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Praktiker as a brand. What do the customers expect from a brand nowadays? How emotionally committed are Praktiker's customers to the brand nowadays? In what direction and how should the company manage it's brand?

My thesis is revolving around the examination of Praktiker as a brand and the image of the company. I am targeting the company, which is one of the market leaders in Hungary in the field of selling products related to home renovation, garden construction and other DIY activities. I also target the brand, which has been present on the Hungarian market for more than 20 years and which has been developed with great care and international experience over these years.
I start the thesis by studying and presenting the appropriate background information and basic topics related to branding. For example, what are consumer expectations of a brand nowadays and, of course, how this could change in the future.
After collecting the necessary background information, in the second part, I will move on to Praktiker as a company and as a brand. I talk about the company's brand-building activities in recent years, the market situation and their competitors and consumers. For this research, I use the results of in-store and online surveys and questionnaires prepared by the company in the last few years.
To find out more about the present and the future I interviewed the members of Praktiker’s marketing team and also made questionnaires, that targeted the everyday customers. The results include not only the answers to the questions already asked in the title, but also give insight into brand building and how the customers feel about the company’s campaigns. Furthermore I learned what makes a brand „fresh” and reliable and what it takes for a DIY chain to become a top competitor on the market. Last but not least, there is a discussion about the future of the brand and customer relationships. The main issue in this case is the strategic role of sustainability and environmental awareness, its impact on the brand, and how this will manifest itself in marketing activities.



