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History & Timeline 

Growth
E.ON has grown 

massively by acquiring 
many international 

energy firms, i.e. in UK, 
Sweden, US, and more

2002 - 2007

Birth
E.ON is born through a 
merger of two energy 

conglomerates

2000

Split
Decision to spin off 

fossil-fuel energy 
creation business to 

mainly focus on 
renewables

2014 - 2016

Change
E.ON wants to become 
a major driver behind 
the development of 
renewable energy

2010



E.ON Pre-Split

Global renewable energy 
sourcing

Renewables
Conventional (fossil fuel & 

nuclear) power generation in 
Europe

Energy Generation

North Sea, Russia, and North 
African regional energy 
production/exploration

Exploration & 
Production

Buys and sells electricity, 
natural gas, oil, coal, freight, 

biomass, and carbon 
allowances

Global Commodities

https://docs.google.com/spreadsheets/d/113fNyFQjqLtscOYVc35losa0yf8Sa0jHTzoDomH3oBc/copy


Challenges to the Market

Energiewende
German energy policy moving away from 
fossil fuels and nuclear to renewables

1

Divergence
The separation of conventional and new 
energy goals

2

Perception
All the M&As has led to scrutiny from EU 
and German governments

3

1

2

3







Main Questions

1

How do you help the 
employees transition into 
their new company after 

the spin-off ?

2

How do you make sure 
the employees know 

what the new company 
stands for 

- despite losing its 
“green” position?



Learning Objectives

Corporate Brand 
Identity

Identity
Corporate 

Culture

Culture
Internal 

Communication

Communication



Key Learning Overview 

The two energy worlds 
and the need for two 
different companies

Remembering

Corporate Brand Identity 
matrix, Corporate Culture, 

Internal Communication

Understanding

Internal communication 
and brand identity strategy 
based on transparency, 
clarity, and trustworthy

Creating

Use of the corporate brand 
identity matrix (Urde, 2021), 
Corporate Culture and 
Internal Communication

Evaluating

New Company’s Identity Matrix 

Applying
How the new company 
different than E.ON

Analyzing



Questions?


