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Abstract 
 

Against the background of an increasing occurrence of interchangeable products, 

companies are increasingly striving to use their brand as a competitive factor. In 

order to do this successfully, the development of a brand identity is an essential 

factor. The basis for the development of a brand identity is the analysis of the initial 

situation, which is the focus of this study. For this purpose, a personal interview 

was conducted with three employees and the management of XYZ, which was 

subsequently evaluated using qualitative content analysis according to Mayring 

(2015). The different internal views of the brand were collected and then 

compared. The research was based on Franz-Rudolf Esch's (2005) approach to 

determining the identity of brands as a theoretical foundation. It was found out 

that brand perception differs primarily regarding the emotional characteristics of a 

brand. In addition, the merger of XZY and XYZ was interpreted as a factor 

influencing the differences in brand perception between employees and 

management. 


