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Introduction

In this document, a first draft of all materials of Unit 4 of the CreO Training course are presented.
All materials are also available separately in the Google Drive folder as drafts.

Please use this document for review and commenting. Thanks!

Please note:

- The Wikipedia articles proposed will be changed for alternative sources.

- Activities 4.2.1., 4.3.1 and 4.3.2 will be completed soon, at the moment the supporting
materials are not ready. We will upload them as soon as possible.

- The article at activity 4.2.1 is only partly inserted in this document (6 out of 26 pages). The
full article is available separately.
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Overview of Activities per Unit

Unit No: 4 Graphic Design in Marketing for Industry 4.0

Responsibility &
Autonomy
Subunit No: 4.1 Illlustrating Industry 4.0
Principles of industry 4.0 - Industry 4.0 elements
4.1.1 necessary for following 1
actvities
Introduction to the topic of - elements of infographics - create 1 type of infographic | - use creative approaches to
infographics suitable for industry 4.0 illustrate complex
4.1.2 information suitable for 0,5
internal and external
marketing
Best practice examples of - elements of infographics - illustrate the principles of
4.1.3 | infographics industry 4.0 using 1
infographics
Infographics and industry 4.0 | - principles of industry 4.0 - create at least 3 different - identify new potential fields
(exercise) elements of infographics types of infographics for cooperation with
suitable for specific kinds of companies from a
content manufacturing sector
develop strategies to break
4.1.4 down and illustrate complex 1
information or quantitative
data
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Subunit No: 4.2 Building a Brand and Engaging Customers
Principles of marketing - the importance of active
4.2.1 customer participation 1
- - elements of internal and
external marketing
4.2.2 Principles of corporate - elements of internal and 05
- identity external marketing ’
423 Principles of brands and logos | - elements of internal and 0.5
- external marketing ’
Teaching case brand, ci and - principles of industry 4.0 create at least 3 different - identify new potential fields
logo for industry 4.0 - the importance of active types of infographics for cooperation with
customer participation suitable for specific kinds of companies from a
content manufacturing sector
424 illustrate the principles of - use creative approaches to 2
- industry 4.0 using illustrate complex
infographics information suitable for
create an unique brand internal and external
including logo and marketing
Corporate Identity (Cl)
Introduction trends in - elements of internal and
4.2.5 | marketing external marketing 1,5
- basics of neuromarketing
Marketing Strategy (teaching - elements of internal and create an unique brand
4.2.6 | case) external marketing including logo and 1
Corporate Identity (Cl)
Communication channels use at least 2 - develop strategies to break
overview communication channels to down and illustrate complex
engage with customers information or quantitative
4.2.7 including CTAs (Call To data 1
Action)
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No Name of Activity

Responsibility & Time

Basic Knowledge
e Autonomy (h)

Subunit No: 4.3 Evolving Employees

Internal education (teaching - adopt innovative approaches

in further education of

- identify new potential fields

case)

employees using the

for cooperation with
companies from a

431 competences acquired in manufacturing sector
the field of graphic design
or CCl in general
Internal communication and - principles of industry 4.0 use at least 2 identify new potential fields
industry 4.0 (teaching case) communication channels to for cooperation with
engage with customers companies from a
including CTAs (Call To manufacturing sector
Action)
432 - adopt innovative approaches 2

to enhance internal
communication processes
and information flow using
the competences acquired
in the field of graphic
design or CCl in general
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Unit 4: Graphic design for marketing in industry 4.0

Subunit 4.1: lllustrating industry 4.0

Activity 4.1.1: Principles of industry 4.0

Learning Knowledge Skills Responsibility and Autonomy
Outcomes

e Principles of industry
4.0 necessary for the
following activities

Type of activity PDF Test/Quiz
1 PPT 0 Game
O Image/Infographic 1 Other (specify)
Video
Duration 60 minutes
Activity A short introduction (or refreshment if you have accomplished Unit 1 already) to the

(to be inserted into topic Industry 4.0 with the help of a worksheet and 3 short Youtube videos. At the end of

lM°°d'e ;‘”d seenby | the theoretical input you can do a brief self assessment.
earners

Industry 4.0 is one of the most significant developments in this decade. In all
economically developed countries, the trend is towards Industry 4.0. For this reason, the
basics of this thinking model are presented here with the help of short videos.

1. Read the handout about industry 4.0
2. Watch the 3 videos about industry 4.0
3. Do the self-assessment ,,Basics of industry 4.0“

Assessment Multiple choice self-assessment (to be implemented as Moodle Activity)
4.1.1_02_Principles of industry 4.0_multiplechoice.docx

Resources Handout:
4.1.1_01_Principles of industry 4.0 _handout.pdf

Videos:

https://www.youtube.com/watch?v=EV1Ygw6_rCs
https://www.youtube.com/watch?v=v9rZ0a3CUC8
https://www.youtube.com/watch?v=Bo2bu3C6xW$8

Further reading Klaus Schwab: The fourth industrial revolution. 2017. ISBN: 978-0241300756

Co-funded by the 7
- Eranamiigs Piogramime
of the European Urion F‘I'O_Ifct number: 2018-1-E501-KA202-050289




o g
Cre@ °

4.1.1_01_Principles of industry 4.0_handout .pdf

(text only, full pdf available separately)

What is Industry 4.0?

(translated from German to English from:
https://www.plattform-i40.de/P140/Navigation/DE/Industrie40/WasIndustrie40/was-ist-industrie-
40.html [21.06.2019])

Introduction

"Screws communicate with assembly robots, self-propelled fork-lift trucks store goods on high
shelves, intelligent machines independently coordinate production processes. People, machines and
products are directly interlinked: the fourth industrial revolution has begun.

Industry 4.0 refers to the intelligent networking of machines and processes in the industry with the
help of information and communication technology. There are many ways for companies to use
intelligent networking. The possibilities include, for example:

e Flexible production: Many companies involved in the manufacture of a product are involved
in the development of a product step by step. Digitally networked, these steps can be better
coordinated and the utilization of the machines better planned.

e Convertible factory: Production lines will be built in modules in the future. They can be quickly
assembled for a task. Productivity and efficiency are improved, individualized products can be
produced in small quantities at affordable prices:

e Customer-centric solutions: consumer and producer move closer together. The customers
themselves can design products according to their wishes - for example, elements of sneakers
themselves can be designed and adapted to the individual foot shape. At the same time, smart
products that are already delivered and in use can send data to the producer. With the usage
data, the producer can improve his products and offer the customer novel services.

e Optimized logistics: Algorithms calculate ideal delivery routes, machines independently report
when they need new material - the smart networking enables an optimal flow of goods.

e Use of data: Data on the course of production and the condition of a product are combined
and evaluated. Data analysis provides guidance on how to make a product more efficiently.
More importantly, it's the foundation for completely new business models and services. For
example, lift manufacturers can offer their customers "predictive maintenance": elevators are
equipped with sensors that continuously send data about their condition. Wear can be
detected and corrected before it leads to the failure of the elevator.

e Resource-efficient circular economy: products are considered data-driven over their entire life
cycle. Even in the design, it is determined in which form the materials can be recycled.

Co-tunded by the 8
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Since the 1970s, information technology has moved into business. Desktop PCs, the use of office IT

Talking about Revolution: What's new about Industry 4.0?

and the first computer-aided automation revolutionized the industry. For Industry 4.0, it is not the
computer that is the central technology, but the Internet. Digitalization of production is gaining a new
quality with global networking across company or national borders: the Internet of Things, machine-
to-machine communication and manufacturing facilities that are becoming ever more intelligent are
heralding a new era - the fourth industrial revolution, Industry 4.0.

On the way to Industry 4.0: What else needs to be done?

Implementing Industry 4.0 is a complex project: the more processes the economy digitizes and
networks, the more interfaces are created between different actors. Uniform norms and standards
for different industrial sectors, IT security and data protection play an equally central role as the legal
framework, the changes in education and work, the development of new business models and the
necessary research. All of these topics are dealt with by the experts of Platform Industrie 4.0 in six
working groups. How the global, digital ecosystems of the future can be shaped is shown by the
mission statement 2030 for Industry 4.0. It emphasizes sovereignty, interoperability and sustainability
as central guidelines. "

4.1.1_02_Principles of industry 4.0_multiplechoice.docx

(text only, docx available separately, questions for moodle activity)
(correct answers are highlighted)
1. Pick the correct statement:

a. The central technology of industry 4.0 is to build up faster internal networks
b. The central technology of industry 4.0 is the computer.
c. The central technology of industry 4.0 is the internet.

2. Pick the correct statement:

a. Since the 1960s, information technology has moved into business.
b. Since the 1970s, information technology has moved into business.
c. Since the 1980s, information technology has moved into business.

3. Which of the following would be a possible field of application of the principles of industry
4.0?7 Pick the correct statement(s).

Flexible production

Convertible factory
Customer-centric solutions
Optimized logistics

Use of data

Resource-efficient circular economy
All of the above

™0 o0 T
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a. The term 4th industrial revolution was first introduced by Klaus Schwab.
b. The term 4th industrial revolution was first introduced by Klaus Kuno Pimpin.
c. The term 4th industrial revolution was first introduced by Fredmund Malik.

4. Pick the correct statement:

5. Pick the correct statement:

a. The second indutrial revolution was initiated by mass production.
b. The second indutrial revolution was initiated by steam.
c. The second indutrial revolution was initiated by computers.

6. Pick the correct statement:

a. lttook 1 month until Pokemon-Go had 100 million users.
b. Ittook 1 year until Pokemon-Go had 100 million users.
c. Ittook 6 month until Pokemon-Go had 100 million users.

7. Pick the correct statement:

a. Industry 4.0 requires no structures.
b. Industry 4.0 requires deeper structures.
c. Industry 4.0 requires flatter structures.

Co-funded by the 10
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Unit 4: Graphic design for marketing in industry 4.0

Subunit 4.1: lllustrating industry 4.0

Activity 4.1.2: Introduction to the topic of infographics

Learning Knowledge Skills Responsibility and Autonomy
Outcomes
¢ Elements of e Create 1 different type of e Use creative approaches to
infographics infographics suitable for illustrate complex information
specific kinds of content or quantitative data
Type of activity ] PDF [J Test/Quiz
[1PPT [0 Game
Image/Infographic Other (specify): Creating an infographic
] Video about specific content
Duration 30 minutes
Activity In a basic introduction, a brief overview of the subject of infographics should be given.

(to be inserted into
Moodle and seen by
learners)

This input serves to introduce the learner to the matter of infographics.

1. Read the internet article about infographics
2. Select the most important 3 points of the internet article about infographics
3. Create an infographic with the 3 most important points of the article

Assessment

Voluntary upload of infographic about the article as JPG or PDF.

Resources

Online article:
https://en.wikipedia.org/wiki/Infographic

Any kind of graphic program (e.g. Adobe Photoshop, Gimp, lllustrator, etc.), hand-drawn
sketches are possible too.

Further reading

David Mc Candless: Knowledge is beautiful. 2009. ISBN: 978-0007427925

- Co-unded by the 11
Eranamiigs Piogramime
of the European Urion Pl’O_IfCt number: 2018-1-E501-KA202-050289



https://en.wikipedia.org/wiki/Infographic

Unit (Number): 4. Graphic design for marketing in industry 4.0

Subunit (Number): 4.1 lllustrating industry 4.0

Activity 4.1.3: Best practice examples of infographics

Learning Knowledge Skills Responsibility and Autonomy
Out
utcomes ¢ Elements of o |llustrate the principles of
infographics industry 4.0 using

infographics

Type of activity ] PDF [ Test/Quiz
PPT O Game
L1 Image/Infographic Other (specify): Online research
[ Video

Duration 60 minutes

Activity As input for this unit, an insight into the topic of infographics is given with a PPP

(to be inserted into (provided as PDF). It deals with the different forms of infographic.
Moodle and seen by

learners)
1. View the PP presentation “12 types of infographics”
2. Search the Internet for the topic: "best practice examples for infographics"
3. Name 5 concrete Internet sources for the above search topic
4. Create a PP presentation with 5 good examples of infographics including their
description
5. You load up the PP presentation on the platform if you want
Assessment Voluntary upload of PP presentation to the topic of infographics
Resources PPP as PDF retrieved from https://myforefront.org/sites/default/files/resources/12-

types-of-infographic.pdf

PDF/PPP:
4.1.2 01_12 Types of Infographics_PPP.pdf

Further reading

Co-funded by the 12
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Presents intelligent reputable data ) @ Quirky content & dynamic, engaging design
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q . 5 Lists Using

@ Sharer appears to have knowledge. Versus Infographic @ Provides sharer with ‘cool factor’ lllustrations
Refer to social proof concept in

Jonah Berger’s ‘Contagious'.
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B 12 TYPES

1. 50 FACTS ABOU

Purpose
CONTENT + Social Currency
+ Look cool/interesting

« Trigger - talked about every day
Intended uses

Focus

12 types: breakdown
Outcomes|

« Variety in fact display
« Visualize as much as possible
* Engaging approach for niche topics

MOC &

12 TYPES 12 TYPES

2. VISUAL ANSWER TO A QUESTION 3. FLOWCHART HOW-TO

12 TYPES

4.

Purpose

« Trigger for editorial calendar
« Timely (not evergreen)

Focus

« Visual storytelling

+ Keep interest throughout in content and
design

+ Use clear sections to aid user navigation

+ Analytical and data-dependent - needs to be

easy to understand
- Triggers different editorial approach in the
eyes of journalists by posing questions

VERSUS INFOGRAPHIC

Purpose

« Timely like movies and games
+ Social currency

Focus

* Clear like-for-like comparison

+ Data elements adjacent

+ Use data visualization principles

* Great accompanying pieces for
editorial content around the topic

« Direct visual comparisons allow for
instant understanding of the
parallels drawn (immediate
transferrance of concept) - ignites
engagement and commentary

SWIMWELR
THAT SWITE

f
»

Purpose
« True practical or entertainment value
Focus

* Practical, so must be easy to follow

* Logical hierarchy of information and flow

+ Basic data visualization principles

+ Awell produced flowchart should be
visualized as a ‘poster on the fridge’
scenario

« Great opportunities for social media
versions - highly shareable

5. HOW TO GUIDES

Purpose

« Trigger / timely
* High practical value

Focus
* Actionable steps

+ Clear, easy to follow diagrams
+ High editorial success




6. THE GUIDE TO... 12 TYPES 6. THE GUIDE TO

Purpose

« Trigger for big audiences ' [ r-\ml:-_[
* Practical value i

« Solve a problem

* Social currency

UL Guide io
Focus = Poler Strategies

« Topics vary widely S L A ==

« Clear, understandable, logical, usable ’ 1 3.6 MELLION

« Visualized guides have achieved great ¥ : =
success throughout different audiences . - T =N,

12 TYPES 7. WORLD MAPS / COUNTRIES THAT... 12 TYPES 8. LISTS USING ILLUSTRATIONS

Purpose Purpose
THE TELH
« Trigger (media) Lol « Trigger - Interest
* Practical value E
LOFNTEIN WHD N EL Focus
X vk Focus
= 3 3 « lllustrations do the talking
« Try to include an overview of the map in " * Increase the speed of transference
heading for editorial purposes 2 + Make text into labels / graphic features /
« Clarity in data set - . o part of illustration
+ Make sure it tells the story of the data & - * Mixture of photos & illustrations works well
« Care in perfection of maps - online o 4 - Keep content to minimum in order to
communities are passionate about accuracy g i convey the concept, allowing maximum
of their country’s representation . space for impactful visuals
+ Great potential for visualized articles
through use of segments with written text
which supports the concept

12 TYPES 9. ILLUSTRATED HOW-TOS 12 TYPES 10. STATEMENT WITH PROOF

Purpose Purpose

« Social and practical G — "-HODN + Based on a topical issue

+ Wide appeal and are practical * Sharer looks knowledgeable
Focus ; i LI = Focus

* Maximize illustration (or would be article) « Evidence will be from high-end sources

* Scenario-heavy - v « Look viable, believable, scientific

« Travel industry love these b . d L . Hypothetical situations based on

« Bright colours, dynamic, positive, engaging . 1 existing data

« Feel-good factor = | « Build up the case visually alongside content

= « Visuals are to enhance understanding,

not cloud it - allow journalists to create their
own angle
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11. VISUAL MAP

Purpose

+ Map-orientated
« Highly social

Focus

« All data requires top map for context

* Detail below

« In contrast to ‘World Maps', where a specific
location/country/region is featured, rather
than a global view

+ Narrow/niche topic which appeals to a
specialized community

+ Combination of photo and illustration

CONTENT

Intended uses

works well

12 types: breakdown

Outcomes

ALWAYS ASK:

What is the
Where is the
Why will people

How can |

12 TYPES

12. PHOTO GUIDES

P AT e
Purpose

+ Practical
Focus

+ Another ‘poster on the fridge’ scenario

* Works well within travel and lifestyle
industries

+ Photos provide instant transference
and visual appeal

+ Keep it simple

« Visualize everything (such as the steps
within ‘A Guide to DIY Cleaning
Products’)

Robotic templated design Trying new things

Copy, paste, change the colour Creative, unusual approaches

“Do this one, but about giraffes.” Within an organised framework

ALWAYS DO:

H

Always have a clear
hierarchy of
information

Visualise as much
as possible to

8
vt

Explore and

THE DESIGN IS TO AID UNDERSTANDING & GENERATE APPEAL
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Unit 4: Graphic design for marketing in industry 4.0

Subunit 4.1: 4.1 lllustrating industry 4.0

Activity 4.1.4: Infographics and industry 4.0 (exercise)
Skills

Learning
Outcomes

(paste the
appropriate LOs from

Knowledge Responsibility and Autonomy

e Principles of industry | e Create at least 3 different
4.0 types of infographics

o |[dentify new potential fields
for cooperation with

the LOs Matrix) e Elements of suitable for specific kinds of | companies from a
infographics content manufacturing sector develop
strategies to break down and
illustrate complex information
or quantitative data
Type of activity X PDF (1 Test/Quiz
L1 PPT 0 Game
[J Image/Infographic O Other (specify)
[ Video
Duration 60 minutes
Activity In the last activity of this unit, knowledge about the topic of Industry 4.0 is combined with

(to be inserted into
Moodle and seen by

the knowledge of creating infographics. At the end, 3 infographics are to be compiled to
summarize the most important contents of industry 4.0.

learners)
1. Read the text on the theme of the fourth industrial revolution
2. Select the 3 most important aspects of the topic "fourth industrial revolution"
3. Create an infographic which represents these 3 aspects

Assessment Voluntary upload of created infographic

Resources PDF Article:

4.1.4 _01_The fourth industrial revolution.pdf

Any kind of graphic program (e.g. Adobe Photoshop, Gimp, lllustrator, etc.), hand-drawn
sketches are possible too.

Further reading

4.1.4_01_The fourth industrial revolution.pdf

(inserted PDF, PDF available separately)

Co-funded by the
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Abstract

The fourth industrial revelotion, a term coined by Klans Sehwab, founder and exceutive chairman of the World
Laonenic Forum, deseribes a world where individoals move between digitul domains and olflioe reality with the wse
of comected wchnoloey Lo enable and manage their lives, (Miller 2005, 33 The fArst indostrig] revolution changed
our lives ad economy [rom an agearian and handicrall economy o ooe dominated by industoy and  mmachine
manulacluring. i1 and electricity Facilitaled mass production o the sceond mdustnal vevelolion. Inothe third
industia] revolubon, nfecmativn wehoelogy wos used aolomeie producion, Albeogl eocly indusieial revolulion
1% ellen considered o separale evenl legether ey can be belter understood ws 2 series ol events building upon
innovakions ol the previous revolulion and lepding o more advameed Tonme of production, This miicle discusses the
major features ol the Loor iwdosieial revolutions, the opportonities ol the Lounh indostial revolulion, aond e
ehallonges of the Banrth indusirial revelulion,

Keywords: fourth industrial revolution, five gges of civilization, 30 printimg techmology, artificial intelligence, ToT,
fusion of teclmolegy, robotics

1. Tntroduction

The speed and meaasure of the changes coming about by the fonrth industrial revolation are nor to be ignored. These
changes will bring about shifts in power, shifts in wealth, and koowledge, Only in being knowledgeable abour these
changes and the speed in which this is ocenrring can we ensure that advances in knowledge and technology reach all
and benefic all,

The frst industdal revoluion starled in 1760 with the inventon of the steamn engine, The steam engine allowed Lhe
tramsitivn [Tom farming and Leudal soeiely w the new manulae ring process. This runsition included the wse of coal
as the main enerey while rains were the main means of transportation, Textils and steel were the dominant industeies
i bermy ol ciployient, value ol outpul, aod capital iovested, The second indostrial revolulion began in IO with
the invention of the internal combustion engine, This led to an erg of rapid industrialization nsing il and electricity
o power mass production, The third industeial revolulion started in 1960 and was characierised with the
implemeantation of electronics and information technology to automate production, Lnder the old waiys, making
things involved screwing or welding lots of parts tosether, The fourth industrial revoloton now nvolves computer
penerated prowluct desipn and three dimensional (3012 printing, which can ereate solids abject by boilding up
shceessive lavers of materials, (Prisecam, 57-0620 Table 1 shorws a short presentation of the indostrial revolunons
fram 17060 to the proscnt.
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Tahle 1. Main characteristios of industeial revolulions

Periond lrnpsnmn Imerry Resource I';-lau_] Lectnical - Main . Developed I'ransport Means
Perinl = Achievemnent Tracdustries
12 174d-111000 TH=T1M Caal steam Engine Textile, Stecl Train
11 T4EH-1900) 19 1901 il Electricicy Internal  Combustion  Mealluray, Auro, Train, Car
Enzing:

Machine Building,

THE DRG0 TR

Fnergy Compatars, Rohote Ao, Chamisctey Car, Mane

Matural Cias

1% 2000k 2OKKL20110 Corezn Tinergies Internel. 30 Prinier, igh Tech  Tleciric Car,

Tidustries

Zenctic Engineering LItra-Fast Train

Sonrce: Prisecaru, P, (2016) "Challenges of the Fourth Industrial Bevolution,” Krowledee Horizons, Dronomics,
Hi1), 5702 Weh
hwrps: fsearch-proquest-com ez proxy_libraries udmercr edn: 244 3 docview/ 1793552558 2aceonntid =2801 §,

Miowa a Fowrth Tndustrial Revolution is building on the Third, the digital revolution that has been ocewrring sinee the
middle of the kst century. T is charucterized by o fusion of wehnelogies thal is bluming the lines beltween the
physicul. digityl, and biological spheres,

There are three reasons why Wday s transformations ropresent not merely a prolongation of the Third Tndustrial
Revolation but rather the anival of a2 Fourth and distinet one: velocicy, scope, and svstems impact. The speed of
current breakihroughs has ne historica] precedent. When compared with previous indostrial revolutions, the Fowdth s
eviolving at an exponential rather than a Tinear pace. Moreower, it is distupting almost every industry in every country.
And the breadih and depth of these changes berald Lthe wansformation of enlire systems of produgclion, moandgement,
and sovernance.” {Schwah 2015)

2. Opportunities of the Fourth Tndustrial Revalution

There ure similaritics belween [our indusicial reviolutions and the lve aees ol civilizadon: the bonler and gather ase,
the agricultural ape, the indusirial age, the information worker age, and the emerging ape of wisdom, Therefore, we
muy inler the opportunities of the Tourth idusiriad revelotion trough e charucleristies ol these ve wees of
civilization prezented by Steven Covey in his book &th Tabir (2001, 12-171 First, the procuctivity of each
subsequent age goes up [y limes over the preceding age. Consider for example, the increase in productivity of the
industrial age over the agriculmral age. Second, each subsequant age destroys many of the jobs of the preceding ape.
The information age is replacing the jobs creared by the industiial ape, Much of losses in our industiial age jobs have
less 1o do with government policy and free trade agreemants than they do with dramatic shitt in our economy to the
knoawledgze worker,

Third, in the first three ages of civilization mannal workers produced most goods and services with their body, but in
e last two ages, knowledge workers produce most goods and services with their mind, Knowledge workers ace the
link 1o a company’s other mvestments, They provide tocas, creativicy, and leverage i nsing those investments to
achieve the orpanization’s objectives more efficientdy, n other words, knowledge is an integral part of total
minagemeant and cnts acrods funetional boumdaries. The main assets and prinary deivers of the indostoeial age were
machings and capital, Peopls were necessary bt replaceabls, The manazement style of the indostrial age simply
docs nol work i the new ceonomy. Management focuscd on motivaling cmployecs o porform the physical Labore
needed o produce the products and services. Tn the fourth induserial age, the challenge now is how companies can
motivate their koow ledpe worlters to release their human potential.

Lieading reseurchers argue hal the feurth industrial revelotion will shape the futore twough ils lmpacts on
puvernmngnl agmd Dpsiness, People bave oo contid over either technology o the disooprion thal comes weith the foareh
inclusteial revolution. lowever, we can predict the opportuities that comes with the Foorth indusirial revolution: 13
levwer hurmiors bobween inveniors amd morkets, 2) moere active role T the arlilein] imellgence (AT, 3 inlegrotion of
different technics and domains (fosion), 4) inpeoved quality of our lives (robotics) and 5) the connected life
{Internet).
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First, Chiris Anderson predicts that ihe foorth bduscrial revelotion is lkely worcduee Barvicns between iventors and
markers due tm new technalogies such as 3T printing for prototyping. (2002) Far example, tissue enginears use rapid
prototyping technigques to produce 30 porous scaffolds. The 310 printing technique fabricates scaffolds with a nevel
micre- and macro-architecture and these in mm help shape the new tissue as it regenerates. New technologies, Tike
this 30 printing. allow entrepreneurs with nesy ideas to establish small companies with [ower stat-up costs. The
cntreproneur can bring the product ‘to reality’ with 30 ponting, without the traditional tme constraints often
encounterad with traditional protoryping methods. The typieal barriars o0 entry are removed from the marketing
cyualion.

Second, increasing reends in arnficial intellisence point 1o sipnificant economic disryg

BT
el

alan offers

i
Artificial systems that rationally solve complex prohlems pose a threat to many kinds of employment, bt
new avenmmes to economic orodwth. A report by MeKingey & Company fomnd rhat half of all existing worl activities
wittld he automated By cwmently existing teehmelopies, thereby cnabling companics o save billions of dollars and o
create new types of jobs, (Manvilka et al. 2017} For example. driverless cars may modestly replace tax and Tlher
drivers, but automomeons trucks may radically transform shipping with B fewer jobs for truck drives.

Third, inmeevative wechonologios wsall indegrate difTerent sciemilic aml wechmcal disciplines, Key lorces will coene
together in "a fusion of technologies that is blurring the lines bersesn physical, digital, and biological spheres,”
(Schwab 20051 This lusion ol technologles eoes bevond mere combinaion, usion is more han complednentay
techrology, hecause it creates new markets and new growth opporunities for each participant in the innovation. Tt
Blends incremental improvements from several tofren previously separated) fields o create a product.,

Loneth, pobotics can and will change our lives in the near future, Techuically robols are avtomatec motorized tools.
Ther cook Tl play ane mesie, vecom] oor chowes, aml cven vomsane coes Bl wae Qs o nat s i becaoses rehots do
nor have a face we o whom we can talk or a butt we can kicle, (Tildan) Consequently, robats have the potential o
wnprove the quality of our lives al home, work, and many olher places, Customized robots will creale new jobs,
improsve the quality of existing jobs, and give people more time 1o focus on what they want fo do,

Filth, the Inlermed of things (loT1 1 the Intemepworking ol physical devices, Typienlly, the (0T is espeted ool
advinced  comnectivity  of devices, svstems. and  services that goes bevond machine-to-machine  (M230
cornumicationg  uod covers o ovariely o prowcols, dongins, and  applications, (Holler, @ ol 20140 The
interconnection of these embedded devices is expected to nsher in autamation in nearly all fialds, while also enabling
advanced applicadons like a smart eeid, and eapanding 1 areas such as smarl cities, The revolution ol e connected
life came about thanks to the advance of the Tnrernet. Tn 1963, the first darn was rransmitred over the Tnternetr and
linked two main frame compuoters, Now, the lnternet 1s conneciing personal compuoters and mobile devices, "By 2014,
the number of computers on the Tnternet had surpassed the nomber of people on the earth.” (Gershenfeld and Viassenr
2004, 28

3. Challenges of the Fourth Industrial Revolution

“We stand on the brink of » technological revolution that will fundamentally alter the wiy we live, worl, and relate
Ly eme wnother, Inoily seale. scope, and complesily, the wanslformation will be unlike aoything humankind  has
cxpericnecd before, We do not vet know Jost how it will onfold, bat one thing is clews the response to it must be
integruled and comprehensive, involving all stakeholders ol the glubal polity, [tom the public and privale scelors W
avadenic and civil sovtely.” (Scheab 200051 This parigraph sives oz some idea of the challenges swmoundinge the
lourth industoial revolulion, The encemily ol the challenges and the breadith required ol the response e remlorced
by Pulers. (2017, 28)

The evolution ol globul ndustes in e fourth industoal revolulion i both eseiling and seary. Lile will chuange with
the 30 printing. the ToT, and the tusion of technologics. The fourth industrial revolution can raise income levels by
allowing colreprencurs e "run” with thelr new ideas, 10 will mprove the guality ol lile Tor many people sround the
world, (Tee 2007, 23522500 Consumers are likely to gain the most from the fourth mdostrial revolution.
*|T Jechnological inoovation will also lead woa supply-side miracle, with long-lerm gains o elliciency und
productivity. Transportution and communication costs will drop, Togistics und globual supply chuing will become
mwre ellective, and the cost of trade will dindnish, all ol which will vpen new merkels and drive ceonemic growih”
{5chwub 2015

While there wre many benelits of the Tourth industig] revelution. there are several key challenges thal Tic ghead. AL
the same time, the revolution could yield greater inequality, particularly in its potential to disrupr labor markets. As
aubimilion substilules lor labor across the colire ceonorny, the nel displacement of workers by machines might
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cracerhade the pap betwesn retams  capital and reins o labor, The scancest and mest valoalde rescorce inoan cra
driven by digital technologies will be neither ordinary Labor nor ordinary capitaly rather ie will be thnse peaple who
can creae new ideas and innovatons, In the future, talent, more than capital, will represent the cricical factor of
production. Teople with ideas, not workers o investors, will be the scarcest resowrce. (Brynjoltsson, MeAfee, and
Spence 20714). Tn 20017 Bloomberg Global Business Forum, Apple CEC Tim Cook commented — “Tf T were a countey
Teader, my goul would be to menopolize the world's talenl.”™ (Leswing 2007 The goest for talent will give nse to a
jooh market that may hecome increasingly segregated. Tow skilled and low wage jobs will be replaced by computers
and digitizalion. The higher paid jobs requining more skills are Tess lkely w he replaced. This increascd
dichotoamization can lead o an increase o social tensions. (Wolf 20105, 125)

Tn addition to the threat of massive job displacement under the ongoing fourth industrial revalution, there are a
variety of challenges, such as eyhersecuricy, hacking, risk assessment. and others, (Tambert 2007) A higher level of
alert is ruised up when our Tives heeome extensively commected to varous deviees, from owr cell phones, cars, wnd
light switches to our home security cameras, and smart speakers. One of the higgest trands in 2018 Consumer
Electromics Show is that everything is commected and there is no going buaek. (Goode 2018)

Huving cvervihing atached e everylhing else o the Wl is ging w momwmentally increase the voalnerabiliies
present in any piven network. With more knabs, connections and tarden of connecrivicy, svstems are poing o have
1o he more secure, The fourth ndosteial revalution calls For ereater cyvbersecurily, Companies will need o map their
netwinrks, assessing the risk and critical factors relating to security. Snch an assessment shonld examine aceessihiliny
1o gv¥stems, such as possible theeats from inrernal sources, from disprmntled emplovees to internal human eceor, and
external sourees including hackers and cyber terrorists. Further, cormpanies muat assess risk and determine if these
risles will he accepted, reduced. shared via insurance or other vehigles, or rejected, Risks can be from hoth intenticnal
and unintentional sowrces. TF your house Tights fwm on vig your eomputer, but yvou have Tost the wircleoss conmection
oy wour homse, you may be living in the dark. Thhintentional sources of risl can include arror s prommlgated by
company crmplodees o nature el sueh as sterms cansing distuptions in connectvity. ndividoals weo shoold assess
their risks, just as companizs willo Tt may come that the Tntemet will have more infonmation about individoals fhan
the Tumily, Iriends, und collewgoes of the individuals, Certuinly, the ubilivy of data w be processed und the speed in
which it can be done surpasses the ahility and speed of individoals, Tt is necessary to cxamine the value of procosses
and assets, from machinery to intellectual property, cnsuring that there s Insurance. sceourity measurcs and thar any
vulnerabilily s sulliciently identificd.

When we consider the chunging nuture of sccurity threuts - from employocs connecting personal devices W company
networks to hrute force afttacks from hackers - the sitwation s further complicated. The sophistication n risk
identification and neutralization bas o change wich il While duw can be Jost or solen by emplovees, cilher
ingdvertently or intentionally, the higgest attacks n reeent years have beon external malicious attacks, colleetively or
comumonly reforred to as hacking, These could be hacking to move moeacy around, such as when Russian hackers
stole B0 million from Citbhank customer accounts, loemel erovism, such as the 52 million damages caused w
WeaKneos.com over # six week bomet attack, Internet pump-and-dump fraud where hackers tale advantage of
munipululing slock prices, or sollware pirucy which s csimaled w cosl over 350 billion a yeur, (Romney und
Steinbart 2017, 159-167)

The fourth industrial revolution s more than just teehnology-driven change. Bather, it is powercd with disruptive
innovation o positively impact our core industries and sectors. such as education, health and business. In education,
with the previcus mdustrial revoluioms, the focus of cducation chunged. With the first indwstrial revolution,
educition was focused on standwd modes of lewning, such as the MeGuffey reader. With move towwrd mass
production in the second industriad revolution and standardized wsting. Educulion s service orienled und with the
move intee the thitd mdustral revolution we come to see stodents under a costomer learning model. Now in the fourtth
indwstrial revolulion, eehoologios reully blur the lines between phvsical, digitad and biological sphoeres. Distuptive
innovation makes its way into highor edoucation in which it redefines the conventiomal ways universitics deliver their
conlent o students, Mew modes o cumieulom aod leaching anise, and the lweos changes rom modes of leach w
modes of Teaming. Altemative cwmiculwms are heing constuntly developed. Dismuptive mmovation also reshapes bow
businesses operate. Thinking hoy really moved volside ol the box, New murkels e crcated and new products wre
delined. Netllis is compeling with raditional wlevision. Taxis most compele agaimst Uber and Ly These olTered
similar product ollered 1o custemers in new ways, You could walch vour shewes lrom vour home or getl o ride
sumewhere, With the Airbub allernotive gvernight aceommmodalions are compeling against raditional holels and
mitels, (Jules 2i17T)
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Last, tnoan cra Reaturing Al aotesmation, robots, and genctic cnginecring, wo have new cthical concerms cncreing,.
Taots of dehates have arisen in generic engineering about the nse of tonls and research technologies. On one hand,
preventing genetic disease by genetic engineering is desirable. On the other hand, what goidelines, or regulation, or
ethical houndaries we should establish in order 1o prevent the over manipulation genetics for desirable trairs? Tx there
such a thing as over manipulation? [nfosed with artificial intelligence and machine learning abdlicy. robots have
hecome smarter and more automomoos, but they sl Tack an essential feature - the capacity of moral reasoning. This
limirs their ahility to make gond or ethical decisions in complex siruations. Further. the most eritical question is
whose moral standards shoold robots inheril. Moral values dilfer greatly from individoad w individua], seross
countries, religions, and ideological boundaries. Uncerainty over which moral friommework o adopt anderlies the
dillieulty und lmilations W ascribing meval values Lo artilicial systemes. (Al-Rodban 2015)

4. Comclusion

We have recently entered the dawn of the Lounh industrial evolution, in which i1 diflers in speed, scale, complexily,
arl franslvrmalive poser compored e previons revohaions, This article s caomined  the opporiomiiics amd
challenges that are likel¥ o arise as a result of the fourth industrial revoluotion. As industrial revelutions have moved
o the mnmechanicton of prodoction o the Tiese industral revoluion, we the meass prodoction in the second, and then
to the matcmation of production in thivd, the standards of living for most people aronnd the world have greatly
wnprerved. Undoutiedly, the capability of advancing tecluclosy coming Toeth Tam the latest indosteial revolotion bas
the potential o make even higger and greater improvements on every aspect of our lives changes than the first three
industrial revolutions summed mpether,

On the other hand. there are a variery of challenges stemming from the fourth indvstrial revoluton to overcome,
Fronm incenne inenualicy o cyherseonrity, the henelils ol the Borth indosarial resaloiion heeee abstaches that noest he
harnessed. directed and overcome, such as income inequality, cybersecurity, and ethical dilemmas, Technology and
advancements in science diive ransformation avaund the world, They create ripple elfects on socielies, instilulions,
and econamies, They will transform the ways in which we live, work, and interact with one another, Understanding
these new technolosies and their disroption potenrial 1s critical for all nations and especially developing connries,
The fourth industiial revelotion may alfect sociery and economy in a vaciety of ways, (Prisecarn 2006) Uirst, a laree
porlion of people uround the world are hikely @ use social-media platlonms e conoeel, e, aod chuoge inlorimation,
Second, a variety of innovanve producers and competitors will have easy access o digiral platforms of markering,
sales, and disteibaiion, thereby improvine the guality and price ol soods and services, Thivd, consumers will be mose
and more invalved in the production and distribution chains, The main effects of this revolution on the bmsiness
envircnment ate the tmpact it will have on consumer expectations. product quality, the move owaed collaborative
innevation. and inmeovations in organizational forms.
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Unit 4: Graphic design for marketing in industry 4.0

Subunit 4.2: Building an brand and engaging customers

Activity 4.2.1: Principles of marketing

Learning
Outcomes
(paste the

appropriate LOs from
the LOs Matrix)

Knowledge Skills Responsibility and Autonomy

e The importance of
active customer
participation elements
of internal and external

marketing
Type of activity PDF Test/Quiz
L] PPT [ Game
[J Image/Infographic [ Other (specify)
Video
Duration 60 minutes
Activity In this introduction to the topic of marketing, a short overview of the classical

(to be inserted into
Moodle and seen by

instruments of marketing should be given.

learners)
1. Read the article on “Marketing Principles and Process” written by Brent L. Rollins.
2. Watch the video "Marketing: An introduction" based on Kotler and Armstrong.
3. Answer the questions in the test.

Assessment Test

Resources PDF Article:

4.2.1_01_Marketing Principles.pdf

Video:
https://slideplayer.com/slide/4618627/

Further reading

Gary Armstrong, Philip T. Kotler. Principles of Marketing. 2017. ISBN: 978-1292220178

4.2.1_01_Marketing Principles.pdf

(inserted PDF, PDF available separately)
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CHAPTER

Marketing Principles
and Process

Brent L. Roliins, PhD, RPh

LEARNING OBJECTIVES

1. Define marketing and describe how it functions as a process.

2. Define and describe the general principles of marketing, including
needs, wants, demand, and value, and apply these principles to
the pharmaceutical industry.

3. Identify and describe the traditional marketing mix variables
{product, price, place, and promeotion) and how they uniquely
funceion in the pharmaceutical induscry.,

4. Identify and describe how the principles of segmentation,
targeting, and positioning uniquely function in the pharmaceutical
industry.

o

. Idencify the determinants of marketing effectiveness and apply

them to the evaluation of a pharmaceutical manufaccurer.

CASE IN POINT 1-1

Marketing from Different Professionals’ Perspectives

As a student, professor, or healthcare software company employee,

more often than not at some point an individual attends a national
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CHapter 1 Marketing Principes ano Procoss

association meeting or trade show event. In pharmacy, pharmacists,
academics, and industry professionals can actend che national
American Pharmacists Association { APhA) meenng held annually
around the first of March, At this meeting, practicing pharmacists
are updared on the larest medicarions and pracrice guidelines while
they can also catch up on their continuing education or networking
with various colleagues and employers. Academic pharmacists and
researchers present their research, learn about others’ work, network
with colleagues, and, possibly, complete continuing education
requirements. Industry professionals use this meeting to, among
other things, introduce new product offerings or connect with
patential future employees.

This meeting can be examined from three different perspectives.
First, from the practicing pharmacist’s perspective: BG decides
to go the meeting based on a colleague’s recommendation about
its benefits. Her colleague states that, not only did he connect
with his current employer, he was able to attend a special session
to receive his immunization certification. Thus, based on this
information, BG signs up to attend the meeting. While walking
around the meeting’s exhibit hall where a large vanety of compames,
from pharmaceutical manufacturers ta chain pharmacies to
pharmacy software companies, have set up informartion booths,
BG happens to recognize a former classmate from pharmacy school
working the booth for a competing chain pharmacy. After same
casual conversation with her old classmarte, who is now a discrict
manager, BG explains that she is here to get her medication therapy
management {MTM) certification and wants to start providing
those services in her current position. Her classmate mentions
opportunities at his company, which is actually getting ready Lo
open a new store approximately 10 minutes from BG's home. Her
classmate explains that the company is seeking a pharmacist who
can bring MTM skills, specifically in the area of diabetes care and
moniterng, into their pharmacy and train other pharmacists an
the practice. After they exchange business cards and discuss a time
for her to interview formally, BG takes a pamphlet that explains the

benefits provided by her former classmate’s company.
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INTRODUCTION

CJ, an academic pharmacist and researcher, attends the meeting
to present his recent research project. While CJ stands by his poster,
another academic pharmacist stops and asks a few questions about
his research. After they discuss C)’s research project, the colleague
mentions that she has just finished some preliminary data collection
on a very similar topic and is intrigued by the merhodelogy C) used
to test his hypotheses. She then suggests the possibility of combining
their preliminary data and putting together a collaborative grant
E.PP“CE.tiEJI'I. —l_I'IE}" EXC"IE.I'IEE bLISiI'IESS Eards H.I'ICI t|"|r::r'| st LIP =N
lunch meeting for the next day to discuss the potential project in
more detall.

DL, a healthcare software industry professional, attends the
meeting to demonstrate to pharmacists and pharmacies her
company'’s new workflow management system. Given the large number
of pharmacists, especially independent pharmacists and pharmacy
owners, and national chain pharmacy representatives in attendance,
DL surmises that this might be her best opportunicy to gain a customer
base. To fully dermonstrate the systern, DL and her coworkers set up a
mini-pharmacy in the exhibit hall, allowing passersby { hapefully future

customers) to view firsthand its capabilinies.

INTRODUCTION

What does the multiperson example described in Case in Point 1-1 have 1o do with

marketing? Marketing is a part of most every individual and business transaction.
Muost people link markeling traditionally 10 the arca of consumer goods, where

everything from sponsoring a NASCAR driver’s car to television commercials to

company logoe stickers is a picce in the marketing process—all aimed at informing
potential customers about a product or service offered by the company. TTowever,
as withessed in the case, marketing can focus on monctary business transactions
{such as the software company representative orying to sell rthe lartest software)
or nonmonctary transactions (B marketing herselt as a potential cmployec; C)
focusing on professional developmenr in a collaborative research project).

‘Thus, what cxactly is marketng and how can it be defined? “Lhe vital poine
is thar markerting is nor just a single 'I'V commercial, email ofter, or handshake

introduction; i is a process. The singular evenis and items described in the case
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CHapter 1 Marketing Principes ano Procoss

arc just small picees of a company’s or individual’s marketing efforts. Each pice,
in addition w strategy, planning, and analysis, plays a role in the overall market-
ing straregy. According to Philip Kotler, academic and world-renowned ma]'kz—:ting
cxpert/author, marketing is

the science and art of exploring, creating, and delivering value to satisty the
needs of a target marker at a profie. Marketing identifies unfulfilled needs
and desires. Tt defines, measures, and qu;lntiﬁt—:s; the size of the identified
market and the profit potential. It pinpoints which scgments the company
is capable of serving best and it designs and promares the appropriare prod-

ucts and scrvices, (Kotler, 2012)

More concisely, markering is the process of crearing value for customers through
exchange.

In this process, businesses examine their capabilities and the needs, wanrs,
and demands of the marketplace to determine which customers they want to
serve and how they wanr their producrs to be perceived by those cuscomers.
This involves marker segmentation, targeting, and product positioning, where
segmentation and rargeting identify customers the business will try o serve, and
product positioning creates the product’s or service’s desired image in customers’
minds. Next, marketers design and implement marketing plans and programs
L |’.'_'-E-IL']| l.[lt' |':J.['gt'| |||E].|']\t'|.. E].[ll] Clele l[lt LIE.‘\'htd l“.}?\ili“ll i|| ';_'l]:'ili:Illl"_'[':'ﬁ:I ”'l[ll'llh.
Marketing programs and the marketers' decisions revolve around the craditional
mur[cn::'r{ng mix variahles: Prm]uct, price, P]:lu_', and [promotion. ?\-’[;lrkcting proo
[essionals manipulate these variables 1o create advanwages for a {irm’s products
:I'l-lfl 'L":'-'Ill'li' F[ll‘ CHIRTOTTITA Fih:l”}f, }'H].‘iirl{'ﬁ.‘{[‘_\' Tl‘mh:lg[‘. TlT{'iT tﬂ:lT](t'Tiﬂg Prfi{'.{'.\:.‘{ }1}-'
monitoring tesulls oblained (e, sales or lack thereol) and adaping programs 1o
stay on track as customer and market conditions change. The rest of this chapter
develops the primary wenets and components of markeling overviewed here: cus-
tomer needs, wants, demands, and value: pr{)duct, price, place, and promotion;

and segmentation, targeling, and positioning,

CUSTOMER NEEDS, WANTS, DEMANDS,
AND VALUE

Although many variations of the dehinition of marketing cxist, all include che
primary determinant for marketing: Success is achieved by meeting customer

needs. ‘lhougl this might seem too simplistic, truly all che time, effort, and
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Cusromer Noeps, Wants, Demanns, anp VaLue

moncy put inte the marketing process—the 53 million 30-sccond Super Bowl
commetcial ads, for instance —ai Lo meet customer needs.

The most basic needs are those inherent o human existence. For example,
people have physiologic needs lor [ood, water, and sleep in additdon wo salety,
social, and personal needs. As individuals grow in their environment and into
their own personality, these needs evenrually become wants. Lor example, when
a person is hungry for breakfast any food should satisfy that need, but perhaps
the individual wancs a Chile-hl-A Chicken Biscuic Combo with a large sweer cea
hecause he just saw a commercial for it,

Further, one might ride mounrain biking trails as a cross-training exercise of
choice and need a new hike. Fven though a reasonable and sufhcient bike mighe
cost $300-5500, an individual might s the Giant Reign X0 All-Mountain
hike with an average rerail price of $6,100. The nexr question is wherher this
petson can actually allord o purchase a $6,100 mountain bike. I so, this then
creares demand for the product, A want combined wich che abifity o pay creares
demand.

However, Gianc is not the only supplier of high-end mountain bicycles, "Irek
and Schwinn also provide high-tech and specialist mouniain bikes. How does a
consumer choose which bike to purchase? When multiple purchase options are
available, 2 multitude of factors play into the consumer’s decision, such as price
and personal tastes and preferences. Ultimacely, though, a consumer maost likely
chooses the oprion that provides the most value.

Value iy ypically viewed as the subjective relationship between (e perceived
benefits and perecived costs of a product o service. Mathematically, it can be

expressed in the following manner:
Value = Perceived henehrt(s) / Perceived cost(s)

‘Thus, it both benefits and costs are high or low, the product/service could be
deemed 10 have livde value, However, I the benelits gready exceed the costs,
then the product could be seen as having high value, With the mountain bike
example, an individual might perceive the benelus {durabilivy, speed, suspension,
less maintenance, etc.) of the $6,100 bike to be far greater than the high price
and associated maintenance costs. This individual might perceive this bike w be
of grear value. However, a different person might view the high monetary cost
of the bike to be too great as compared to the bike’s benehes and perecive the
product as having litde overall value. Although the value equacion is shown as a
muthematical expression that implics absolute objectivity, value, as illustrated in

the bike discussion, is a highly subjective measure.
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CASE IN POINT 1-2

Pharmaceuticals: Needs, Wants, Demand, and Value

CC, a 48-year-old male, visits his primary care physician for his
annual checkup. During his visit, the physician informs CC that his
total cholesterol has gotten too high and, in addition, his HDL, or
“good cholesterol,” levels are too low. The physician states that

he needs to prescribe CC a medication to help get these numbers
more in line with naticnal guidelines. CC mentians that he saw an
advertisement for a new cholesterol medication he wants, which
increases the good cholesterol in addition to lowering the bad. The
physician then explains to CC the high cost of the new brand-name
medication, which CC then refutes because he has "great insurance
and it shouldn’t be too expensive—don’t worry about the cost”
(demand). After reviewing CC’s other labs, the physician decides 1o
prescribe an older, generically available medication because he thinks
it provides the most vefue given CC's current labs, family history, and

the medication’s wealth of clinical effectiveness data and low cost.

In the quesr to meer customer needs, wanrs, and demand while providing,
maximum value, companies employ a wide array of activities to make their mar-
keting more effective. ‘Through their own interactions with cheir customer base
as well as the feedback through now mostly online media, companies can gauge
the pulse of their customers on a day-ro-day, real-time basis. "Truly successtul
marketing organizations use this market intelligence and their own operational
efficiency to adapc to any situation while contnually focusing their energy and

SI.'.T;]TEg}’ on I']'iE"EI'iI'IE CLUSTOIMeET needs.

MARKETING MIX: THE TRADITIONAL
FOUR Ps

Toy dew—:hxp effective marketing, companies must know, understand, and manipu-

lare to the best of their abilivies the marketing mix, a set of company-controlled
variables, tools, and actions used to meet customer needs and wants while also

trving to influence demand in favor of the companys goods and/or services.
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Unit 4: Graphic design for marketing in industry 4.0

Subunit 4.2: Building an brand and engaging customers

Activity 4.2.2: Principles of corporate identity

Learning Knowledge Skills Responsibility and Autonomy
Outcomes

e elements of internal

te th .
(paste the and external marketing

appropriate LOs from
the LOs Matrix)

Type of activity ] PDF (1 Test/Quiz
I PPT O Game
[ Image/Infographic Other (specify): Online Research
[] Video
Duration 30 minutes
Activity This activity is a basic introduction to corporate identity. The following tasks can be done:

(to be inserted into
Moodle and seen by
learners) 1. Read the article about corporate identity.

2. Analyze the companies Apple, RWE, McDonald’s concerning the following:
- How is the company seen by the customers?
- What visual elements do you associate with the company?
- What should be expressed with these visual elements?

Assessment -

Resources Article on Wikipedia:
https://en.wikipedia.org/wiki/Corporate_identity

Examples for Analysation:
Apple: https://www.apple.com/

RWE: https://www.group.rwe/en

McDonald’s: https://www.mcdonalds.com/us/en-us.html

Further reading
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Unit 4: Graphic design for marketing in industry 4.0

Subunit 4.2: Building an brand and engaging customers

Activity 4.2.3: Principles of brands and logos ‘

Learning Knowledge Skills Responsibility and Autonomy
Outcomes

e elements of internal

te th .
(paste the and external marketing

appropriate LOs from
the LOs Matrix)

Type of activity ] PDF I Test/Quiz
L) PPT O Game
[ Image/Infographic Other (specify) Online Research
X Video
Duration 30 minutes
Activity This activity is a basic introduction to brands and logos. The following tasks can be done:

(to be inserted into
Moodle and seen by

learners) 1. Read the article about brands.

2. Read the article about logos.

3. Watch the video about the most valuable brands in 2018 on youtube.
Assessment Get a basic knowledge about brands and logos with the help of examples
Resources Articles

Logo: https://en.wikipedia.org/wiki/Logo
Brand: https://en.wikipedia.org/wiki/Brand

Video:
https://www.youtube.com/watch?v=gLDRIOOObXA

Further reading
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Unit 4: Graphic design for marketing in industry 4.0

Subunit 4.2: Building an brand and engaging customers

Activity 4.2.4: Brand, Cl and logo for industry 4.0 (teaching case)
Skills

Learning
Outcomes
(paste the

appropriate LOs from
the LOs Matrix)

Knowledge

Responsibility and Autonomy

e principles of industry
4.0 the importance of
active customer
participation

e create at least 3 different
types of infographics
suitable for specific kinds of
content

o illustrate the principles of
industry 4.0 using
infographics

e create a unique brand
including logo and Corporate
Identity (Cl)

e identify new potential fields
for cooperation with
companies from a
manufacturing sector

e use creative approaches to
illustrate complex information
suitable for internal and
external marketing

Type of activity PDF (1 Test/Quiz
1 PPT ] Game
O Image/Infographic [J Other (specify)
[ Video
Duration 120 minutes
Activity The following unit is about applying the previously learned knowledge in a concrete case

(to be inserted into
Moodle and seen by
learners)

study. The basis for this case study is a fictitious company that deals with the
presentation of difficult technical issues in companies.

1. Read the complete teaching case enclosed.
2. Finish the tasks mentioned in the teaching case:
- Develop a logo considering the requirements mentioned
- Develop an additional 5 elements that describe the brand of this company.
- Develop 3 concrete statements that make up the corporate identity of this
company and present them in an infographic.
3. |Ifyou like to share your work, upload them to the platform.

Assessment Voluntary upload of a PDF including the elements developed in the teaching case.
Hand-drawn sketches are possible too and can be uploaded as JPG or PDF.
Resources PDF:

4.2.4 01 _BrandClLogo_teachingcase.pdf

Further reading
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4.2.4_01_BrandCILogo_teachingcase.pdf

(text only, PDF available separately)

Indroduction

The following unit is about applying the previously learned knowledge in a concrete case study. The
basis for this case study is a fictitious company that deals with the presentation of difficult technical

issues in companies.

Description of the situation

Your company

Your company is a specialized advertising agency that deals with the simple presentation of difficult
issues. The company employs 10 staff. The technical equipment is up to date and enables the
implementation of all possible solutions. Although the company is considered to be very innovative,
it is becoming increasingly difficult to find suitable employees. In addition, the pressure of the

competition is increasing, which has already tried several competitors to copy the services.

Target groups
The target groups of the company are primarily companies in the manufacturing sector. Lately, you
have increasingly focused on graphic representations and solutions in the area of Industry 4.0. You

definitely want to be part of this trend.

Tasks

Your new project

A new customer, the DYNA SEAL GmbH, a manufacturing company that deals with the production of
seals for high-pressure lines in the 3D printing process, wants to completely redesign its market
presence. So far, the company has been very traditionally oriented and would like to be seen as an
innovative manufacturer in the future. The first step is to redevelop the corporate identity, the

brand and the logo.

Your tasks

Next week you will have the opportunity to give a presentation of your first suggestions. The
following general conditions or key points must be observed:

e The company wants to be perceived as an innovative company.
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e The company wants to be a young company.

e The elements of the Industry 4.0 theme must be present in any case.

e The visual elements must express technical competence.

e The corporate identity, the brand and the logo should be suitable for an international
market presence.

The following specific tasks have to be done:

1. Develop a logo for the company, which takes into account all the above conditions and key
points.

2. Develop an additional 5 elements that describe the brand of this company.

3. Develop 3 concrete statements that make up the corporate identity of this company and
present them in an infographic.
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Unit 4: Graphic design for marketing in industry 4.0

Subunit 4.2: Building an brand and engaging customers

Activity 4.2.5: Introduction trends in marketing

Learning
Outcomes
(paste the

appropriate LOs from
the LOs Matrix)

Knowledge Skills Responsibility and Autonomy

e elements of internal
and external marketing
e basics of
neuromarketing

Type of activity ] PDF (1 Test/Quiz
I PPT O Game
[ Image/Infographic Other (specify) Online Research
Video

Duration 90 minutes

Activity The following unit deals with the topic of trends in marketing. For this purpose, current

(to be inserted into
Moodle and seen by
learners)

examples are presented. A major trend in marketing is neuromarketing. This trend will be
discussed in more detail.

Do the following tasks:

1. Check out the YouTube video on topic marketing trends 2019.
2. Go tothe internet pages about marketing trends and read the article.
=>» From your perspective, present the 3 most important marketing trends with
the help of an infographic.

3. Watch the two YouTube videos about neuromarketing.
4. Read the article about good examples of neuromarketing.
=>» Create an infographic on any topic from your work using the principles of
neuromarketing.

Assessment

Voluntary upload of the created infographics

Resources

Videos:

Marketing trends:
https://www.youtube.com/watch?v=03MC4JCu4vM

Neuromarketing:
https://www.youtube.com/watch?v=hMkkVCQdoa4

https://www.youtube.com/watch?v=ZbkYV6aXdcO

Marketing trends:

https://digitalmarketinginstitute.com/blog/8-digital-marketing-trends-to-watch-out-for-
in-2019

https://www.forbes.com/sites/forbesagencycouncil/2019/01/15/11-trends-that-will-
shape-marketing-in-2019/#4830e5a336a6
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CreG ™

Good examples of neuromarketing:
https://www.jeffbullas.com/examples-of-neuromarketing/

Further reading Hans Georg Hausel. Emotional boosting. 2012. ISBN 978-3-648-02944-2
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Unit 4: Graphic design for marketing in industry 4.0

Subunit 4.2: Building an brand and engaging customers

Activity 4.2.6: Marketing Strategy (teaching case)

Learning Knowledge Skills Responsibility and Autonomy
Outcomes - -
e elements of internal e create a unique brand
(paste the . . .
! and external marketing | including logo and Corporate
appropriate LOs from ]
the LOs Matrix) Identity (Cl)
Type of activity ] PDF I Test/Quiz
PPT 1 Game
[ Image/Infographic I Other (specify)
[ Video
Duration 60 minutes
Activity The following unit is about applying the previously learned knowledge in a concrete case

(to be inserted into study. The basis for this case study is a fictitious company that deals with the
Moodle and seenby | presentation of difficult technical issues in companies.

learners)
1. Read the complete teaching case enclosed.
2. Finish the tasks mentioned in the teaching case:
- Develop 5 marketing ideas that meet the requirements of the fictional case.
- Create a PP presentation that presents these 5 points.
3. |Ifyou like to share your work, upload them to the platform.
Assessment Voluntary upload of a PDF or PPP.
Resources PDF:

4.2.6_01_Marketing Strategy_teachingcase.pdf

Further reading
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4.2.64_01_MarketingStrategy_teachingcase.pdf

(text only, PDF available separately)

Indroduction

The following case study is a continuation of the case study from activity 4.2.4 (Brand, Cl, Logo). You
have successfully developed a Cl, a logo and basic elements of a brand for the company DYNA SEAL

GmbH. The next step is to develop ideas for a marketing strategy.

Description of the situation

Your company

Your company is a specialized advertising agency that deals with the simple presentation of difficult
issues. The company employs 10 staff. The technical equipment is up to date and enables the
implementation of all possible solutions. Although the company is considered to be very innovative,
it is becoming increasingly difficult to find suitable employees. In addition, the pressure of the

competition is increasing, which has already tried several competitors to copy the services.

Target groups
The target groups of the company are primarily companies in the manufacturing sector. Lately, you
have increasingly focused on graphic representations and solutions in the area of Industry 4.0. You

definitely want to be part of this trend.

Tasks

Develop ideas for a marketing strategy

Your new customer, DYNA SEAL GmbH, a manufacturing company that deals with the production of
seals for high-pressure lines in the 3D printing process, has taken the first step towards a successful
market appearance with your help. The basic elements of a brand, as well as the Cl and logo are
present (Activity 8). Now it's about developing ideas for a marketing strategy. Recall the results of

Activity 8 again. Build your marketing strategy on these results.

Your tasks
You need to present the first ideas for the new marketing strategy next week.

The following basic conditions or key points from Activity 8 must also be observed:
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e The company wants to be perceived as an innovative company.

e The company wants to be a young company.

e The elements of the Industry 4.0 theme must be present in any case.
e The marketing ideas must express technical competence.

e The marketing ideas should be suitable for an international market presence.
In addition, the following points should be noted:
e The marketing ideas should be based on current trends in marketing.
e Your knowledge in the field of neuromarketing should also be included in the marketing
ideas.

The following specific tasks have to be done:

1. Develop 5 marketing ideas that meet all the above conditions and key points.

2. Create a PP presentation that presents these 5 points.
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Unit 4: Graphic design for marketing in industry 4.0

Subunit 4.2: Building an brand and engaging customers

Activity 4.2.7: Communication channels overview

Learning Knowledge Skills Responsibility and Autonomy
Outcomes
e Use at least 2 e Develop strategies to break
(paste the . .
appropriate LOs from communication channels to | down and illustrate complex
the LOs Matrix) engage with customers information or quantitative
including CTAs (Call To data
Action)
Type of activity ] PDF O Test/Quiz
LI PPT O Game
L1 Image/Infographic Other (specify) Online Research
Video
Duration 60 minutes
Activity Communication with customers is one of the most important things in marketing. In this
(to be inserted into unit you will learn the basic possibilities for communication with customers. In addition,
Moodle and seen by | the use of CTAs (Call For Action) is discussed.
learners)

1. Read the input on the website “communication channels”.
2. Watching the videos about CTA examples.
3. Develop 3 examples for CTAs you can use in your work.

Assessment Voluntary upload of CTAs developed in this taks.

Resources Article:

Communication channels:
https://masterful-marketing.com/marketing-communications-channel-strategy/

Videos:
https://www.youtube.com/watch?v=9iB7xaYCdOk
https://www.youtube.com/watch?v=fMLyrcPUGxk

https://www.youtube.com/watch?v=i1rjOX1Gibw

Further reading
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Unit 4: Graphic design for marketing in industry 4.0

Subunit 4.3: Evolving Employees

Activity 4.3.1: Internal Education (teaching case)

Learning Knowledge Skills Responsibility and Autonomy
Outcomes
e Adopt innovative o |dentify new potential fields
(paste the . . .
! approaches in further for cooperation with
appropriate LOs from . .
the LOs Matrix) education of employees companies from a

using the competences manufacturing sector
acquired in the field of
graphic design or CCl in

general
Type of activity PDF I Test/Quiz
[J PPT O Game
[ Image/Infographic O Other (specify)
[ Video
Duration 120 minutes
Activity The following unit is about applying the previously learned knowledge in a concrete case
(to be inserted into study. The basis for this case study is a fictitious company that deals with the
Moodle and seen by | presentation of difficult technical issues in companies.
learners)
1. Read the complete teaching case enclosed.
2. Finish the tasks mentioned in the teaching case
3. |If you like to share your work, upload them to the platform.
Assessment Voluntary upload of a PDF or PPP.
Resources PDF:

4.3.1_01_InternalEducation_teachingcase.pdf

Further reading
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Unit 4: Graphic design for marketing in industry 4.0

Subunit 4.3: Evolving Employees

Activity 4.3.2: Internal communication and industry 4.0 (teaching case)

Learning Knowledge Skills Responsibility and Autonomy
Outcomes —— ; . ™
e principles of industry | e Use at least 2 o |[dentify new potential fields
(paste the . . .
! 4.0 communication channels to | for cooperation with
appropriate LOs from ) :
the LOs Matrix) engage with customers companies from a
including CTAs (Call To manufacturing sector
Action)

e Adopt innovative
approaches in further
education of employees
using the competences
acquired in the field of
graphic design or CCl in

general
Type of activity PDF [ Test/Quiz
L1 PPT 0 Game
[J Image/Infographic [ Other (specify)
[ Video
Duration 120 minutes
Activity The following unit is about applying the previously learned knowledge in a concrete case

(to be inserted into study. The basis for this case study is a fictitious company that deals with the
Moodle and seen by presentation of difficult technical issues in companies.

learners)

1. Read the complete teaching case enclosed.

2. Finish the tasks mentioned in the teaching case

3. |Ifyou like to share your work, upload them to the platform.
Assessment Voluntary upload of a PDF or PPP.
Resources PDF:

4.3.2_01_InternalCommunication_teachingcase.pdf

Further reading
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