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Mo-va-on	
  

• Bachelor	
  of	
  Science	
  in	
  Sport	
  Science	
  

• Sports	
  affinity	
  

•  Informa-onsources:	
  

	
   External	
  &	
  Internal	
  

• Launch	
  of	
  new	
  brand	
  concept	
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New	
  Intersport	
  Brand	
  Concept	
  

• „Sport	
  to	
  the	
  People“	
  

• Launch	
  Oct.	
  2009	
  /	
  Press	
  release	
  

•  Intersport	
  Interna-onal	
  Corpora-on	
  IIC	
  	
  

•  Implementa-on	
  by	
  N/O	
  in	
  2010	
  

• General	
  analysis	
  and	
  focus	
  on	
  Swiss	
  market	
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Corporate	
  Mission	
  
•  Intersport	
  Interna-onal	
  Corpora-on	
  (IIC)	
  since	
  1968	
  
•  1971	
  The	
  first	
  logo	
  
•  1972	
  Official	
  sport	
  store	
  of	
  the	
  olympic	
  games	
  in	
  Munich	
  

•  1983	
  Launch	
  of	
  first	
  own	
  brands	
  
•  2007	
  New	
  headquarter	
  in	
  Berne	
  
•  UEFA	
  EURO	
  2008	
  official	
  sports	
  shop	
  of	
  licensed	
  products	
  

•  Today:	
  5200	
  stores	
  in	
  37	
  countries	
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Corporate	
  Mission	
  
Philosophy:	
  

 „Our	
  Philosophy	
  is	
  simple.	
  The	
  more	
  you	
  enjoy	
  
doing	
  something,	
  the	
  more	
  you	
  do	
  it.	
  So	
  we	
  help	
  
you	
  get	
  the	
  equipment	
  that	
  gives	
  you	
  maximum	
  
enjoyment.	
  That	
  is	
  how	
  we	
  bring	
  sport	
  to	
  the	
  
people.“	
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Corporate	
  Mission	
  
Mission:	
  

	
   „Sport	
  is	
  for	
  everyone	
  and	
  it	
  is	
  our	
  mission	
  to	
  
bring	
  sport	
  to	
  the	
  people.“	
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Corporate	
  Mission	
  
Business	
  Strategy:	
  
	
   	
   	
   	
   Franchise	
  system	
  

•  Intersport	
  Interna-onal	
  Corpora-on	
  (IIC)	
  acts	
  as	
  
franchiser	
  

• Na-onal	
  Intersport	
  Organisa-ons	
  (N/O)	
  act	
  as	
  
franchisee	
  

• N/O	
  grant	
  the	
  Intersport-­‐franchise	
  (-­‐license)	
  to	
  
selected	
  Intersport	
  retailers	
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Corporate	
  Mission	
  
Business	
  Strategy:	
  
IIC	
  =	
   the	
  purchasing	
  &	
  management	
  company	
  of	
  the	
  
	
   Intersport	
  Group	
  

	
   	
  =	
  	
   Trademark	
  owner	
  of	
  the	
  retail	
  

	
  	
   	
   brand	
  Intersport	
  and	
  all	
  	
  
	
   	
   interna-onal	
  exlusiv	
  	
  
	
   	
   brands	
  (e.g.	
  e-rel,	
  McKinley)	
  

IIC 

Market B  

Market A Market C 
N/O 

N/O N/O 
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  Mission	
  

5200	
  stores	
  in	
  37	
  countries	
  

Martketshares:	
  	
  
CH:	
   23%	
  

GER:	
  	
   32%	
  
EU:	
   19%	
  

Retail	
  Turnover:	
  	
  
EUR	
  8.533	
  billion	
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Brands:  

Own	
  Brands:  



Introduction Brand 
Analysis 

Critical 
Points 

Recommen-
dations Discussion 

Corporate	
  Mission	
  
Customer	
  Needs	
  Orienta:on:	
  Intersport...	
  

• ...stands	
  for	
  exper-se	
  and	
  excellent	
  personal	
  
service	
  

• ...offers	
  value-­‐added	
  services	
  (e.g	
  running-­‐
shoe	
  analysis)	
  	
  

• ...has	
  knowledge	
  of	
  customer	
  needs	
  &	
  their	
  
local	
  market	
  



Introduction Brand 
Analysis 

Critical 
Points 

Recommen-
dations Discussion 

Brand	
  Mission	
  

• Percep-on	
  	
  

• Posi-oning	
  

• Brand	
  Personality	
  &	
  Essence	
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Brand	
  Mission	
  

Percep:on:	
  
•  How	
  do	
  you	
  perceive	
  INTERSPORT	
  ???	
  
•  Most	
  named	
  akributes	
  from	
  survey	
  (N=38):	
  

 	
  Rather	
  expensive	
  	
  
 	
  Quali-y	
  &	
  exper-se	
  
 	
  Swiss	
  company	
  	
  	
  

 	
  Skisports	
  /	
  -­‐Ressorts	
  (Intersport	
  Rent)	
  
•  No	
  memory	
  of	
  any	
  recent	
  ad	
  campaigns	
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Brand	
  Mission	
  
Posi:oning:	
  
• The	
  world‘s	
  Nr.	
  1	
  sports	
  retailer	
  
• Best	
  service	
  &	
  exper-se	
  
• Best	
  brands	
  &	
  products	
  
• Exci-ng	
  stores	
  (fresh	
  &	
  dynamic)	
  

• Live	
  sport	
  &	
  make	
  it	
  accesible	
  

• True	
  knowledge	
  of	
  customer	
  needs	
  &	
  local	
  
markets	
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Brand	
  Mission	
  
Posi:oning:	
  
• For	
  people	
  of	
  every	
  age	
  &	
  ability	
  
• Health,	
  personal	
  performance	
  &	
  having	
  fun	
  

• Mo-vate	
  &	
  support	
  people	
  to	
  be	
  ac-ve	
  and	
  have	
  
a	
  healthy	
  lifestyle	
  

	
  	
  	
  	
  	
   	
   	
   	
   „Sport	
  to	
  the	
  People“	
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Brand	
  Mission	
  
Brand	
  Personality	
  &	
  Essence:	
  

S People 

Expertise 

Service 
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Impression	
  Management	
  

• Brand	
  Architecture	
  

• Evolvement	
  of	
  the	
  Brand	
  Personality	
  

• Emerging	
  into	
  a	
  Brand	
  and	
  Reputa-on	
  Guided	
  
Company	
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Impression	
  Management	
  
Brand	
  Architecture:	
  

Level 1 
One Firm 

Level 2 
House branding 

Level 3 
Endorsed branding 

Level 4 
Seperate Branding 
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Impression	
  Management	
  
Evolvement	
  of	
  the	
  Brand	
  Personality:	
  

Quality-­‐based	
   	
   	
   	
   Sport-­‐focused	
  

Professional	
  	
   	
   	
   	
   	
  Experienced	
  

Customer-­‐	
   	
   	
   	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  Health-­‐orientated	
    
orientated	
  

S People 

Expertise 

Service 
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Impression	
  Management	
  
Emerging	
  into	
  a	
  Brand	
  &	
  Reputa:on-­‐guided	
  
Company:	
  

• New	
  brand	
  concept	
  as	
  the	
  next	
  step	
  

• Mind-­‐set	
  for	
  daily	
  ac-vi-es	
  &	
  customer	
  interac-ons	
  

•  Beker	
  aligning	
  of	
  posi-on	
  across	
  all	
  markets	
  

•  Alignment	
  of	
  brand	
  values	
  with	
  processes	
  &	
  strategy	
  	
  	
  

•  Branding	
  as	
  a	
  strategy	
  to	
  bring	
  sport	
  to	
  the	
  people	
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  Management	
  
Emerging	
  into	
  a	
  Brand	
  &	
  Reputa:on-­‐guided	
  
Company:	
  

IIC 

Market B  

Market A Market C 
N/O 

N/O N/O 
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• Corporate	
  Design	
  

• Corporate	
  Communica-on	
  

• Corporate	
  Behavior	
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Corporate	
  Design:	
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hkp://www.sport-­‐strohhammer.de	
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hkp://www.intersport-­‐flaine.com	
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hkp://hmb-­‐graphix.de/index.php	
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Eigenes	
  Bild	
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hkp://www.spinout-­‐shop.ch	
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Corporate	
  Iden-ty	
  
Corporate	
  Communica:on:	
  

Adver-sing:	
  

•  „Run	
  Free	
  Now“	
  

•  biggest	
  pan-­‐European	
  Running	
  Campaign	
  ever	
  in	
  22	
  

countries	
  with	
  approx.	
  1'500	
  par-cipa-ng	
  stores	
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hkp://www.intersport.de	
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hkp://www.intersport-­‐voswinkel.de	
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www.goethegalerie.de	
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Corporate	
  Iden-ty	
  
Corporate	
  Communica:on:	
  

Sponsorship:	
  

•  in	
  all	
  kinds	
  of	
  sport	
  categories	
  such	
  as	
  Alpine	
  and	
  
Nordic	
  skiing,	
  Basketball,	
  Football,	
  Handball,	
  Ice	
  

Hockey	
  and	
  many	
  more	
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  Iden-ty	
  

Corporate	
  Communica:on	
  

Fairs	
  and	
  exhibi-ons:	
  

•  redblue	
  fair	
  

•  ISPO	
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Corporate	
  Iden-ty	
  

Corporate	
  Communica:on	
  

Internet:	
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Corporate	
  Iden-ty	
  

Corporate	
  Behaviour:	
  

•  Consumer	
  commitments	
  (external)	
  

•  „Our	
  Values“	
  (internal)	
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Integrated	
  Communica-on	
  

• Target	
  groups	
  

• Centralisa-on	
  vs.	
  Decentralisa-on	
  

• Communica-on	
  &	
  Marke-ng,	
  Using	
  of	
  Tools	
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  Communica-on	
  

Target	
  Groups:	
  

•  People	
  of	
  every	
  age	
  and	
  ability	
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Integrated	
  Communica-on	
  

Centralisa:on	
  vs.	
  Decentralisa:on:	
  

•  Developement	
  of	
  brand	
  concept	
  is	
  done	
  by	
  IIC	
  	
  

	
   	
  	
   	
   	
   centralised	
  

•  Implementa-on	
  is	
  done	
  regional	
  by	
  N/O	
  

	
   	
   	
   decentralised	
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Integrated	
  Communica-on	
  

Communica:on	
  &	
  Marke:ng	
  /	
  Using	
  of	
  Tools:	
  

• Print	
  

• TV	
  

• Events	
  

• Sponsoring	
  

• 	
  Point	
  of	
  Sale	
  
• 	
  Internet	
  
• 	
  Fairs	
  



Introduction Brand 
Analysis 

Critical 
Points 

Recommen-
dations Discussion 

Integrated	
  Communica-on	
  

Slogans	
  in	
  N/O	
  ad-­‐campaigns:	
  

GER:	
  	
   „Aus	
  Liebe	
  zum	
  Sport.“	
  

AUT:	
   „Servus	
  die	
  Wadeln.“	
  

SWE:	
  	
   „Love	
  the	
  Challenge.“	
  	
   Adver-sing	
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„Sport	
  to	
  the	
  People“	
  

•  „...every	
  INTERSPORT	
  employee,	
  wheter	
  they	
  are	
  at	
  

IIC,	
  N/O	
  or	
  retailer	
  level,	
  will	
  live	
  and	
  breathe	
  this	
  

concept...“	
  

•  „...this	
  will	
  ensure	
  we	
  deliver	
  the	
  same	
  message	
  to	
  

consumers	
  everywhere...“	
  

•  „...by	
  achieving	
  consistency...we	
  will	
  ensure	
  
customers	
  understand	
  exactly	
  who	
  we	
  are...“	
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Cri-cal	
  Points	
  

•  Strengths	
  &	
  Weaknesses	
  (in	
  general)	
  

•  Corporate	
  Iden-ty	
  (focus	
  on	
  N/O	
  Switzerland)	
  

•  Integrated	
  Communica-on	
  (focus	
  on	
  N/O	
  

Switzerland)	
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Strenghts	
  &	
  Weaknesses	
  

Strenghts:	
  

•  Well	
  developed	
  &	
  detailed	
  brand	
  concept	
  (on	
  paper)	
  

•  Fisng	
  &	
  well	
  integrated	
  slogan	
  (on	
  paper)	
  

Weaknesses:	
  

•  Implementa-on	
  of	
  the	
  brand	
  concept	
  (in	
  reality)	
  

•  New	
  brand	
  concept	
  wakes	
  up	
  high	
  expecta-ons	
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Corporate	
  Iden-ty	
  
Differences	
  between	
  IIC,	
  N/O	
  &	
  retailers:	
  

•  Differences	
  in	
  communica-on,	
  design	
  &	
  behavior	
  

•  Different	
  franchising	
  implementa-on	
  

• No	
  concept	
  stores	
  in	
  Switzerland	
  

• No	
  overall	
  guidelines	
  for	
  store	
  appearance	
  &	
  
behavior	
  (CH)	
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Integrated	
  Communica-on	
  

•  Different	
  slogans	
  for	
  N/O	
  ad-­‐campaigns	
  

•  Centralisa-on	
  vs.	
  Decantralisa-on	
  

•  Promised	
  brand-­‐	
  &	
  customer	
  experiences	
  differ	
  in	
  

stores	
  in	
  CH	
  (future?)	
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Recommenda-ons	
  

•  Stronger	
  centralised	
  implementa-on	
  &	
  control	
  

•  True	
  corporate	
  iden-ty	
  (concepts	
  &	
  guidelines)	
  

•  Concept	
  stores	
  in	
  CH?	
  	
  

•  Beker	
  communica-on	
  of	
  values	
  and	
  services	
  of	
  

Intersport	
  

	
   	
   	
   Intersport	
  University	
  as	
  solu-on?	
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Discussion	
  &	
  Ques-ons	
  

•  	
  How	
  do	
  you	
  see	
  the	
  future	
  outcome	
  of	
  
INTERSPORT‘s	
  new	
  brand	
  concept?	
  

•  Do	
  you	
  see	
  any	
  other	
  weaknesses?	
  

•  As	
  a	
  brand	
  manager,	
  how	
  would	
  you	
  present	
  
„Sport	
  to	
  the	
  People“	
  to	
  customers	
  in	
  CH?	
  	
  


