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Why has the dfv brand been overhauled? 

 

Klaus Kottmeier: We want important target groups to perceive us as the 

modern and high-performance company that we are. In order to achieve 

that goal, we need a clear market identity that exerts its appeal internally 

and externally. For a strong brand contributes towards highlighting a 

company’s profile, making it stand out even more distinctly from 

competitors and enhancing its own reputation. With our new brand identity, 

we consistently communicate what sets dfv apart, what we all work for 

together and what benefit we offer our readers and customers. In addition, 

by integrating the dfv media group into the brand identity of all service 

brands, we will promote an image transfer between the options we offer 

that is conducive to business. 

 

What are the core elements of the new brand identity? 

 

Klaus Kottmeier: The central elements are the new name as well as the 

new logo and new claim: The new name “dfv Mediengruppe”, i.e. “dfv 

media group” – or “dfv” for short – encompasses the content of our entire 

portfolio, while also allowing scope for further growth. The new claim – 

“Know more, decide right” – summarises our brand positioning concisely: 

as one of the largest independent specialist media companies in Germany 

and Europe, dfv serves as a personal business compass, placing 

important accents for industry experts and stakeholders who want to 

successfully develop their company, their business and their professional 

careers. The new logo is a symbol for all of that. 

 
Precisely what effect will the new brand identity have on the 
periodicals, subsidiary companies and shareholdings of dfv? 
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Klaus Kottmeier: We want to further reinforce the strength of our 

established media brands by facilitating positive image transfers with the 

aid of a common visual element. That is why we have developed a 

systematic brand architecture for our entire portfolio. For every category 

there is a separate guideline for integrating the dfv logo.  

 

How long has dfv been working on its new brand identity, and what 

does the time plan for implementation look like? 

 

Klaus Kottmeier: The official kick-off was in December 2012. Together 

with MetaDesign, we conducted intensive discussions with the publishing 

house divisions and held numerous workshops, where we brought together 

representatives from the entire company. What was important to us was to 

determine the joint foundation of values as well as the different 

requirements of the various parts of the company, thus enabling us to take 

both aspects into account accordingly. We started the concrete 

preparations for implementation in the summer of 2013. In January 2014 

the switch-over was realised at our parent company in Frankfurt. We also 

intend to embrace a policy of moderation when we start transferring the 

new corporate design according to our brand architecture to publications, 

subsidiary companies and majority shareholdings in the next few months. 

We want to have concluded the implementation completely by the end of 

2015. 
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dfv Mediengruppe, i.e. dfv media group, which is domiciled in Frankfurt am Main, is one of the largest 

independent specialist media companies in Germany and Europe. Its goal is to make people more successful in 

their occupations and business. Together with its subsidiaries and shareholdings, it publishes over 100 specialist 

periodicals for important economic sectors. Many of the publications are market leaders in the respective 

industries. The portfolio is supplemented by over 100 digital options as well as 500 current-release specialist 

book publications. Over 140 commercial events, such as conventions and trade fairs, provide opportunities for 

intensive networking as well as information. dfv media group has 1,000 employees in Germany and abroad and 

achieved a turnover of about 145 million Euros in 2013. 

 


