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Summary: The current challenges for marketing in Germany and the UK

German and British marketing managers agree: opening up new markets
and remaining competitive are currently the biggest marketing challenges
that they see for their companies. 43 (DE) and 42 (UK) per cent of the

German Nursing Act is an example of this.
•

their British colleagues. Above all other things, quality assurance and the

respondents assess this situation to be clearly difficult. In second place for

accurate identification and service of customer desires are a more

both countries comes the topic of communication (36 (DE) and 32 (UK) per

important topic in this context in Germany.

cent). To communicate image and USP, the wide range of all the
possibilities and, of course, particularly the versatile tool of online
marketing, should be used.
•

Differences between the UK and Germany start to become apparent from
position 3. While in Germany, customer orientation is currently seen as the
third biggest challenge (29 per cent), in the UK, pricing and costs rank in
position 3 (31 per cent). In this regard, the ‘Brexit crash’ of the British pound
and the associated consequences for foreign trade exert a visible effect.

With regard to product policy, German companies are more concerned than

•

The staff situation and labour market are currently seen in both countries as
more of a side topic and so come in last place on the list. Here too, the
representatives of the healthcare industry as well as, in Germany, other
providers of personal services are distinctive for their above-average
number of responses. There is a notable lack of specialised workers in
these industries which is clearly due to relatively low wages and, in some
cases, low social recognition as well.

The topic of Brexit is also a factor in connection with the assessment of
framework conditions as a challenge because the political and social impact
is judged to be significantly more explosive by the British marketing
decision-makers and ‘Brexit’ is referred to as its own underlying factor in
this regard. In Germany, the main concern is seen elsewhere. In this
regard, the healthcare industry is in a particularly problematic situation. This
industry must constantly contend with changes in laws. The reform of the
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•

•

Online presence is, for marketing managers in both the UK and
Germany, the magic word for their future work with sales markets. This is
the consensus view in both countries. Three quarters of the marketing
decision-makers surveyed in both countries indicated that the internet will
become even more important in the next several years. It has a very high
relevance in both the German and British hospitality industry and trade.
All in all, the industry representatives unanimously agree and place the
tool in first place as the most important tool.
The second most important marketing tool, personal customer contact, is
mentioned significantly less frequently, but for certain industries, it will
(continue to) play a decisive role in the repertoire of tools for the
development of markets, according to the assessment of marketing
decision-makers. This personal exchange, for example, at trade fairs,
through the sales reps, CRM, direct communication, direct sales or
events organised by the companies themselves, is seen as an important
tool particularly in the production industry and B2B sector. It comes in
second place in both countries, but with twice as many responses (36 per
cent) in Germany compared with the UK (18 per cent).

•

Again by a large margin compared with the internet and personal contact,
the use of classic media for advertising and general marketing actions,
such as growing word-of-mouth propaganda, the use of networks, PR or
regional marketing are ranked in Germany at positions 3 and 4 with
almost equal scores. They received 14 and 13 per cent of responses.

•

In contrast, in third place in the UK, at 14 per cent, is a group of topics
consisting of various internal operational requirements. These include
very different aspects in the areas of staffing, organisation and tendering,
e.g. market monitoring and market research, quality, service, employee
qualifications, pricing or new products.
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•

Remaining competitive is also seen as the biggest challenge in the long
term, particularly in Germany. It is the top response in 2016, like in the
previous year, when it comes to the challenges from a long-term
perspective, specifically, the next 5-10 years. 56 per cent of the
marketing decision-makers surveyed refer to this as their central task,
especially representatives from the manufacturing industry.

•

Most marketing managers in the UK too see their most important longterm goal as remaining competitive. At 37 per cent, they are, however,
significantly fewer than in Germany.

•

The aspects of competitiveness mentioned in both countries concern
various aspects of the trade and risk of companies. However, it is clear
that the ‘pole position’ in terms of competition will most likely be won or
retained primarily through innovation. ‘Being innovative’, ‘keeping up with
changes in technology’, ‘driving new developments’, ‘developing new
technologies’, ‘being up-to-date in terms of technology’: these are the key
words that are mentioned most frequently. In this regard, the (not
undisputed) concept of ‘industry 4.0’ is also part of the considerations of
some marketing experts.

•

Economic, social and demographic developments all come in second
place, and in the UK, only very marginally ahead of political conditions.
Moreover, they are particularly prominent when marketing managers in
the healthcare, construction and hospitality industries from both countries
look forward to the next 5-10 years. A supply of qualified workers is the
biggest concern of the first two industries above. While the construction
industry also sees itself as highly exposed to economic cycles, there is a
lot of concern in the healthcare industry regarding the changing age
structure of society and future funding for healthcare.

•

Marketing managers in Germany see the topic ‘internet’ (21 per cent) in
third place. This concerns both the current focus on online presence, as
well as the change and transfer of business processes through and on
the internet. This is a particularly strong concern of marketing decisionmakers in the production and manufacturing sectors.
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Summary: Long-term challenges for marketing in Germany and the UK

•

Marketing decision-makers in the UK are less worried by the internet (7
per cent) than by political conditions (28 per cent), which is significantly
higher than the same figure for their German colleagues (17 per cent). In
this regard, the departure of the UK from the EU plays an important role.
This is no surprise because Brexit has been definitively decided and will
leave few companies in the United Kingdom completely unaffected.
(Note: You can read more about the respondents’ assessment of the
effects of Brexit on their companies in the next chapter of this report.)

•

Understanding and good customer support come in fourth place in both
Germany and the UK. In Germany, the share of the responses is 20 per
cent; in the UK, it is 15 per cent.

•

The threat of (international) competition, e.g. cheap suppliers from other
countries, also concerns 15 per cent of the UK company representatives.
In Germany, 16 per cent of the respondents are worried about this topic.

The topics of globalisation and sustainability rank low in both countries on
the list of concerns. In Germany, at least 7 per cent are concerned about
both topics, while in the UK, this number is only 3 and 2 per cent
respectively. Questions of corporate identity and brand development and
maintenance are currently seen as even less problematic. They are, at 5
per cent (Germany) and 1 per cent (UK), the least important of the longterm challenges in both countries.
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Summary: Assessments of Brexit
The year 2016, was marked by several historic challenges. The decision of
the British voters for ‘Brexit’ was one of these. This event will change the
European Union permanently. For GfK Verein, the forthcoming departure
of the United Kingdom from the European Union was the reason for
conducting this year’s ‘Challenges of Marketing’ (previously ‘Concerns of
Marketing’), both in Germany as well as in Great Britain. In addition to the
general questions regarding the present challenges, the survey also
explicitly raised the special topic of the assessment of marketing decisionmakers regarding the effects of Brexit on their own companies.

•

Only a shrinking minority of the British marketing managers surveyed can
look forward to the forthcoming Brexit benefiting the growth of their
companies. Only 7 per cent expect positive effects for their companies.
Conversely, almost 1 in 3 of British respondents (31 per cent) see the
situation pessimistically. This more negative view runs through almost all
industries, even though in trade (incl. motor vehicles) and hospitality, there
is a higher expectation of negative consequences for the respondents’
companies than in other sectors. At least half of British companies (53 per
cent) do not fear negative effects and nor do they hope for positive effects.
Instead, they do not believe there will be any consequences for their own
businesses.

•

In Germany, the attitude toward Brexit in terms of the respondents’ own
companies is significantly much more neutral (82 per cent) than in the UK.
However, 15 per cent are concerned about negative effects. 2 per cent of
the
respondents
expect
positive
effects.

•

Through foreign trade, the UK is (still) closely interconnected with the EU.
In 2015, about 50 percent of the United Kingdom’s exports and imports
were traded with EU countries (source: Eurostat). The threat of Brexit will
not simplify trade relationships, and those who expect an impact, from both
countries, primarily expect problems in this particular regard. However, the
most important fear naturally varies. The UK has been importing more than
it exports for many years (source: Office for National Statistics). In 2015, it
was the country with the largest negative trade balance in the EU. The
strong dependence on imports and the weakening pound caused British
respondents to primarily expect negative consequences for their
companies resulting from the import of goods (56 per cent of those who
expect an impact). The British respondents only rank the export of their
goods as their second-biggest concern (31 per cent). Also, with regard to
domestic trade, British marketing experts express more concern than their
German colleagues. However, 43 per cent of those who expect an impact,
fear negative effects on the domestic sales market, but 33 per cent also
see problems with the domestic procurement market for their companies.
© GfK Verein 2016
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Summary: Assessments of Brexit

•

The direct consequences of Brexit will first affect the British themselves.
However, due to the complex nature of international trade relationships,
the effects of the British leaving the EU will also be felt in Germany. One in
two of the respondents in Germany expect negative effects for their
company’s export business. After all, the United Kingdom is the thirdlargest export market for Germany (source: Foreign Office).

•

Unlike their British colleagues, German marketing experts generally do not
expect a negative impact on their company as a result of the import of
goods (30 percent of those who expect effects). As in Great Britain, the
effects on domestic trade in Germany are seen as somewhat less serious
compared with the effects on foreign trade. Thus, 26 per cent think there
will be negative effects on the domestic sales market, and 11 per cent
expect problems with the domestic procurement market for their
companies.

That Brexit will have positive effects is expected by only a small number of
people in Germany and the UK. The people with this view first see benefits
for the domestic market. 17 per cent of those anticipating effects in the UK,
and 14 per cent in Germany, expect Brexit to be a positive for them in the
domestic sales market. 12 per cent of the British and 11 per cent of the
Germans who expect an impact, believe that their company will benefit
through the domestic procurement market. In the UK, however, careful
optimism is also expressed with regard to foreign trade. Thus, 13 per cent
of those who expect an impact think there will be positive effects on their
export business (Germany 5 per cent). Conversely, almost no one expects
Brexit to boost their imports.

© GfK Verein 2016

•

10

Summary: Challenges for marketing in Germany over time
According to the assessment of the marketing managers in Germany, the
challenges for their companies grew in 2016, and in some respects, even
very significantly. The ranking of the topics remains, however, very
similar.

•

The biggest challenges, which continue to grow, are still seen to be the
opening up of (new) sales markets and pressure from competition. The
majority of the industries agree in this regard. The second largest
challenge continues to be seen by the majority as communication
strategies and channels. This aspect even grew significantly in
comparison with 2015. Conversely, the focus on more customer and
target-group orientation remains stable compared with the previous year.
This time, fourth place is occupied by product policy, which has grown
sharply compared with the previous year. Price and cost pressure are still
seen as a problem as in the previous year while the challenges posed by
external framework conditions, such as legal regulations, actually
declined slightly. This also applies to concerns regarding the staff
situation and labour market, which come at the end of the list, as they did
last year.

•

The top tool for future market development remains online presence,
which is also currently unchallenged and at the same level at the top. The
importance of the other tools did not change significantly either.

•

Likewise, the long-term expectations did not undergo any significant

changes. However, some fears have grown significantly. In terms of the
next 5-10 years, German companies feel much more insecure than they
used to about their competitiveness. It is the top challenge of the future in
the view of 56 per cent of the German marketing decision-makers
surveyed, which is 12 per cent more than in 2015. Concerns regarding
economic, social or demographic development remain, at 39 per cent,
approximately at the same level as the previous year and occupy second
place. The topic of the ‘internet’, however, grew sharply from 13 per cent
in 2015 to 21 per cent this year. The key word ‘digitalisation’ is
particularly mentioned in this regard.
•

The topics of customer support and political conditions grew in
importance compared with the previous year. In terms of the latter topic,
the biggest concerns are primarily aspects which affect the financial and
healthcare markets.

•

Mention of the key words international competition, sustainability,
globalisation and corporate identity remain stable compared with the
previous year.
© GfK Verein 2016
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The biggest current challenges:
Germany and UK compared
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»

‘W hat are the big challenges that you see personally
for your industry?’
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The biggest challenges of 2016/2017: Germany and UK compared
German and British marketing managers agree: The opening up of new markets and remaining competitive are the biggest marketing
challenges for their companies. In second place for both countries comes the topic of communication.

43
42

Opening up of new markets;
remaining competitive
36

Communication strategies/channels
(incl. online)

32

29

Customer orientation

25
22

Product policy

13
18

Prices/cost

31
17

External framework conditions

2016 particularly
in:

7
8

Production/processing
Banking/insurance/real estate

Energy/water/transport
Professional services

Marketing Challenges 2016, base: Germany total: n=600, UK total: n=474; F01, F02; all figures in %

Construction industry

Trade incl. motor vehicles

Other service activities

Hospitality

Healthcare/social services
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Staff situation/labour market
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The biggest challenges 2016/2017: top position by industry
The opening up of markets and remaining competitive are the biggest challenges in half of the industries, in both Germany and the UK.

Top position from
responses
Opening up of new
markets; competition

1

1

1

1

1

1

1

Communication strategies/
channels (incl. online)

1

Customer orientation

1

1

1

1
1

1

1
1

Product policy
1

1

External framework
conditions

1
1

Production/processing

Energy/water/transport

Construction industry

Trade incl. motor vehicles

Banking/insurance/real estate

Professional services

Other service activities

Healthcare/social services

Marketing Challenges 2016, base: Germany total: n=600, UK total: n=474; F01, F02

Hospitality

1
1
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The variety of challenges by industry 2016/2017: a comparison
The hospitality industry in the UK sees more challenges for itself compared with the hotel and gastronomy industry in Germany.
Otherwise, it is usually the opposite. The primarily applies for construction and other service activities.
Average number of different challenges
2,9

Other service activities

2,2
2,8

Trade incl. motor vehicles

2,3
2,7

Banking/insurance/real estate

2,5
1,8
2,5

Prof. services

2,3
2,4

Production/processing

2,2
2,4
2,3

Energy/water/transport
Hospitality
Healthcare and social services

Marketing Challenges 2016, base: Germany total: n=600, UK total: n=474; F01, F02

2,0
2,4
1,9
1,8
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Construction industry

2,1
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The most important tools in the future:
Germany and UK compared
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»

In your opinion, which tools in the opening up or
development of sales markets will become more
important in the next several years?

© GfK Verein 2016

«

18

Trending tools: Germany and UK compared
Online presence is clearly seen in both countries as a tool of the future. It has very high relevance primarily in the hospitality industry and
trade. Personal contact is, however, expected to remain an important tool, particularly in the production industry.

Online presence (online
shop/marketing, social media,
banner advertising, apps)

76
73

Talking to customers/stakeholders
personally/directly (e.g. face-to-face,
trade fair, telephone)

36

18
14

Classic media (TV, radio, print, direct
marketing)

13
5

Internal operations requirements
(machines/technology, employees,
expertise, market research)

2016 particularly
in:

7
14

Production/processing
Banking/insurance/real estate

Energy/water/transport
Professional services

Marketing Challenges 2016, base: Germany total: n=600, UK total: n=474; F03; all figures in %

Construction industry

Trade incl. motor vehicles

Other service activities

Hospitality

Healthcare/social services
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Marketing in general (advertising,
public relations)

6
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Trending tools: Word cloud on the topic ‘Online presence’
Most (42%) marketing managers in Germany see the entire field of the internet/online presence as a tool of the future. In the
UK, the secondary topic of social media networks is referred to most frequently (39%) as very important.

Marketing Challenges 2016, base: Germany total: n=600, UK total: n=474; F03

© GfK Verein 2016

The tool in detail:

20

Challenges: comments from the field Online presence
‘Social media is already up there and that will just carry on, it is less about on paper
marketing and now about online marketing.’
‘Definitely social media for us, it offers a great return for our investments when we spend
money on social media campaigning.’

‘100% online presence: virtual product presentation on own homepage.
YouTube and classic social media play a smaller role.’

‘Online - being able to extract data from online avenues such as who is going onto the
website, what they're looking at and where they're coming from.’

‘So for us, what will be natural is anything for the online market. This will
become more important, e.g. websites, webshops, social media and mobile
media.’

‘Digital marketing is definitely the way forward. I suppose if you think about people
everything is now accessible by mobile, by your iPad. No matter where you are you can
access information, so it's a good way for advertising and business.’

--

-‘The internet, in particular videos are becoming more popular in our trade. Also, online

‘Everything happening in the social media space, Instagram and Snapchat for live chat features so that customers have immediate access to us.’
example; as for the future of apps, we still don’t know.’

--

‘Internet and mobile devices will become very important for us and tapping into the new
markets with online stuff.’
‘The important ones for us are social networking which will become more important. The
website and we use google ad words.’

‘All digital tools are currently already important and will become more
important.’

--

‘Everything to do with social media, mailing, e.g. in all channels, where we also
don’t know how the channels will develop in the future. Facebook is not the
point because there’s no more growth there, it’s going more sideways. We will
also have to develop channels such as WhatsApp or Instagram and new
channels.’

‘Digital tools for example targeted advertising on the internet.’

--

‘Digital. That's the most important one. Print is dying out. It's all going electronic.’
‘The internet and personal one to one contact. Using social media, letting people know
about the products on the website.’
-‘Moving from traditional marketing to digital marketing, so website and online marketing
is becoming much more important.’

© GfK Verein 2016

‘Social media, where classic customer loyalty will also be re-established: the
connection between customer and employee.’

21

Challenges: comments from the field Talking to customers
personally/directly
‘Video calls, conference calls with visible tools, i.e. cameras... Because people will still be selling things to other people, and so
the visual presentation is important, that we can see each other’s faces.’
‘Personal contacts in our industry. We sell purely B2B, and not to end users… There must always be a personal contact person available. The
traditional tools, e.g. internet/email, don’t work in this context.’
‘Personal customer support on-site through trade fairs and sales reps.’
‘Personal customer contact and customer loyalty through newsletters, activities, trade fairs and events.’
--

‘ Personal selling. That's it.’
‘ CRM and how you use it to segment it.’
‘ Personal contact.’

© GfK Verein 2016

‘ CRM packages to understand customers and market research data to get hold of specific and sufficient data on each markets.’
‘ Face to face seminars. We need to speak to people via exhibitions but they are expensive and seminars are better.’

22

The biggest future challenges:
Germany and UK compared

© GfK Verein 2016

PART 3
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»

Which big challenges do you personally see for your
industry in the next
5-10 years?
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Challenges of the next 5-10 years: Germany and UK compared
Remaining competitive is also seen as the biggest challenge in the long term, particularly in Germany. Economic, social and
demographic developments all come in second place, and in the UK, just ahead of political conditions.

56

Competitiveness

37

Economic, social or demographic
development

39
32
21

Internet

7
20

Customer service

15
17

Political conditions

28
16
15

International competition
7
2
7

Globalisation
Corporate identity/brand

2016 particularly
in:

3
5
1

Production/processing
Banking/insurance/real estate

Energy/water/transport
Professional services

Marketing Challenges 2016, base: Germany total: n=600, UK total: n=474; F05; all figures in %

Construction industry

Trade incl. motor vehicles

Other service activities

Hospitality

Healthcare/social services
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Future challenges: Word cloud on the topic ‘Competitiveness’
The most important secondary aspect of competitiveness is seen in Germany (26%) and the UK (12%) to be innovation: being innovative,
keeping up with changes in technology, driving new developments, being up-to-date in terms of technology.

Marketing Challenges 2016, base: Germany total: n=600, UK total: n=474; F05
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Challenges: comments from the field
Position 1 Germany: Competitiveness

‘We are now in industry 4.0, where we have to keep pace with rapid changes in technology…’
‘The market is currently very fast-paced but always requires you to use the latest technologies...’

‘In the future, it will become more important for people to market products emotionally. In our industry too, emotional
marketing will be important, even in the case of industrial products.’
-‘That we just shouldn’t lose the connection with technology and the customer.’
‘At the moment, there is a tricky balancing act between new pressures and old suppliers in the market, which is resulting
in an extreme price pressure for us as medium-sized companies.’
‘Keeping up with technical possibilities, e.g. cloud solutions and the growing interconnection of companies.’
-‘The biggest challenge will be maintaining bricks-and-mortar specialist trade in times of increasing online trade.’
‘The question is whether I will continue to exist in such times? The trade structure is changing, the internet is growing,
and the sales generated by the internet are detrimental to bricks-and-mortar trade.’

© GfK Verein 2016

Competitiveness

‘A market development that is running in the opposite direction to production: Production requires large volumes in order
to work efficiently, but the market demands small volumes that can be made available quickly.’

27

Challenges: comments from the field
Position 1 UK: Competitiveness

‘Increased competition, smaller budgets and getting to grips with new technology.’
‘I think we work in an industry which is technology driven, advances in technology is needed. We have to be agile being responsive
and maintain an awareness and react to it.’

-‘Industry 4.0 is a major challenge in front of all instrumentation industries which is the new requirement, offering more systems.’
‘Technical advances in the industry. Companies having to keep up with that.’
‘Consolidation within the market place and the constant pressure on reducing costs.’
‘Due to the nature of our product some of our markets are declining so it is finding new applications for our product.’
‘I think we are in a market that is competitive, so staying ahead of the competition and retaining customers.’
-‘In our industry because it is IT, it is a rapidly changing market; always new technologies being introduced that you have to keep up
with such as cloud computing.’
‘The rapid changes in the market place as a result of technology and what that market place is likely to be. It's all massively linked to
technology. Markets will be completely different in the next few years and we can't foresee right now what these changes would be.’
--

© GfK Verein 2016

Competitiveness

‘Innovation and to be competitive. Trying to retain the business we have and achieve organic growth to build sales. If we lost one
contract now it would be massive … so we'll look to have more smaller contracts in addition.’

28

Future challenges: Word cloud on the topic
‘Economic, social or demographic development’
A lack of trained workers in the context of economic, social or demographic developments is the most frequently mentioned topic of
concern (17%) in Germany, while in the UK, it is the increase in costs (7%).

Marketing Challenges 2016, base: Germany total: n=600, UK total: n=474; F05
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Challenges: comments from the field
Position 2 Germany: Economic, social or demographic development

‘Demographic change. More people who require care, and professional care lacks a supply of what it needs; there is a
lack of trained workers.’
‘Finding workers who are trained in providing care, finding trainees and making them passionate about the job and
educating them and keeping them in the profession.’

‘The biggest challenges will be negotiations with the allocators, i.e. the health insurance funds and pension insurance
organisations.’
-‘Unilaterally the problem of unwilling trainees who can be transformed into specialised workers. The trainees we find are
of such poor quality that they cannot pass the final examination and can only work as assistants.’
-‘Staff recruitment is the biggest challenge. Demographic change. Digitalisation.’

© GfK Verein 2016

Economic, social or
demographic development

‘The biggest problem in healthcare for the elderly will be a lack of trained employees. Everything else can be managed
somehow. We are also willing to pay more, but we can’t find anyone.’

30

Challenges: comments from the field
Position 2 UK: Economic, social or demographic development
‘The economy, the way it changes. If it changes, construction is firstly hit. We don't get work, so we don't build anything if there is no
money around.’

‘Having the personnel to do the work with the right experience and qualifications.’
‘The industry skill shortage and it's only going to get worse. As more and more infrastructure projects come online, the worse it's
going to get. Brexit is only going to make it worse.’
-‘The speed that everything is changing and keeping up with everything and the cost involved.’
‘Labour costs and supply of labour, quality of labour.’
-‘Finding staff and retaining them. You get them in and train them but they don't stay. That's the problem with our industry.’
‘The industry as a whole always has high staff turnover so it's very much about getting a good workforce to stay with you and provide
opportunities for them.’
‘Just the economy and where people want to travel to.’
-‘Probably the huge changes in terms of the balance of energy markets from oil and gas to renewables or in terms of the balance of
what the nuclear energy may have.’
‘The only challenges we see is oil & fuel prices.’

© GfK Verein 2016

Economic, social or
demographic development

‘Major challenge is where our labour will come from if we leave the EU, who will build our house if we can't get hold of the polish
builders. Where will our labour come from that is such a profound problem for us.’

31

Future challenges: Word clouds on the topics
‘internet’ in Germany and ‘political conditions’ in the UK
In third place for challenges, the concerns of the marketing managers in Germany and the UK differ. While the topic of
digitalisation plays a big role in Germany, in the UK, it is insecurity regarding the effects of Brexit.

Marketing Challenges 2016, base: Germany total: n=600, UK total: n=474; F05
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Challenges: comments from the field
Position 3 Germany: Internet

‘One of the biggest challenges will be controlling and managing large amounts of data.’
‘An important point is the entire, digital customer experience... digital design.’
-‘Digitalisation in medium-sized companies. That they have a sufficient database for all the media.’
‘The biggest challenge I see for the industry and online business is that bricks-and-mortar opticians also need to have an
online presence to be able to keep up.’
‘Every customer wants his or her own customer page, which creates more work for us as a supplier. Customers pass on
admin responsibilities to suppliers.’
-‘Topic of digitalisation and the resulting customer expectations and desires’
-‘Digitalisation and its associated security requirements’

© GfK Verein 2016

Internet

‘The biggest challenge is the digitalisation of mobile electronics; developing new products and services.’
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Challenges: comments from the field
Position 3 UK: Political conditions
‘Brexit that is overriding everything…’
‘Probably Brexit being a big factor the uncertainty is scary.’

‘Brexit may affect us and also our suppliers. Prices can go up. It will be a knock on impact on us and we could have to raise prices for
customers.’
-‘I would say just the whole generation of Brexit… There is no way of understanding the market because of that there. We can only
predict what we think might happen...’
-‘Brexit is a worry because we work with the construction industry. We import Western Europe products so that could be affected - that
is the biggest worry at the moment.’
‘The uncertainty of Brexit, and the strength of the pound against the euro.’
-‘Brexit could potentially have a big impact as lots of products come from Europe.’
-‘The big challenge will be change in the NHS after Brexit. There will be a challenge nationally if NHS funding is affected. We will have
to work harder and smarter to cover the shortfall… It's the unknown after Brexit.’
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Political conditions

‘I don't think we can necessarily see what can happen in the future. With the impending Brexit negotiation we don't know how the
market will react to that,…’

34
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PART 4
Current topic of ‘Brexit’
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Assessment of the effect of ‘Brexit’ on own company
Question: ‘How do you view the effects of Great Britain's decision to leave the EU on your company?’

neutral

neutral

53

positive
positive
I can’t judge

2

7

2

Total

82
I can’t judge

9

Total

15
31
negative

Marketing Challenges 2016, base: Germany total: n=600, UK total: n=474; F06; all figures in %
Discrepancies are rounded to 100%
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negative
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Assessment of effect of Brexit on sales and procurement markets
Question: ‘In which of the following areas do you expect to see the effects of Brexit on your company – and what exactly do you
expect these effects to be?’ Subgroup: Respondents who expect effects

Negative effect

Positive effect
5

50

International sales markets (export)
13

31

14

26

Domestic sales markets
17

43
3

30

International procurement markets (import)

11

11

Domestic procurement markets
33

12

Marketing Challenges 2016, base: Respondents who expect Brexit to have an effect: Germany total: n=100, UK total: n=179; F07; all figures in %
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2

56
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Germany over time
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The biggest challenges: Germany over time
The development of new markets is also the biggest challenge in 2016, primarily for trade and the manufacturing sector.
Product policy is considered to be much less important than in the previous year.
43

Opening up of new markets;
remaining competitive

39
34
36

Communication strategies/channels
(incl. online)

29
24
29
29

Customer orientation
20
22

Product policy

15
9
18
17

Prices/cost
13

21

2016
2015
2013

15
Staff situation/labour market

7
9
6

2016 particularly
in:

Production/processing
Banking/insurance/real estate

Energy/water/transport

Construction industry

Professional services

Marketing Challenges 2016, base: Total: n=600 (2015 n=601; 2013 n=601; 2012 n=648); F01, F02; all figures in %

Trade incl. motor vehicles

Other service activities

Hospitality

Healthcare/social services
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17

External framework conditions
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Trending tools: Germany 2013-2016
Online presence continues to be the most important tool of the future by far.
Direct contact with customers will become even more important.
76
75

Online presence (online
shop/marketing, social media,
banner advertising, apps)

71
36

Talking to customers/stakeholders
personally/directly (e.g. face-to-face,
trade fair, telephone)

32
36
14
13
14

Classic media (TV, radio, print, direct
marketing)

Internal operations requirements
(machines/technology, employees,
expertise, market research)
2016 particularly
in:

13

8
13
2016
2015
2013

7
11
12

Production/processing
Banking/insurance/real estate

Energy/water/transport

Construction industry

Professional services

Marketing Challenges 2016, base: Total: n=600 (2015 n=601; 2013 n=601; 2012 n=648); F03; all figures in %

Trade incl. motor vehicles

Other service activities

Hospitality

Healthcare/social services
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Marketing in general (advertising,
public relations)
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In the next 5-10 years
By a growing margin, competitiveness is seen as the biggest challenge of the next 5-10 years. The internet in general as well
as political conditions are clearly growing in importance as challenges.
Competitiveness

44
46

Economic, social or demographic
development

27

Internet

10

Political conditions

2016 particularly
in:

5

7

7
7
6
7
5
5
4

Production/processing
Banking/insurance/real estate

2016
2015
2013

Energy/water/transport
Professional services

Marketing Challenges 2016, base: Total: n=600 (2015 n=601; 2013 n=601); F05; all figures in %

Construction industry

Trade incl. motor vehicles

Other service activities

Hospitality

Healthcare/social services
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Corporate identity/brand

21

12
13
16
16
18

International competition

Globalisation

39
38

20
17
18
17

Customer service

Sustainability

13

56
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Study design, structural data
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Study description

Survey methodology: Personal CATI interviews (computer-assisted-telephone-interview)
In Germany, a total of n=600 interviews were conducted with the person in the company responsible for

marketing/sales.
In the UK, this figure is n=474 interviews conducted with marketing/sales managers.
The sampling universe was defined as follows: Companies with at least 50 employees in production/manufacturing,
energy/water/transport, construction, trade incl. motor vehicles, hospitality, banks/insurance/real estate, professional
services, other services activities and healthcare/social services.
Quotas are based on industry and number of employees (representative for the aforementioned sampling universe).
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Survey period: September/October 2016
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Information about the structure data of the sampling universe and sample

Structure of the sample

31

12

29

7

8
22

8

3
16

5

Production/processing
Energy/water/transport

4

7

3
6

15

6

4
17

Construction industry
Trade incl. motor vehicles

10

17

13

10

Structure of the sample

7

14

11

4

Structure of
the sampling universe

Hospitality
Banking/insurance/real estate

5

16
9
Professional services
Other service activities

29

17

4
7

4
10

11

Healthcare/social services

Source: Companies with more than 50 employees; Germany N=63,347: Statistical business register, current as at 31 May 2015; UK: N=35,265: Office for National Statistics 2014 - UK
Base: Germany total: n=600, UK total: n=474; ST01; all figures in %
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Structure of
the sampling universe
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Structural data

Structure of the respondents by position

Structure of the respondents by position

32
Marketing manager

53

9
12

42

Marketing manager

34

12
Sales manager

4

6
5

26

7

12

Managing director

Managing director

4
Other managerial
position

Other position

18
21
21
16
16
19

50 to 99
employees

Other managerial
position

100 to 249
employees
250 or more
employees

Base: Germany total: n=600, UK total: n=474; ST01; all figures in %

Other position

3
1
50 to 99
employees

21
14
18

100 to 249
employees

26
36
41

250 or more
employees
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Sales manager

35
39
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The key questions
Marketing challenges:
‘Companies have a wide range of options when it comes to developing their markets, e.g. using various sales or marketing tools. When you think about
tapping into or developing sales markets, what major challenges do you personally see for your industry?’ (open question, no answer categories)

Marketing tools:
‘Now think about the tools or opportunities that are available to you for tapping into or developing sales markets for your industry. Which tools do you
think will become more important in the next few years?’ (open question, no answer categories)

Future challenges:

‘If you look a few years into the future, what major challenges do you personally see for your industry in the next 5-10 years?’ (open question, no
answer categories)

Brexit:
‘In the referendum at the end of June 2016 the majority of the British population voted for Great Britain to leave the EU – in other words, there was a
‘How do you view the effects of Great Britain's decision to leave the EU on your company?’ (Answer categories, 5-point scale)
‘In which of the following areas do you expect to see the effects of Brexit on your company – and what exactly do you expect these effects to be?’
(Answer categories, 4 areas, 5-point scale)
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majority decision in favour of Brexit.’
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