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Dear Employees: Markets are continually undergoing change. Companies,  
as well, are constantly changing. The building and construction industry is no 
exception. One reason that we as Hünnebeck have managed to succeed so well in 
this dynamic environment is because we have always remained true to ourselves. 
 
But what is the essence of Hünnebeck? In what ways do we differ from the other 
market players, as an employer or as a service provider? To answer these questions 
we have assembled in this marketing communication manual, our Hünnebeck 
Brandbook, the values that are important for us and that stand for the Hünnebeck 
brand.  
 
People, doers, experts. These three terms concisely represent our self-perception 
and our brand promise. As I see it, they hit the nail on the head. And the fact that  
so many employees have so enthusiastically worked on the brandbook emphasizes 
that they, too, full identify with these three terms. 
 
I would like to take this opportunity to encourage you to be closely aware of your 
own significance as brand ambassador and to proactively communicate our values: 
when talking to customers and suppliers, during interviews with job candidates,  
and when familiarizing newcomers to the company. After all, you as people, doers, 
experts are what makes Hünnebeck so special and so distinctive. 
 
Yours, 

Martin Hemberger 
Managing Director North & Eastern Europe
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Since 1929, Hünnebeck has been a well-known name in the world of 
building and construction. One that enjoys an international reputation. 
So, why the need for us to still talk about the Hünnebeck brand? 
 
Quite simply because change has become an intrinsic feature in  
the dynamic world of today‘s global business. Because, we too must 
constantly change in order to cope with the challenges posed by 
markets and customers. And because within this fluid environment it  
is vital for a brand to be recognizable as a commitment to enduring 
values while maintaining an uncompromising stance. Hence this 
brandbook, intended to introduce you to our brand and all it stands  
for.  
 
People, doers, experts: typically Hünnebeck. We see these three  
terms as typical of our attitude and constituting the very essence of  
our brand. The following pages spell this out in detail.

People, doers, 
experts.

“There is always a solution and  
finding it is what motivates me most.” 

Daryl Cameron, Materials Manager
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Emotion and  
expertise.

What exactly is a brand? A brand is more than a mere logo. It 
stands for what is distinctive about a company and makes it stand  
out positively from competition. As in the case of Coca-Cola, Apple  
or Mercedes-Benz, three of the most valuable brands in all the world. 
Each expresses a performance promise,  a lifestyle, a world of  
values to which customers are emotionally committed. 
 
Our objective is for the building and construction industry internationally 
to associate very specific properties with the Hünnebeck brand, 
properties that are rationally convincing and emotionally inspiring. 
These include that we are a team of individuals each of whom is 
personally committed to their respective tasks, with expertise, passion, 
and a sense of responsibility. It also means that with this very 
commitment we go about developing practical hands-on solutions 
and products whose exceptional quality generates true added value 
for our customers. 
 
We will continue to consolidate and expand our position as one of  
the leading formwork and scaffolding suppliers while holding on to 
existing customers, winning new ones and impressing potential 
employees with our qualities as an employer. The repositioning of the 
Hünnebeck brand is an important step in this direction. And just as 
important is that, through direct contact, new customers and future 
employees experience first-hand how we as a team instill life into  
our brand values, day by day.

6

“It’s a great company to be  
part of. Every day is a new  
challenge and our teamwork 
makes it really enjoyable.” 
Radoslaw Stich,  
Technical Services Engineer
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People: This means that we talk to our customers face to face,  
that we are outgoing and helpful. We are also ambitious and want  
to join our customers in achieving their goals. At the same time, we  
pay careful attention to safety and we protect the health of all those 
involved. We keep what we promise. Trust us and you won‘t be 
disappointed! 
 
Doers: We emphasize that we have solutions to offer. We never  
lose sight of reality, we ensure maximum efficiency. This includes 
planning with meticulous care so that afterwards everything proceeds 
smoothly. It also means coming up with creative ideas whenever 
unforeseen challenges arise. We hate having to sit around and wait 
and we do everything to push forward. 
 
Experts: This is where our expertise comes into play. We at 
Hünnebeck have acquired experience in dealing with complex 
challenges of all kinds: technical, logistical, regulatory, and safety.  
In addition, we develop creative ideas and innovative products that 
deliver genuine site benefits. 

What our brand 
values imply.
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“We have outstanding products and  
people. Combined, this means we can 
provide our customers with excellent on 
site solutions for all kinds of projects.” 

Daniel Galbraith, Senior Designer
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Construction is something  
we take personally.

People

„Something I have built!“ It‘s always the same: whoever has  
been involved in a construction project, building a house, erecting  
a bridge or pouring the concrete for an entire dam takes it  
personally. We, too.
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For on the site, we must be able to rely on each other. We perceive 
ourselves as part of a whole, irrespective of the particular job being 
done by our employees: costing or structural analysis, material 
deliveries, safety provisions. Each of us does their part to ensure  
the safety and success of the construction site.

As people, we‘re part of a team reaching out far beyond our company. 
Embracing customers and partners with whom we share views, 
closely coordinating our efforts, from the first steps in the planning 
phase through to project completion.

People.

“Innovation is the key for success. Even now  
we are preparing ourselves for the challenges 
that lay ahead so that we can provide the  
best-possible solutions the industry can offer.” 

Leigh Colton, Key Account Manager 

“I appreciate the close, personal 
cooperation with our customers. And 
I appreciate the tailor-made solutions 
we can offer them as a team.” 

Tiarna Davidson, Territory Manager

Please provide  a quote which 

we may use here and confirm if 

we may use this image
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We roll up  
our sleeves.

Buildings don‘t just grow by themselves. They need perfect 
organization. A perfect synchronization of all the trades, people  
that get to grips with the job in hand. And if there is a hitch, people 
that find practical solutions. Construction work is something for 
doers. For us!

Doers
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“Work should be enjoyable. For me, this means 
variation, on the one hand, and results, on the other.  
Each customer poses fresh challenges to which we 
reply with hands-on solutions.” 

Robert O‘Donnell, Yard Foreman

16

Throughout the planning and construction phases we keep a close 
eye on maximum efficiency. It is our ambition that our customers 
achieve their goals within the set deadlines and cost limits. 
Construction work is for people willing to roll up their sleeves, literally 
and metaphorically. And that‘s just the way we act and think.

As our customer, you can be certain that throughout the project 
phases we will plan with precision and creatively cope with any 
challenges. Our hands-on mindset is based on the practical 
requirements: whatever we do, we‘re getting the job done.

Doers.

“I really enjoy working for a company with such  
a wide variety of different products and industry 
expertise. This helps deliver the best solutions  
for even the most challenging of projects.”  

Paul Sale, Senior Designer

Please provide a quote which 

we may use here
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Projecting our experience 
into the future.

On a construction site, the quality of the planning is just as important 
as the quality of the concrete. Since no two sites are alike, what is 
needed is more than just experience. The important thing is to learn 
from experience. To forge the best solutions for the present with the 
past and future in mind. A job for experts, a job for us!

Experts
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Our skills and expertise converge in the work of our innovation team 
whose creative ideas propel progress on the construction sites of 
tomorrow. In this way, even now we are preparing ourselves for the 
challenges that will be confronting our customers and ourselves at a 
later date. So that we can justify our claim of providing customers 
with the best-possible solutions the industry can offer. Now and in  
the future.

As experts, we invest a vast amount of time and care in planning 
ahead: from an analysis of the current status via costing to the 
shuttering or scaffolding strategy. In doing so, we can draw on the 
expertise and knowledge accumulated over decades on a wide 
variety of construction sites in many parts of the globe.

Experts.

“If people like you they’ll listen to you.  
But if they trust you they’ll do business with you.”   

David Meek, Technical Sales Representative

“We determine the things that shall  
be done and then work hard to find the  
perfect solution. Our strength is teamwork.” 

Agnieszka Stich, Design Technician
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What made us decide to position the three terms People, Doers, 
Experts at the very center of our brand? Because if a brand is a 
promise, a good brand is a promise kept. 
 
On a construction site, you have to be authentic, genuine, and sincere. 
Anything else soon becomes evident. Our customers assess us by 
how they experience us, by whether we are what we claim to be.  
They decide whether in their eyes we are keeping the promise of our 
brand. 
 
That is why, when defining the brand values, we have not worked 
from the assumption of what Hünnebeck should or could be. We have 
simply looked at what we already are. The brand claim and site reality 
are two sides of one and the same coin.

We promise. 
We keep.
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“My objective: Providing a professional  
service with a smile!” 

Jenny Bridgewater,  
Key Account Administrator
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In the increasingly technical world of construction, driven by the 
pressure of time and costs, we are still people you can relate  
and talk to. Quite in line with our brand characteristics. Our brand 
values are certainly not simply abstractions. They describe the  
men and women working for us.  
 
What this means is that our brand derives its most powerful impact 
from us who represent it. Get to know us and you get to know 
Hünnebeck. 
 
What we can do to instill further life into the Hünnebeck brand  
is basically quite simple. We needn‘t go out of our way, neither 
now nor in future. We simply stay as we are: hands-on, committed, 
capable. And focused on the best-possible solutions for our 
customers.

Committed,  
hands-on,  
and capable.

“At times, construction work can be 
quite turbulent. So you have to keep 
your cool, focus on facts, and deliver 

results. Get the adrenalin flowing.” 

Wayne Nugent,  
Northern Design Manager

“It’s cool to be a part of such an  
inspirational team. Our products and  
expertise help us to achieve great things.” 

Paul Hyde, UK Design Manager

Please provide a quote which 

we may use here and confirm if 

we may use this image
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Think big.  
Our international  
network.

In Europe, Hünnebeck 
stands for formwork, 

scaffolding, and  
safety products and 

services.

SGB is the Brand 
Group responsible for 
formwork and shoring 
in the countries of the 
Middle East and Asia/

Pacific. 

Aluma Systems offers 
formwork and shoring 
solutions for the North 
and South American 

markets

“There‘s nothing that‘s not possible.  
So far, working together we‘ve coped with every 

challenge. We‘re simply a great team.” 

Lee Davidson, Sales Director

Please provide a quote which 

we may use here and confirm if 

we may use this image
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Brand building is an ongoing, never-ending process. After all, 
companies and the business environment are changing constantly. 
Nonetheless, despite all change, certain fundamentals remain 
unchanged. 
 
Any questions regarding our brand? Get in touch and be a brand 
ambassador yourself. 
 
Contact: 
Babette Bargatzky 
Rehhecke 80 
40885 Ratingen 
Germany 
Phone: +49 (0)2102 937 220 
bbargatzky@huennebeck.com



www.huennebeck.com

Hunnebeck in Ireland
Level 1, The Chase, Carmanhall Road
Sandyford, Dublin
Phone: +353 (1) 536 3060
info_ie@huennebeck.com 

Hunnebeck in the UK
2236 London Road, Carmyle
Glasgow, G32 8YF
Phone: 0141 763 1333
Fax: 0141 763 2704
info@huennebeck.co.uk

Rush Lane, Staffordshire, Tamworth
Birmingham, B77 1LT
Phone: 01827 289 955
Fax: 01827 250 191
info@huennebeck.co.uk


