporate design
Corporate communication
Corporate behaviour

Communication concept

Question of coherence:

“Who communicates with whom and how,
here, about what and why?"

Identity

Vision & Mission statement
Business strategy
Customer needs orientation

Reputation measurement & analysis
Brand Personality: the Brand essence
Gap analysis (stakeholder specific)

Brand architecture (scenarios)

Evolvement of the brand personality
(attributes & core values)

Emerging into a brand & reputation guided
company

Creating a fitting visual style (look & feel)
Defining stakeholder specific messages
Developing consistent guidelines

Segmenting target groups
Centralisation vs. decentralisation
Communication & marketing
Using of tools
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e Be number1or2in
Swiss football

e Establish the club BSC

Young Boys in Europe

e Communicate the
brand actively










Friendly
Successful

Reasonable (salary cap)

Fair
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Strengths:

strong emotional connection
towards the club

grounded in region
Fan community

no local competition

Weaknesses:

e strong correlation to the
sporty success

e the market is geographically
limited
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