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Corporate brands, employer brands, product brands and personal brands  
are everywhere: look around; you are surrounded by them. Amazon, Apple,  
Coca-Cola, IBM, Google, Mercedes, Sony and Starbucks are only a few  
strong brands that you may have encountered or experienced today.  
Such brands are an important part of the economy, society and everyday  
life. They serve as filters when it comes to the perception of an offer,  
differentiating companies and their products and services from competitors.  
A strong brand is recognizable within seconds. Through a brand, an offer  
receives an in-depth psychological frame of reference and a context.  
A strong brand is instantly identifiable and stands for consistency. It also  
stands for quality, a promise, responsibility, company values, reliability  
and protection of customer privacy. In other words, brands have the power  
to shape our individual perception of a company’s products and services,  
thus affecting the buying decision significantly. 

This white paper provides an in-depth expert interview with Christine Riedmann-Streitz,  
the founder and managing director of MarkenFactory GmbH, a Frankfurt- 
based consulting and coaching company and the author of the book Hybrid  
Brands – a vision of the future for strong brands.  The interview focuses on  
key challenges and implications for brands that emanate from the digital  
age. It also highlights how digitalization affects brands, how to take advantage  
of digitalization, and how to avoid some pitfalls of digitalization such as  
“digital burnout.” Last but not least, it reflects on the digital future of  
brands, public relations, conversational commerce and social media.
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The future of brands in a digitizing 
world – an expert interview

[SEVAL DOGAN – SD] In your book, you state that brands are not an invention  
of the modern age. What role do brands play in the digital age?
[CHRISTINE RIEDMANN-STREITZ – CRS] Humans invented the brand, centuries 
before modern times, because it was important to mark those things that 
were of value to them and to give them a distinctive recognition. This involves 
products (bricks, tools), economic alliances (such as the Hanseatic League), and 
social status (aristocratic families). The core functions of brands are essential, 
even in the digital age: they represent defined values, provide orientation and 
long-term quality promises, and create rational and emotional benefits.

[SD] According to your book, it seems that the digital environment has a  
disruptive effect on brands. What influence does the digital transformation 
have on brands?
[CRS] The disruptions caused by digitalization make life and decision-making 
much more complex. The effects on brands are serious. With the consequence 
that corporate, employer, product, service and personal brands must be rebuilt 
to stay viable. Brand success is based on the perception of the customer, on 
their “perceived value” and “perceived quality.” The degree of identification with 
the brand determines the “brand fit” (“the brand suits me”). This applies to both 
B2B and B2C. Digitalization, however, changes communication and perception. 
Decision mechanisms are turned upside down by bots, recommendation algorithms 
and automated processes. It is becoming increasingly difficult for brands to  
attract attention. Think of an online shop (such as Amazon): the branded product 
is de-contextualized in its product category (for instance, men’s watches),  
left without its original brand environment and in competition with tens of  
thousands of other available products in that online shop. Filters are either 
price (ascending or descending), novelty or awarded “stars”. Hence, the brand 
runs the risk of irrelevance.

In the digital age, well-positioned brands provide a robust economic factor,  bringing 
significant value to companies. Having a strong brand also makes an employer  
more attractive in finding and hiring ambitious and highly skilled candidates.  

http://www.springer.com/de/book/9783658161507

“Humans invented the brand, 
centuries before modern times, 
because it was important to 
mark those things that were of 
value to them and to give them 
a distinctive recognition.”
Christine Riedmann-Streitz,  
Founder and Managing Director  
of MarkenFactory GmbH 

“We live in a time when  
almost everything is in flux;  
it is volatile, uncertain,  
complex, and ambiguous –  
also known as VUCA.”
Christine Riedmann-Streitz
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In other words, an attractive employer brand and corporate brand makes you a 
winner in the ‘war for talent’ and in the tough global competition – in the real and 
online worlds. On the other hand, digitalization can affect the function of brands 
negatively if there is a lack of consistent values, benefits, and promises – and 
if brand management ignores the rules of the real and digital worlds. However, 
in one way or another, digitalization can increase the significance of brands if 
every single brand is prepared for the digital future.

[SD] Will the brand still play an important role in an ever-expanding digital 
world so that companies can sell their products and services, or could the  
brand be abandoned in the distant future?
[CRS] In principle, brands could be abandoned. If this happens, what will be  
the consequences? If brands disappear – from the market or from people’s  
perception (because of lack of brand relevance) – then companies could still  
sell their products and services. However, this will no longer be supported by  
a strong brand and all its benefits. Instead, their products will be offered with 
the use of algorithms and digital advisors. The question is not whether to sell 
products but how the products are offered and sold and what consequences 
derive from this for companies on the one side and people on the other side.  
This would have enormous implications for the economy and society. It would 
affect how we make decisions: based on quality, values and identification 
(brand) or based on correlations and hyper-personalization (algorithms) – with 
the likelihood that you would only get to see what the algorithm offers you. 
Another effect would be on identity: it is a great strength of strong brands that 
they have the ability to create social identity, by shaping a community of fans or 
by reflecting the attitude to life of an epoch or society. One example is Apple’s 
“think different” campaign, which was the beginning of the Mac fan community.  
Other examples are the long-time Marlboro Campaign “Der Geschmack von 
Freiheit und Abenteuer” (The taste of freedom and adventure; 1971–2010) and 
the Coca-Cola campaign “Mach mal Pause – trink Coca-Cola” (Take a break – 
drink Coca-Cola; 1955–1963). People felt understood because, in their eyes, 
stress determined the attitude to life at that time.

It is therefore essential that companies protect their brands against digital 
burnout. A burned-out brand loses market share, regular customers, trust  
and loyalty. It becomes a shadow of its former identity until it disappears.  
The burned-out brand will not be noticed any more and the products will no 
longer be purchased. The brand leaves the field to digital technologies instead 
of using digital technologies to exploit its strengths.

“In the digital age, well-positioned brands provide a robust 
economic factor, bringing significant value to companies.”
Christine Riedmann-Streitz

THE MOST POPULAR BRANDS 
BY CATEGORY ARE

Automotive:  
BMW and Mercedes 
Consumer Goods:  
Nikon and Louis Vuitton 
eCommerce:  
Amazon and Etsy 
Entertainment:  
Spotify and Netflix 
Food and Beverage:  
McDonald’s and Starbucks 
Retail: Target and Ikea 
Social Media: 
Instagram and YouTube 
Technology:  
Google and Apple 
Telecommunications:  
AT&T and T-Mobile 
Transportation:  
Uber and United Airlines 

NetBase, 2018
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[SD] A high degree of a brand’s perceived attractiveness and uniqueness is 
essential for fascination and relevance. Both must be confirmed time and again 
by using the branded product. Will your brand hexagon still be valid in the distant 
future and will it still be relevant in a completely digitalized marketing industry?
[CRS] The brand hexagon shows a brand’s key success factors to become a 
strong brand. It will remain valid as long as brands exist. The basis of brand 
strength is to a certain extent brand awareness, which goes back to the fact 
that visibility is the basis to realize the brand. Attractiveness is important 
to create interest; people are only interested in what is attractive to them. 
Uniqueness is the prerequisite of a high level of recognition and extraordinary 
appeal. Uniqueness differentiates the brand from all other competitors  
and makes it special. Innovation is needed; otherwise the brand runs  
the risk of losing track of time and becoming old-fashioned.  
Social as well as economic relations are inconceivable without a  
maximum of credibility and trust. And we know from the recent  
past how fast brands can lose their credibility. For long-lasting  
credibility, the brand promise must be kept so that brand  
appearance and actual brand behavior are congruent  
and consistent. But how can all this be achieved? The  
brand needs a strong identity based on its values,  
heritage, competences, benefits (functional as well  
as emotional) and tonality. All these elements must be  
congruent with and support the brand core.

“Innovation is needed; otherwise  
the brand runs the risk of losing track  
of time and becoming old-fashioned.”
Christine Riedmann-Streitz

THE BRAND HEXAGON OF 
“SUCCESS FACTORS”

© Christine Riedmann-Streitz
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[SD] Why is the ability to change and innovate vital to brands in the digital age?
[CRS] Because otherwise the brand ages with its customers until they look  
around for some younger and more attractive brands. The fashion industry is  
a good example. Some brands must be reinvented to escape the “indifference  
trap” and not become irrelevant. A strong brand stands for continuity and  
reliability, with a clear brand promise that will also hold true in the future.  
At the same time, it reflects the Zeitgeist, the spirit of the time, is close to  
its customers and meets their needs. Desires are changing, so the brand must  
change and be able to surprise its customers over and over again if it wants  
to remain relevant. The challenge is clear: on the one hand, brands must adapt  
to digital transformation; on the other hand, they must protect themselves  
from digital burnout.

[SD] Brand ambassadors represent an important communication channel  
for companies to create positive attention for their offers and benefits.  
What does the future of brand ambassadors look like if they are dominated  
by recommendation algorithms such as “is being bought together” and  
“other customers are also interested in”?
[CRS] A brand can only ever be formed from the inside out. That means that  
the first and most important brand ambassadors are a company’s own  
managers, employees and sales representatives. Brand ambassadors outside 
the company are all the brand fans and loyal customers who recommend the 
brand. Influencers, celebrities and other opinion leaders can also become  
ambassadors for a specific brand. Those internal and external brand ambassadors  
can significantly influence the perception of the brand if they are committed  
to the brand, if they can convince others and if they are well connected with  
relevant stakeholders as well as with existing and potential customers.  
A personal recommendation is a strong asset because it is grounded on  
identification, trust and shared values.

“A strong brand stands for continuity and reliability, with a 
clear brand promise that will also hold true in the future.”
Christine Riedmann-Streitz

“A brand can only ever be  
formed from the inside out. 
That means that the first  
and most important brand 
ambassadors are a company’s 
own managers, employees 
and sales representatives.”
Christine Riedmann-Streitz

TOP TEN OF THE WORLD‘S MOST VALUABLE BRANDS 
Brand  Brand Value (in B) Brand Revenue (in B)

#1 Apple $182.8 $228.6 
#2 Google $132.1 $97.2  
#3 Microsoft $104.9 $98.4  
#4 Facebook  $94.8 $35.7 
#5 Amazon $70.9  $169.3
#6 Coca-Cola  $57.3  $23.4 
#7 Samsung  $47.6  $203.4
#8 Disney $47.5 $30.4 
#9 Toyota $44.7 $176.4  
#10 AT&T $41.9 $160.5 
Forbes, 2018



“Brands must become  
‘Hybrid Brands’ that combine 
the best of both worlds for 
their stakeholders because 
the future is seamless”
Christine Riedmann-Streitz
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[SD] Conversational commerce, a result of digitalization, could change the 
marketing industry completely. Consumers increasingly prefer voice assistants 
for interaction with companies. Of course, those assistants are still in an early 
stage of development, but there is a perceptible movement that they will play 
an important role in the future. How can those assistants be integrated into 
marketing and branding?
[CRS] Indeed, so-called conversational commerce has a strong influence, not 
only on marketing but also on society. Growing up with digital assistants – i.e. 
“butlers” or “servants” – not only evokes privacy issues, it also will shape the 
manner and content of our communication. It is still an open issue how smart 
devices will influence the way in which future generations deal and interact  
with people and technology. Will people become lazy or boss others around?
Digital assistants are already used for marketing. The Amazon Dash button 
allows for automatic reordering of a product in my household. Trademarks that 
are not listed on this platform appear to be at a considerable disadvantage.
Furthermore, there are already the first signs of a countermovement: strong 
brands (such as Birkenstock) have left Amazon to protect their own brand 
against counterfeiting. Unilever is threatening to stop advertising on Facebook 
and Google as they fail, among other things, to protect youths. How the trend 
with Alexa continues is still completely open. For marketing, digital platforms 
and smart devices are as important as instruments and platforms of the  
offline world (newspapers, magazines, letters, OoH, retail). But it must always 
be considered whether and why. Then, it must be weighed to what extent digital 
instruments and channels should be used for brand communication – in each  
individual case. In general, it is inevitable that a strong brand meshes the real 
and virtual worlds into a seamless brand experience. Customers are already at 
home in both worlds and do not accept any inconveniences. As I have elaborated 
in my book “Will there still be brands in the future?”, brands must become  
“Hybrid Brands” that combine the best of both worlds for their stakeholders 
because the future is seamless.

[SD] Will digital assistants such as Siri, Alexa and others replace  
the human recommendation of products and services in the future?
[CRS] I can well imagine that we will have both in the future if people take care 
and are aware of the negative aspects of digitalization. There are many formerly 
new communication channels as well as technologies that did not replace old 
ones: take the coexistence of music CDs, streaming and the increasing demand 
for vinyl records. Another example is the letter (including print promotion), 
which has not been replaced by email. Channels and technologies have found 
new market segments or market niches. This enriches the available portfolio 
of communication and distribution channels and offers for both companies and 
consumers. Those instruments and technologies could be used according to 
what is needed in a certain situation. I appreciate digital innovations, as long  
as it is ensured that technology supports people and does not manipulate them 
or spy on them. The great advantage of recommendations by friends is the trust 
placed in their judgment, because the recommendations are based on common 
values and attitudes.
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[SD] What will be the future role of social media concerning branding if  
social media posts are no longer opinions of individuals but are generated  
and spread by marketing automation?
[CRS] The influence of marketing automation on social media and branding must 
not be underestimated. At the same time, it is also necessary to consider the 
core purpose of social media and what this means for brand management.  
Social media is about finding, connecting and engaging with people – be it  
customers, friends, influencers, potential investors, or other stakeholders. 
Social media is social, participatory, and conversational and therefore needs  
at least two human beings. The following graphic shows the cumulative  
development of functionalities in human-to-human communication (H2HC). 

They are no longer only the addressee of brand messages but at the same time 
produce content, i.e. they become a prosumer. By creating messages, themselves,  
they influence and shape the perceived image of brands (people, companies, 
products, services). Accordingly, the impact of brand communication via social 
media is not only driven by the transmitted content (the company as the sender) 
but also by the perceived content (how the addressee feels and reacts when 
reading a message). It is a common misconception that social media is an easy, 
cheap instrument for advertisement and promotion, enhancing the brand image 
and offering products and innovation to a broad audience by increased commu-
nication with consumers. It is the result of a misconception that social media can 
be run with minimum input and maximum output because of its ability to spread 
messages widely. In the first place, brand communication – to be successful – 
must respect that people do not primarily use social media to communicate with 
or talk about a brand. But even on social media, they want brands to resonate 
with them and to understand their individuality. And as in other communication 
channels, the brand relationship here is based on trust. Brand management on 
social media must be professional, customer-oriented and careful. Leverage by 
automation or permanent promotion is not something which is inherent to social 
media. Thus, brands must deeply understand the role of social media as well as 
the characteristics of its different channels and the expectations of its users.

Due to the high dynamics of communication on social media and the high degree  
of interconnectedness and anonymity, there is always the risk that mass opinion- 
making is triggered by negative comments or unqualified evaluations. Since 
brand managers cannot control the dynamic of social media, it is essential for 
them to monitor what is going on, to know what people are saying about the 
brand and to evaluate the results carefully.

“The influence of marketing 
automation on social media 
and branding must not be 
underestimated.”
Christine Riedmann-Streitz

H2HC - HUMAN TO HUMAN COMMUNICATION

© Christine Riedmann-Streitz
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“Social media is an essential part of life  
and business in the twenty-first century.  
Human-to-human communication 4.0 (as shown  
in the graphic, page 8) is characterized  
by the shift in the role of the consumer.”
Christine Riedmann-Streitz
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Today, it is widely recognized that social media needs marketing automation. 
Automation can make social media smart by saving time, optimizing and scaling 
marketing activities, controlling and synchronizing complex and cross-channel 
activities, allowing segmentation and personalization, giving insights about 
which messages on which channels were of most interest for which prospective 
customers, and so on. But the time saved should be invested in the quality of 
valuable content and meaningful consistent engagement with the community 
and fans. People do not want to receive millions of promotional tweets during  
an event like the Olympic Games.

Critics say that automation is the antithesis of social media, it is anti-social by 
definition. Automation misses the true reason why people wanted to have this 
conversation. And they are right. One should always ask: If automation is the 
answer, what exactly was the question? Isn’t it counterproductive to automate  
a process which was once invented to get and stay in conversational contact 
with your stakeholders? Automation must only be used as a supportive  
instrument. Brand managers must create valuable content and brand messages.  
This is not only a matter of content quality but also of time and frequency. 
Otherwise, automation becomes an empty, meaningless activity that only 
wastes time – that of the company and that of the social media audience.

As soon as one takes the human out of social media it isn’t social anymore. 
Social media is thus “led ad absurdum”. Automation of interactions (liking,  
following, posting) is a no-go for a strong brand. It not only makes the brand  
look spammy. The brand seems to degrade people to a number (number of 
friends and followers) instead of appreciating the follower as an individual  
worthy of engagement. Automation can have a disastrous effect on brand  
equity (perceived brand value), brand attractiveness and brand trust.  
What if the prosumer is so disappointed that they feel forced to use digital  
helpers (ad blockers or bots)?  

“Critics say that automation  
is the antithesis of social  
media, it is anti-social by  
definition.”
Christine Riedmann-Streitz
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The result would be “the technological armament of companies as well as consumers,” 
which “ultimately leads to ‘machine-to-machine confrontation’ although brands 
should be looking for direct contact with consumers and fans.” (Christine 
Riedmann-Streitz, Rethinking ubiquitous digitalization, in: KarlsMagazine,  
p. 15 ff., https://karlshochschule.de/fileadmin/files/KarlsMagazine_2018.pdf )

My conclusion is that automation on social media should be done only for the  
purpose of enhancing appreciative communication but not to disturb or replace  
genuine interaction. There are different tools for social media automation.  
If you want to start automation, ask yourself first: “Why do I want to automate?” 
And then do it one by one. Automation is no “schedule and leave it alone” 
process. Also, there is no single way to use social media. It depends on your 
brand, your product, the content you provide, and your stakeholders. There 
are also different social media channels, each with its own rules to success. 
Communication on social media is real-time, outside of firewalls and beyond 
internal approval processes. Big data offers great insights which should be 
used by brand management to increase appreciative communication with their 
customers. In addition, it is necessary to have a strong brand identity based on 
strong brand attitude and behavior. This provides all employees with the overall 
ethical guidelines and framework for communication in the real and digital 
worlds. At best, this is based on what I call “Humane Customer Centricity.” 
Brands that do not follow the core rules of social media and the guidance of 
Humane Customer Centricity risk digital burnout. In “Redefining the Customer 
Centricity Approach in the Digital Age” I state: “If companies do not want to 
turn the Customer Centricity approach against their customers, then they must 
follow the Customer Centricity Approach as in the concept of Humane Customer 
Centricity.” (Christine Riedmann-Streitz, “Redefining the Customer Centricity 
Approach in the Digital Age,” Proceedings of the International Conference on 
Design, User Experience and Usability (DUXU), Springer LNCS series, July 2018)

“Professional high-quality PR  
and journalism will play a decisive  
role in the future.”
Christine Riedmann-Streitz

“Platforms are playing  
an increasing role in  
the dissemination of  
information as well as in  
the e-commerce segment.”
Christine Riedmann-Streitz



“For the business world, for 
companies and for all readers, 
such trustworthy platforms 
(like Business Wire) with high 
quality standards will become 
increasingly important in the 
future because the user can 
find verified information with 
transparent sources so they 
can form their own impression 
and make their own judgement.”
Christine Riedmann-Streitz
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[SD] Public relations (PR) is an effective instrument for branding and image 
building. Will PR still play a decisive role in the future when PR texts are  
generated by software programs instead of qualified journalists?
[CRS] One has to keep in mind that PR is not the same as journalism, although  
a lot of journalists are working in the PR business and are following the high 
quality and ethical standards of qualified journalism. Brand and image building 
needs trust and authenticity. This cannot be provided by automated writing. 
Neither in PR nor in journalism. There might be cases where the use of automation  
is appropriate, such as in highly standardized texts. But they must always be 
marked as such for the reader, without exception. Professional high-quality  
PR and journalism will play a decisive role in the future. They are important as 
they provide high-quality, proven and valuable information from independent 
transparent sources, counteracting fake news and information spread within 
filter bubbles and echo chambers.

[SD] In addition to widespread media such as TV, radio and daily newspapers, 
news platforms like Business Wire are established channels for the circulation 
of PR topics, classic news and information of any kind. What role will these 
platforms play in the future? And what role do they play for the brand?
[CRS] Platforms are playing an increasing role in the dissemination of informa-
tion as well as in the e-commerce segment. Today we are already talking about 
“platform economics.” Amazon is a platform, as is eBay, Google, and Facebook. 
Business Wire is also a platform. The advantage of those platforms is that they 
reach millions of users worldwide and provide product and service offers as well 
as information. For brands, it is important to examine exactly which platform 
they choose for their purposes. Birkenstock, for example, recently withdrew 
from the Amazon platform due to the high number of counterfeit products. 
Unilever is considering stopping advertising on Google and Facebook because 
those platforms do not prevent Unilever advertisements from being placed in  
a negative environment. On the contrary, as far as I know, Business Wire has  
set clear rules to ensure the quality of the platform. Every piece of information  
is checked by experienced editors before it is published; advertising for  
e.g. casinos is rejected and every message is checked for spelling mistakes. 
Business Wire has partnerships with the world’s leading news agencies. 
Business Wire has thus become a trusted source for journalists, bloggers,  
investors, news media and other audiences and one of the leading sources  
of global business, financial and corporate news. For the business world, for 
companies and for all readers, such trustworthy platforms with high quality 
standards will become increasingly important in the future because the user  
can find verified information with transparent sources so they can form their 
own impression and make their own judgement.
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[SD] In your book, you provide evidence showing that more than 70% of brands 
worldwide and over 90% of brands in Europe have become irrelevant in the  
eyes of consumers and if such brands disappeared tomorrow, they wouldn’t  
be missed. This sounds like brands will be irrelevant in the future. Will there 
still be brands in the future?
[CRS] My forecast is that brands will still exist if fundamental prerequisites 
are met.  Unfortunately, many brand managers no longer believe in their own 
brand. Most mid-sized companies have barely discussed how they need to 
build and position their brand for the future. But new technologies and big data 
compete with brands for the same customers. This situation is getting worse 
due to numerous companies that focus on technology only and neglect content. 
Technology is always only a means to an end; it does not itself offer any content 
or values, nor does it provide a brand experience that can inspire and retain  
customers and encourage customer loyalty and recommendations. Digitalization 
provides a plethora of data that creates customer value only when drawing the 
right conclusions.

[SD] You underline in your book that brands will evolve into “Hybrid Brands.” 
What do you mean by that?
[CRS] Brands need to be transformed to Hybrid Brands if they want to survive. 
In addition to the real world, both the enriched (augmented reality) and the 
virtual worlds exist. These worlds are merging to hybrid worlds – not only in 
technical terms, but in people’s perception and behavior. As outlined in my book, 
customers want mobile information, real shopping (advised by customer service 
representatives who have additional knowledge and deliver brand experiences 
that are not available online), mobile payment options and purchases delivered 
on demand. Hybrid Brands combine the best of both worlds (real and virtual) and 
create seamless transitions as their stakeholders no longer accept interruptions  
and discontinuities. The future is seamless.

“Most mid-sized companies have barely discussed how they need to build and  
position their brand for the future. But new technologies and big data compete  
with brands for the same customers. This situation is getting worse due to  
numerous companies that focus on technology only and neglect content.”
Christine Riedmann-Streitz

“Brands need to  
be transformed to  
‘Hybrid Brands’ if  
they want to survive.”
Christine Riedmann-Streitz
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“Relevant values, enduring 
promises and trust are the 
foundations of successful 
business and well-functioning 
societies. Brands play a  
significant role here.”
Christine Riedmann-Streitz
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[SD] How will Hybrid Brands influence brand management and how can  
companies benefit from it?
[CRS] The question is not: “Is digitalization good or bad for the brand?”  
The fourth industrial revolution cannot be reversed at all. Nor should companies 
ask themselves to what extent they need to digitalize the brand marketing so 
as not to risk the business. This is the perspective of an inevitable adaptation 
from which it is difficult to create something effective. Rather, they have to 
ask themselves “What opportunities does digitalization offer to strengthen the 
performance of the brand for the company and its stakeholders?” This way of  
rethinking the benefits of brands in the digital age leads to the concept of  
Hybrid Brands, which I introduced in my book “Gibt es noch Marken in der Zukunft?”

Companies must take risks that can harm their brands seriously. But they  
also have to take the needs of their stakeholders seriously. When they start  
to apply the concept of Hybrid Brands to their companies and brands, they  
succeed at driving all the advantages of brand strength into the digital age.  
Not only companies will benefit from this, but customers and the society too. 
People invented brands for good reasons!

[SD] You also describe the future of “Hybrid Brands” in “Hybrid Cities”.  
What is the role of urbanization?
[CRS] It is estimated that by 2050, 70% of the world’s population will live in  
cities. This is where the challenges of future economic activity, work and life 
come together. Big cities and megacities are evolving into hybrid cities. Among 
other technologies, they use location-based services for the benefit of their  
citizens in public and commercial urban spaces. Even today, providers in the  
public and commercial space already collect data about passersby and consumers  
via face recognition, including in Germany. However, this takes place without 
asking people for their permission; it is unsolicited, unprotected and non- 
transparent, not respecting people’s right to privacy. As I explained before,  
the brand must develop into a Hybrid Brand. But this hybridity must be well 
reflected and thoughtful to shape a future worth living in.

[SD] What do you want to convey to companies and customers?
[CRS] The future starts now. The question is not “What is possible?” but  
“How do we want to work and live in the future?” and “What are the values  
guiding our thinking and actions?” Relevant values, enduring promises and  
trust are the foundations of successful business and well-functioning societies. 
Brands play a significant role here. But they must be transformed into Hybrid 
Brands to have enough impact and not suffer from digital burnout. Against this 
background, I have created a vision of what would be desirable and what needs  
to be done. It is based on an understanding of the economy and society that is  
not subject to the primacy of technological opportunities but of benefits to us 
humans, who invented the technologies. Digitalization can bring plenty of progress, 
economic efficiency, comfort and quality of life when used purposefully and always  
under the control of humans. My forecast is that companies and consumers will 
continue to stick to the brand in the future but only if brands become Hybrid 
Brands and further evolve to Humane Hybrid Brands that consistently fulfill the 
principles of respect for privacy and the criteria of what I call Humane Customer 
Centricity, with the stakeholder being at the real core of thinking and acting.
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INNOVATION: Process, Competence, Mindset, Culture, BrainPower 
CHANGE: Digital Transformation, Culture & Leadership,  
New Working Worlds, Brand Behavior

Christine’s clients include well-known SMEs and multinational corporations  
of all Industry sectors. She advises shareholders, Board members, managing 
directors and she supports managers and their teams as consultant, sparring 
partner, trainer, coach, moderator or mediator. Furthermore, she is also  
active as a keynote speaker, a moderator of events and as a member (i.a.)  
in the Program Board of the International conference DUXU (Design, User 
Experience, and Usability – Toronto 2016, Vancouver 2017, Las Vegas 2018, 
Orlando 2019). Prior to founding MarkenFactory, she was holding internationally  
responsible Management positions in industry and trade. 
 
Christine deals with the important future topics such as the consequences of 
new Technologies for companies, employers, brands, customers (she published 
e.g., about the “customer centricity paradox in the digital age”) and the society. 
Christine is an expert in neuroscience-based training empowering people to  
develop their brain potentials (BrainPower), so that they can be in the driver’s 
seat in the digital change.

SEVAL DOGAN
Since 2013, Seval Dogan works as a Senior Marketing & Special Project 
Specialist for the Business Wire Frankfurt office in Germany. In addition  
to marketing strategy and planning, Seval also executes digital and  
traditional marketing activities in the D-A-CH region. She holds a Bachelor  
of Arts degree in Modern Languages (English and German), which she  
completed at the Open University whilst living in London (UK). Seval also  
completed a Marketing and Advertising degree at the Kaufmännische  
Schule Tauberbischofsheim as well as a degree in Communications and  
Business at the Kaufmännische Andreas-Schneider-Schule in Germany.

 @SevalDogan2018

MORE INFORMATION ON
WWW.MARKENFACTORY.COM
 
MarkenFactory GmbH 
Konrad-Zuse-Straße 43
60438 Frankfurt am Main
Germany

T +49 (0)69 58 70 09 25
F +49 (0)69 58 70 09 26

contact@markenfactory.com

Christine‘s book „Will there still be 
brands in the future?“ is available on
https://www.amazon.de/ 
Gibt-noch-Marken-Zukunft-
Zukunftsvision/dp/3658161507
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