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Abstract 

D6.3 : Dissemination & Communication Strategy and Material 1.0 [12] 
It will contain the strategy and message for the communication of DIH², and relevant material after first year of 
project execution. The new material will be developed and updated throughout the project as per need. 
Task 6.2. Communication & Dissemination Strategy (M1-M48) [Leader: L16, Involved: ALL] 
This task aims to define, coordinate and implement the Communication and Dissemination Strategy. 
Strategy definition [L16]. A Communication and Dissemination Plan will be formulated, focused on creating DIH² 
branding to ensure the recognition of DIH² network in Manufacturing domain at EU Level. Partners will contribute 
in the Strategy definition by defining their communication assets (See first outline, Section 4.4-4). The Strategy 
will be coordinated by L16 as ‘Communication Manager’ and updated during the project execution, in each Interim 
Report, reviewing the achievements obtained and, in consequence, the improvements to be implemented. 
Communication materials [L16]. A visual identity will be created to visually support the brand, defining all the 
elements and styles to apply to the communication materials. An introductory video will be produced and 
uploaded on the Marketplace in order to visually explain the project to the broad public. Additional videos will be 
produced along the project to showcase the project Best Practices. Flyers and brochures will be available on-line 
for easy downloading, making them available directly to interested audience throughout the world. Additionally 
a Newsletter will be published after each milestone and continuous project information will be provided through 
the DIH² Blog and the Social Media (LinkedIn, Twitter, Facebook, YouTube and Spaces). L16 will be in charge of 
preparing the Press Releases-PR to be distributed to Media after main milestones and controlling the impact 
generated. The first set of communication materials will be developed within the first 3 months of the project. It 
will be updated and new material will be created throughout the project as per need. 
Communication actions coordination [L16]. L16 will coordinate all the communication actions to be done through 
the different channels described in section 2.2.(b). FBA will manage the on-line community and will coordinate 
the on-line strategy to disseminate the Open Calls and ALL the other partners will also contribute to the 
Communication Strategy as described in Section 2.2. 
Deliverables: D6.3, D6.9 
KPIs: 1 introductory video, 40 posts, 10 Newsletters, 26 Best Practices Fiches, 13 Best Practices videos, 8 EU-
wide PR, 26 Local-wide PR, 60 media appearances, 3 DIH² Conventions 
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HISTORY OF CHANGES 

DIH2 Social Media 

A primary audience was defined in the brand strategy as manufacturing SMEs and robotic service providers. The 
two social media channels needed to reach the audience were LinkedIn and YouTube (for webinars). Therefore 
Twitter and Facebook have not been used at this stage of the project. 

Press Releases 

A press release template was developed in conjunction with FBOX who supplied and managed the overall press 
releases for the open call.  

Marketplace (introductory video) 

The content for the marketplace had not been finalised by the end of 2019. The video is expected to be developed 
upon agreement of final content and a timeline will be supplied for completion in 2020. 

Marketplace (Newsletters) 

Newsletters will play a role to inform those who sign up to the marketplace. These will be developed following 
agreement and execution of the final content for the marketplace in 2020. 
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EXECUTIVE SUMMARY 

LOUPE 16 sought to create an approach to brand and communications that focused on the benefits to our key 
audiences. We developed a two-pronged approach by creating a brand for DIH2 (‘the project’) and a separate, but 
interlinked brand for the marketplace (‘the product’).  

DIH²  Project Brand 

The strategy phase was split into distinct interconnected steps. The aim was to develop a brand for the DIH² project 
that communicates the ambition of the project to and engages with the desired audience. Importantly, the brand 
development for the DIH² project brand needed to be sufficiently differentiated from the Marketplace brand (‘the 
product’) due to their differing purposes.  

The first step of development was an overarching brand strategy consisting of a value proposition for the business 
model, a brand purpose, defining a brand archetype and bringing these elements to life through a brand tonality 
that would drive design development.  

A logotype, associated visual identity (typography, colour palette and image style) and verbal identity (how the 
brand ‘sounds’ in the written word) were developed and brought together in a design style guide to enable 
consortium members to apply the brand identity in a consistent way.  

Consortium members recommended the types of communication materials they needed to reach the desired 
audience. We developed a communications toolbox including a standard PowerPoint presentation, RobotDays 
promotional material, open call flyer, sponsorship brochure and a range of promotional items for use at events and 
conferences. In addition, we established a LinkedIn presence, a YouTube page and designed a suite of social media 
banners and posts. A project website was also designed in partnership with European Dynamics who managed the 
technical development and execution of the site.  

Marketplace Brand 

The second stage of our work consisted of developing a brand for the ‘product’ - a unified marketplace that brings 
together robotic service providers and manufacturing SMEs from across the European Union. The brand 
development project had distinct, yet interlinked stages of development. 

The audience for the marketplace was very clearly defined  - an important step to ensure its future role and drive 
successful adoption by both manufacturing SMEs, robotic service providers and other primary stakeholders. An 
overarching brand strategy consisting of a value proposition for the business model, a brand purpose and a brand 
archetype were developed. These key strategy elements were then brought to life through a brand tonality that 
would drive design development.  

We held a naming workshop  to define a relevant name for the marketplace that could be trademarked. This name 
is RAMP - the Robotics and Automation MarketPlace. A logotype, associated visual identity (typography, colour 
palette and image style) and verbal identity (how the brand ‘sounds’ in the written word) was developed and brought 
together in a design style guide. The initial creative execution of this visual identity was the development of a web 
holding page for RAMP. This holding page uses the value proposition to clearly communicate the value of the 
RAMP product to its two key audiences.  

Further development of RAMP will include an introductory video and expand the marketplace with all relevant 
offerings including consultancy and education. This development will take place in 2020. 

 



Dissemination & Communication Strategy and Material 1.0 VTT-R-00197-19 
 

 

[824964] DIH² -- A Pan‐European Network of Robotics DIHs for Agile Production Page 9/31 

1. DIH² PROJECT BRAND DEVELOPMENT  
The strategy phase was split into distinct interconnected steps. The aim was to develop a brand for the DIH² project 
that communicates the ambition of the project to and engages with the desired audience. Importantly, the brand 
development for the DIH² project brand needed be sufficiently differentiated from the Marketplace brand (‘the 
product’) due to their differing purposes. 

1.1. BUSINESS MODEL DEFINITION 
We partnered with FBOX and VTT to build a clear business model for the DIH² project. A business model canvas 
was used to ensure the constituent parts of the project ‘fitted together’ and laddered up to a precise and effective 
value proposition. Our role was to focus on the following areas: 

1.1.1. AUDIENCE DEFINITION 

Whilst the audience had been defined in the project proposal, we recognised that each audience had differing 
interests in the project. We split the audience into primary and secondary groups in order to create a prioritisation 
of communication objectives: 

Primary 

 Manufacturing SMEs 
 Systems Integration Technology Suppliers 

Secondary  

 Large Manufacturers 
 Network Care Services Providers 
 EIF/EIB/Investors 
 National/Regional Governments 
 Robotics DIHs 

Within manufacturing SMEs, there was a need to identify innovators and early adopters in the context of technology 
adoption to ensure the development of a relevant brand. Table 1 provides a basic overview of what motivates this 
audience and how to communicate with them. 

Table 1: Overview of audience drivers and communication themes. 

Example drivers Potential communications 
framework 

Potential messaging themes 

• Connecting with new / different 
people 

• Discovering and sharing new 
ideas - innovating / 
experimenting 

• Being in the now - appreciating 
what is (not past - not future) 

• Questioning things - making own 
choices 

• Balancing / blending the new 
with the traditional 

• Creativity / design / aesthetic 
appreciation (not of themselves - 
but around them) 

• Gathering knowledge - being in 
the know 

• Balance of emotional and 
rational 

• More pragmatic / down to earth 
• Nouns / facts 
• Less aggressive 
• Complex - interesting / eye 

opening 
• Innovative - being ‘1st’ 
• Intimate personal true stories 
• Small details 
• Everything connects 
• Global 

• Technical details - the science & 
stories behind the effectiveness 

• Features - and why they make it 
better 

• Evidence 
• Over regulation - freedom of 

choice 
• Innovation - new - cutting edge  
• Authenticity - human stories  
• Ethical angle - better / safer (on 

a societal level) 
• Surprising facts / sticky stories 
• Show the people / experts / 

scientists behind the product 
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1.1.2. COMMUNICATION CHANNELS 
Based on the audience definition, there was a need to determine the most appropriate channels to effectively reach 
our primary group and ensure relevance in their day to day working lives. The following channels were defined and 
included within the business model: 

 WOM 
 Events (local and EU level) 
 Social media (LinkedIn page and associated social media posts) 
 DIH² project website 
 A standard presentation outlining the purpose and benefits of the project. 

An important shift was how we used social media channels. Given the need to reach innovators and early adopters, 
greater emphasis was placed on LinkedIn rather than e.g. Facebook. This ensured we could reach our desired 
audience at the right time, the right place with the right message.  

1.1.3. VALUE PROPOSITION 
The value proposition defines what the DIH² project ‘offers’ to its desired audience. This is usually expressed in no 
more than a sentence and is intended to both appear on the project website and be used as a foundation for the 
development of the brand strategy.  

The value proportion was crafted with FBOX and VTT and based on the completed business model canvas. The 
agreed value proposition is:  

‘Accelerating factories through robotics’.  

The value proposition pays into the overarching value proposition defined for the marketplace brand (see section 
2.2.).   

1.2. BRAND STRATEGY 

Based on the business model and value proposition, we developed a brand strategy that defines the nature of the 
DIH² project brand and provides a clear direction for the visual identity and communications development. The 
following section considers the key elements of the strategy.  

1.2.1. BRAND PURPOSE 

Purpose is the “why” behind the existence of a brand. It is an idealistic view of what the DIH² project brand wants 
to be to its audience. Purpose engages the audience through shared beliefs, solved problems and a meaningful 
story. A brand purpose statement is split into two distinct parts: the belief (what the brand believes) and the reason 
to exist (the role of the brand in the lives of the audience).  

We believe in the power of robotics to transform the agility of manufacturing and drive growth. 

We exist to create the connections that enhance businesses where speed and versatility are essential to satisfy 
customer demand. 

The brand purpose statement acts as a foundation for the development of the other strategic elements and was 
incorporated into the written brand style guide (see section 1.5.). The style guide is used by all members of the 
consortium who require any form of brand communication. 

1.2.2. BRAND ARCHETYPE 

An archetype is a human persona. It is central to defining a brand in a unique, distinctive and effective way. The 
archetype is the basis for developing the character of the DIH² project brand. We selected an archetype that reflects 
both the nature of the value proposition, brand purpose and the underlying ambition of the DIH² project. 

Archetype: ‘The Creator’ 
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Brings to life the brand purpose. 

Goal: Create something with meaning and enduring value. 

Traits: Creative, imaginative, artistic, inventive, entrepreneur. 

Marketing niche: Visionary, help customers express or create, and foster their imagination. 

1.2.3. BRAND CHARACTER 

Brand character is the psychological nature of a brand. It is a series of attributes giving the brand a unique quality. 
A great brand character has depth, multiple facets and reveals the following qualities: 

 Brings to life the brand purpose. 
 Demonstrates passion and expertise. 
 Communicates an overarching attitude towards experience and expectation. 
 Creates an affinity with people, touching and energising motivations. 
 Indicates how people will be engaged by the brand. 

Based on the brand archetype, the following brand character was defined for the DIH² project: 

Table 2: Brand character traits. 

Character Trait What we mean 

Bright encouraging, hopeful, promising 

Inventive ingenious, innovative, resourceful 

Entrepreneurial ambitious, enterprising, pioneering 

 

The brand character traits should be seen together, in a similar way to how you could describe a friend, colleague 
or lover. Character acts in harmony with the brand tonality outlined below and would result in the end expression 
of the DIH² project brand to the desired audience. 

1.2.4. BRAND TONALITY 

Brand tonality is how the brand expresses itself – how it would speak (the ‘voice’) and dress (colour palette, fonts 
and imagery). It brings to life the brand character and is the basis for giving direction to verbal and visual identity 
development. The following table shows the three brand tonality dimensions: 

Table 3: Brand tonality. 

Tonality dimension What we mean 

Inspiring The creation of opportunity for business -  expressed in a stimulating way. 

Progressive Forward thinking in a way that captures the immense possibilities of using 
robotics. 

Assured Being confident in the way we communicate, without being over-confident or 
complicated. 

 
The brand tonality was included in the design briefing and is the reference point for all design work. 

1.3. VISUAL IDENTITY DEVELOPMENT 
This section considers how the brand strategy was brought to life visually in terms of the logotype, selection of 
typographic fonts and colour palette. 
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1.3.1. LOGOTYPE 

Dark grey, orange, white 

   

Figure 1: Logotype variants 

1.3.2. TYPOGRAPHY 

Two typographic fonts were selected which reflect the brand tonality - one for use in headlines and the second for 
body copy. 

Headline font 

Raleway is an elegant and functional sans-serif typeface family intended for headings and other large size usages. 
It is a display face that features text figures and lining numerals, standard and discretionary ligatures. The font is 
available on Google Fonts without cost for download. 

 

Body copy 

The Roboto font has a dual nature. It has a mechanical skeleton and the forms are largely geometric. At the same 
time, the font features friendly and open curves. While some grotesk fonts distort their letterforms to force a rigid 
rhythm, Roboto doesn’t compromise, allowing letters to be settled into their natural width. This makes for a more 
natural reading rhythm more commonly found in humanist and serif types. The font is available on Google Fonts 
without cost for download. 

 

The two fonts were included with the appropriate download link in the design style guide. All members of the 
consortium received instructions for how they should download and apply the fonts - particularly when developing 
a PowerPoint (or similar) presentation. 
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1.3.3. COLOUR PALETTE 

The selection of colours for the DIH² brand brings to life the brand tonality in a way that is confident, forward-
thinking and distinctive. 

Dark Grey 

Meaning: security, respect, intelligence. 

Orange 

Meaning: warmth, enthusiasm, creativity, encouragement, change and determination. 

White 

Meaning: purity, simplicity, possibility. 

The colour palette was incorporated into the design style guide and applied with the other visual elements to DIH² 
project communications (see section 1.7). In addition, it was included in the design style guide along with the 
logotype and typographic font selection (see section 1.5). 

 

Figure 2: Colour palette. 

1.4. VERBAL IDENTITY DEVELOPMENT 
Developing the verbal identity uses ‘The Creator’ brand archetype as a foundation. The goal of a brand that is based 
around a creator archetype is to create something with meaning and enduring value. Understanding this underlying 
nature of the brand is essential when determining the verbal identity (i.e. how the brand would ‘speak’ across all 
forms of visual communication including presentations, online and promotional materials). There were two 
interlinked work streams: 

1.4.1. TAGLINE 

A tagline is a short, memorable description that captures the overall benefit of the brand. It offers information that 
can be easily remembered and enables stakeholders to understand the bigger picture - it should leave them enticed 
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and wanting more. “Think different” summarises Apple in two words and this is the kind of effectiveness that is the 
ultimate goal. The tagline for the DIH² brand is: 

Accelerating Production 

The tagline was incorporated into the design of the logotype (see section 1.3.1). 

1.4.2. VERBAL IDENTITY GUIDE 

We developed a short verbal identity guide with copy examples that clearly illustrate how we bring to life the brand 
tonality through the written word. The copy examples were written in a way that consortium members can easily 
understand and structure effective on-brand communications themselves (e.g. press releases or presentations). 

The guide uses illustrative ‘before’ and ‘after’ sentences with a brief explanation highlighting how the verbal identity 
is different to the original. Appropriate supporting tips were given to help authors adapt to the writing style. 
Consideration was also given to the use of technical language, pronouns and how the verbal identity would come 
to life through storytelling. 

1.5. DESIGN STYLE GUIDE 
The design style guide serves as a basis for development of all communication materials and covers the following: 

 An outline of the aims of the DIH² project 
 The brand tonality and how this is translated into the visual look and feel 
 Use of logotype (i.e. size, positioning) 
 Colour Palette 
 Typographic font selection (e.g. for headers, body text). 

Initial layout examples were included depicting the positioning/proportions of the logotype, headline and body 
copy: 

 Promotional flyer (e.g. A6 format) 
 Presentation template  (e.g. Title slide and standard slide with header and text) 
 Roll-up for exhibitions and events 

 
Figure 3: Design Style Guide. 



Dissemination & Communication Strategy and Material 1.0 VTT-R-00197-19 
 

 

[824964] DIH² -- A Pan‐European Network of Robotics DIHs for Agile Production Page 15/31 

Consideration was given to the fact that the guidelines may be used by non-designers to execute their own 
marketing materials. The language and structure of the style guide was therefore both practical and versatile. The 
style guide was initially be supplied to the DIH² consortium as PDF document.  

1.6. STANDARD PRESENTATION 
A standard PowerPoint presentation was developed for use by DIHs when communicating the project and funding 
possibilities to manufacturing SMEs and robotic technology providers. The presentation outlines the following: 

 The project ambition  
 Brand purpose 
 Defines agile manufacturing and the key benefits of agile manufacturing to manufacturing SMEs 
 How the DIH² project supports manufacturing SMEs; funding, the benefits of corporate sponsorship, the 

role of RAMP - the Robotics and Automation MarketPlace and the digital platform tool that enables 
connected factories 

 Agile production training opportunities 
 Funding criteria 
 The open call process and associated timeline. 

The standard presentation was supplied to all DIHs as a locked PDF for use.  

           

           

Figure 4: Selection of slides from the Standard Presentation. 

1.7. COMMUNICATIONS TOOLBOX (ENGLISH MASTERS) 
A toolbox was developed for DIHs to effectively and consistently execute on-brand communications with both 
manufacturing SMEs and robotic systems providers. Each element of the toolbox was developed as an English 
language master where the copy could then be translated into a local language using the verbal identity guidelines 
for tonality. Printing guidelines were also supplied to enable local level print production, thereby reducing cost and 
increasing flexibility. The following sections outline the contents of the communication toolbox. 

1.7.1. EMAIL TEMPLATE (ROBOTDAYS) 

The purpose of the email template was to ensure that all communication regarding the local RobotDays was 
consistent and ‘on-brand’. The brand tonality (see section 1.2.4) was applied and many written elements of the 
template were fixed to ensure a clear and consistent message. Users of the template were also able to personalise 
their message with local event information such as the name of event, date, time and location. The logotype and 
visual identity were also fixed to maintain a visual consistency throughout. The template was successfully used by 
DIH’s across Europe when mailing both new and existing contacts within their database. 
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Figure 5: Email Template (RobotDays)  

1.7.2. COMMUNITY BROCHURE  

A community brochure was developed for the Supporting Partner Programme for Communities and supplied as a 
PDF. The brochure outlines the ambition and purpose of the DIH2 project. In addition, it highlighted the benefits of 
a reciprocal exchange between partners.  
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Figure 6: Community Brochure (PDF). 

1.7.3. FLYER (ROBOTDAYS) 

A flyer was developed as a support tool to help promote local RobotDays to Chief Operating Officers and other 
decision makers in manufacturing SMEs. The flyer was developed using English, however a local market could 
adapt to local language. Print guidelines were also provided to enable a  local market to manage smaller print runs 
where needed. 

 

Figure 7: Flyer (RobotDays). 

1.7.4. ROLL UP 

A roll up template was developed to enable DIH’s to promote the DIH² project at local RobotDays. The standard 
project ambition and project description formed the content. The template and associated print instruction were 
included in the toolbox guidelines to enable a DIH to effectively brief a printer of their choice.    
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Figure 8: Roll Up. 

1.7.5. SPONSORSHIP BROCHURE 

Working in partnership with BluMorpho (responsible for sponsorship), LOUPE 16 developed a printable sponsorship 
brochure. The brand tonality was applied to the written word, and the visual identity to the layout to ensure 
consistency across all communications. An infographic showing the geographical locations of each DIH was 
developed in the same visual style. 

 

Figure 9: Sponsorship brochure. 

1.7.6. PROMOTIONAL ITEMS 

Promotional ‘give-away’ items for events were designed and included within the toolbox package. Each local market 
could request the original design template and print/development guide. This ensured flexibility and cost control 
for each local DIH. 
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Figure 10: Promotional items. 

1.7.7. FLYER (OPEN CALL) 

A flyer template was developed for promotion of the open call. The template was made available digitally for all 
DIHs as an English Master along with printing guidelines for local market production. 

        

Figure 11: Flyer (Open Call). 

1.8. SOCIAL MEDIA 
A content strategy was developed for which social media channels would be relevant for our desired audience. 
Given the need to reach innovators and early adopters in manufacturing SMEs, greater emphasis was placed on 
LinkedIn rather than e.g. Facebook or Google+. The content plan ensured the desired audience could be reached at 
the right time, the right place with the right message. VTT was responsible for the overall management of the 
LinkedIn account and we designed the LinkedIn posts to promote the Open Call, RobotDays and Webinars and copy 
where needed. In addition to LinkedIn, a YouTube channel was set up to upload videos (e.g. introductory videos, 
recorded Webinars). 

1.8.1. ROBOTDAYS 

25 LinkedIn posts and 25 profile banners were designed for LER's to promote their local RobotDay. DIHs supplied 
details of their respective RobotDays and we applied the visual and verbal identity guidelines to all social media 
posts. The final designs (with approved content) where then supplied to VTT for uploading to the DIH2 LinkedIn 
channel. A personalised message from the LER accompanied each post (e.g. event announcement, reminder, post 
event) and DIHs were encouraged to repost to their own LinkedIn (personal and organisational) pages to drive reach 
and impact. In addition, two promotional posts were designed to provide an overview of all RobotDays in October 
and November 2019 and shared on the DIH2 LinkedIn channel. 
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Figure 12: Profile Banners (RobotDays) - Design Example. 

 

Figure 13: LinkedIn Post (RobotDays) – Design Example. 

 

Figure 14: LinkedIn Post monthly Overview (RobotDays) – Design Example. 

1.8.2. OPEN CALL 

In order to promote the Open Call, three LinkedIn posts were designed and personalised copy was provided. The 
messages were tailored depending on whether the purpose was generic, or the message was aimed at specific 
audiences (e.g., technology providers, end users). 
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Figure 15: LinkedIn Post (Open Call) – Design Example. 

1.8.3. WEBINAR  

In order to promote the Webinar series ‘DIH² – The new business models to win the Industry 4.0 revolution and to 
discover relevant partners’, four LinkedIn post promoting the series were designed. Accompanying copy was 
provided. The recorded webinars have been uploaded on the DIH² YouTube channel. 

 

Figure 16: LinkedIn Post (Webinar) – Design Example. 

1.9. WEBSITE DESIGN 
We partnered with European Dynamics and VTT to apply the visual and verbal identity to a website for the 
DIH2 project. The initial step was to develop wireframes and a site map based on our requirements capture exercise 
with the consortium. This was shared with European Dynamics who were responsible for the technical 
development of the website to ensure the design could be effectively executed. Following agreement of the 
wireframes we developed content based on the brand tonality - this included copy development and design for the 
following pages: 

 Home: the value proposition and brand purpose 
 About us: an overview of the DIH project  
 Open calls: an overview of funding opportunities and the application process  
 Events: an overview of all project, funding and technical events (with regular updates) 
 Contact us 

The website development process was managed by VTT. The DIH2 website is now live: http://www.dih-squared.eu 

http://www.dih-squared.eu/
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Figure 17: Website – Design Example. 
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2. MARKETPLACE BRAND DEVELOPMENT 
The second stage of our work consisted of developing a brand for the ‘product’ - a unified marketplace that brings 
together robotic service providers and manufacturing SMEs from across the European Union. The brand 
development project had distinct, yet interlinked stages of development. These stages are outlined below. 

2.1. DEFINING THE AUDIENCE 
We worked with the consortium to define the diverse audiences for each potential project that would utilise the 
marketplace. Each audience was then prioritised in terms of whether they were primary or secondary in the context 
of the marketplace. This was an important step to start building the business model and also to provide focus to 
the development of an effective value proposition. 

Table 4: Audience Definition- 

Robot Union L4MS DIH² 

• Venture Capitalists 
• Corporates 
• ESIF 
• EIF 
• Scale Ups 
• EU R&D Projects 

• Manufacturing SMEs 
• AGV Manufacturers 
• ISV System Integrators 

 

• Large Manufacturers 
• Network Care Srvice Providers 
• EIF/EIB/Investors 
• Systems Integrations 

Technology Suppliers 
• National/Regional Government 
• SMEs 
• Robotics DIHs 

 

2.2. BUSINESS MODEL AND VALUE PROPOSITION 
A value proposition is a statement that answers ‘why’ an organisation should do business with another 
organisation. It should convince the potential audience why your service or product will be of more value to them 
than similar offerings from competitors. A good value proposition can provide a competitive advantage and is often 
the first thing an audience encounters when exploring a brand.  

When creating a value proposition, it is important to identify all the benefits of the product or services offered. 
Describing what makes these benefits valuable in a quickly digestible way for the audience enables the value 
proposition to have an impression. It’s also critical to identify the main problem the audience faces to ensure the 
value proposition provides the solution. By connecting this value to the audiences' challenge, the value proposition 
will become clearer. This is what helps differentiate the marketplace brand as the best provider of its product or 
service. 

We defined what makes a great value proposition:  

 Clear and easy to understand. 
 Communicates the concrete results a customer will get from purchasing and using your products and/or 

services. 
 Says how it’s different or better than the competitor’s offer. 
 Avoids hype (like ‘never seen before amazing miracle product’), superlatives (‘best’) and business jargon 

(‘value-added interactions’). 
 Can be read and understood in about 5 seconds. 

Examples:  

 Skill Share: Learn a new skill each day. 
 UBER: The smartest way to get around. 

Our focus was to develop a value proposition that would encompass all current (DIH², Robot Union and L4MS) and 
future projects associated with robotics and manufacturing. In order to construct an overarching value proposition, 
the base elements of the marketplace model (e.g. audience, channels) were analysed alongside the existing 
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business models from the three contributing projects. Working with the consortium, we agreed a unique and 
engaging value proposition for the marketplace (table xx). This acts as the foundation for strategy and brand 
development.  

Table 5: Marketplace Value Proposition. 

 Marketplace 
 

Accelerating productivity with 
robotics 

 

Robot Union 
 

Accelerating  
start-ups in robotics 

L4MS 
 

Accelerating factories through 
mobile robotics 

DIH² 
 

Accelerating factories through 
robotics  

 

2.3. BRAND STRATEGY 
Based on the audience definition and agreed value proposition, a brand strategy was developed to bring the 
marketplace to life. This strategy is outlined in the following sections. 

2.3.1. BRAND PURPOSE 

Purpose is the “why” behind your existence. It is an idealistic view of what you want to be to your audience. Purpose 
engages your audience through shared beliefs, solved problems and a meaningful story. A brand purpose 
statement is split into two distinct parts: the belief (what the brand believes) and the reason to exist (the role of the 
brand in the lives of the audience).  

We believe in robotics as a transformational power for business. 

We exist to champion the use of robotics in the acceleration of productivity.    

2.3.2. BRAND ARCHETYPE 

An archetype is a human persona. It is central to defining a brand in a unique, distinctive and effective way. The 
archetype is the basis for developing what type of brand the marketplace will be. We have selected an archetype 
that reflects both the nature of the value proposition, brand purpose and the underlying ambition of the 
marketplace. 

Archetype: ’The Hero’. 

Goal: Help to improve the world. 

Traits: Courageous, bold, honourable, strong, confident, inspirational. 

Marketing niche: Make a positive mark on the world, solve major problems or enable/inspire others to do so. 

2.3.3. BRAND CHARACTER 

Brand character is the psychological nature of a brand. It is a series of attributes giving the brand a unique quality. 
A great brand character has both depth, multiple facets and reveals the following qualities of a brand: 

 Brings to life the brand purpose. 
 Demonstrates passion and expertise. 
 Communicates an overarching attitude towards experience and expectation. 
 Creates an affinity with people, touching and energising motivations. 
 Indicates how people will be engaged by the brand. 
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The brand character should be seen together, in a similar way to how you could describe a friend, colleague or lover. 
Character acts in harmony with the brand tonality outlined below and would result in the end expression of the 
marketplace brand to the desired audience. 

Table 6: Marketplace Brand Character. 

Character Trait What we mean 

Inspiring encouraging, exciting, heartening 

Bold audacious, fearless, forward 

Driven galvanising, having direction, motivated 

 

2.3.4. BRAND TONALITY 

Brand tonality is how the brand expresses itself - how it would speak (the ‘voice’) and dress (colour 
palette, fonts and imagery selected). It is the basis for verbal and visual identity development. 
Consideration was given to creating a distinction between the ‘project brand’ and the ‘product brand’ and 
as a result the marketplace has a clear brand tonality of its own. 

Table 7: Marketplace Brand Tonality. 

Tonality dimension What we mean 

Optimistic 
 

Being positive about the potential of robotics in the 
creation of opportunity for business. 

Purposeful 
 

Always having a clear aim in mind, whilst moving 
forward and highlighting the benefits.   

Savvy An easy-going expression of being knowledgeable and 
experienced without using complicated jargon. 

 

2.4. NAME DEVELOPMENT 

2.4.1. BACKGROUND 

Developing a brand name is a critical element in the creation of a successful new brand. We need to develop a 
brand name that will inspire our diverse audience. There are several reasons for developing a clear on-brand name: 

 Improves project recognition 
 Creates trust 
 Supports effective communication  
 Creates emotional engagement 
 Inspires participation. 

2.4.2. THE NAMING TYPOLOGIES 

The basis for developing a name for the marketplace was set in workshop format. Six naming typologies were 
defined against the value proposition and used in the workshop as a means of categorising the names generated: 

Type 1: Descriptive (e.g. E*Trade) 

Descriptive brand names are those that readily convey the service or product offered by a company. Because of 
this, they tend to be unremarkable. While functional and utilitarian, descriptive names leave little room for creativity 
on the part of the brand or interpretation on the part of its audience. Think Toys R Us, E*Trade, General Motors, or 
YouSendIt. The upside of descriptive names is that they clearly communicate the brand story. The potential 
downside is that they hamstring a brand as it grows and looks to diversify. Descriptive names are also very hard to 
trademark as by nature they rely on common words or phrases. 
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Type 2: Empty Vessel (e.g. Xerox) 

There are invented names. These types of names offer the most creative latitude for a brand, but that doesn’t mean 
they’re easy to dream up. Many are built from Latin, Greek, or other foreign root words and modified to best embody 
the brand personality. Exxon, Kodak, Xerox, and Verizon are all great examples of invented names that have 
managed to build monumental brand equity over the years. The challenge with invented brand names is that they 
have no inherent definition other than the one assigned them. While they’re a breeze to trademark, they can require 
a lot of time and hefty marketing spend to establish meaning in the eyes of customers. 

Type 3: Evocative (e.g. Nike) 

Evocative names employ suggestion and metaphor to bring to mind the experience or positioning of a brand. They 
are singular and creative, and make for powerful differentiators. Because evocative names tend to be nonlinear and 
multidimensional, they represent an opportunity to forge a profoundly meaningful brand that is bigger than just the 
goods and services it offers. They’re often the cornerstone of a brand’s positioning. Powerful examples include 
Nike, Patagonia, Amazon, and Virgin. Because of their originality, evocative names are much easier to trademark 
than descriptive ones. 

Type 4: Suggestive (e.g. Twitter) 

Suggestive brand names indicate what a product or service delivers. They can function as a metaphor, analogy, or 
an association. Twitter, for instance, is a communication platform that’s like a flock of birds tweeting at each other. 
Suggestive names are the most popular category of brand names, because they are unique and functional. They 
are a creative way to position a brand by building upon an idea the audience already understands. 

Type 5: Acronym (e.g. IBM) 

This naming type is typically straightforward and utilitarian in purpose. Brands like IBM, AARP, BP, and UPS haven’t 
been hampered in the least by the fact that their names are nothing more than a series of unrelated uppercase 
letters. Acronyms can, however, be hard for audiences to remember and even harder to trademark. 

Type 6: Geographical (e.g. British Land) 

Geographical names imbue a brand with all the cultural and historical associations its namesake is known for. 
These names are often used by companies who once catered to a geographically limited audience but have since 
grown in size. Naming a brand after its home region obviously has inherent limitation and often these types of 
names have been used before. 

2.4.3. NAMING CRITERIA 

During the workshop, we outlined the naming criteria to help guide both name development and inform the final 
naming selection. There were six key criteria: 

 Built from the brand strategy: the foundation for all name development. 
 Distinctive: it should be memorable and create brand differentiation. 
 Connects emotionally: evokes positive associations and connects with the audience. 
 Can be protected: ensure the name can be registered under national and international trademark laws. 
 Linguistics and universal meaning: should be easy to say and understand in the required markets. 

2.4.4. BASIC LEGAL CHECK 

During the workshop a basic legal check was undertaken to determine availability (domain and trademark) of initial 
name selection. The following databases were used: 

 WHOIS: domain name check  
 EUIPO: checking TM View database of registered trademarks 
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Trademark searches were undertaken based on the following criteria: 

 Designated Territory (e.g. European Union) 
 Trade mark name 
 Trade mark type: All 
 Trade mark status: Filed or Registered 
 NICE class: 9, 35, 41 and 42 (see Annex for definitions of each class) 

It was recommended to use a Trademark lawyer to register the final selected name. 

2.4.5. NAME SELECTION (WORKSHOP) 

Following three rounds of name generation and one round of refinement, the group selected four potential names. 
Each of the names were checked for meaning,  basic trademark availability and the WHOIS domain name database 
checked for a range of potential domain names. The final name selected was ‘RAMP’. 

Name: RAMP 

Type: Acronym 

Description: 

RAMP stands for Robotics and Automation MarketPlace. On this platform, European businesses modernise 
manufacturing for the future. RAMP takes them to accelerated transformation and increased productivity. 

As a familiar word, Ramp is built-in to the factory world. Things move on a ramp. They go up. The ramp connects 
the parts so that the production can flow. Even in the wider culture, ramps get us on the highway, launch us into 
the air, and take us to the next level. It’s a powerful symbol of what the RAMP platform means for manufacturing 
in Europe. 

Basic legal check: 

The name ‘RAMP’ was not available as a trademark within desired classifications in its abbreviated form. In order 
to legally protect the name, there would be a need to register the full name and then generate a graphic mark to 
register. The WHOIS database was also checked for ramp.eu domain availability and was subsequently purchased 
by the consortium. 

2.5. VISUAL IDENTITY DEVELOPMENT 
Following approval of the final name for the marketplace by the consortium, the brand strategy was brought to life 
through the development of a visual identity. The identity consists of a logotype, colour palette and font selection. 
A design style guide was also developed to ensure consistent application of the identity.  

2.5.1. LOGOTYPE 

Based on the outcome of the naming workshop, the brand purpose and brand tonality, a logotype was developed 
to reflect the spirt of the Robotics and Automation Marketplace. The metaphor of a ‘ramp’ and stripes moving from 
left to right were employed to define progress, movement and acceleration - evoking the intended nature of the 
marketplace. A solid block typeface was used to inspire confidence and boldness. 

 

Figure 18: The RAMP Logotype. 

http://ramp.eu/
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2.5.2. FONTS 

Two sets of fonts were selected that reflect the brand character and tonality. 

Headline font 

Soleil is a geometric sans serif typeface. Unlike most existing geometric sans serif typefaces, it has asymmetrical 
counters, making it look fresher, more dynamic and more contemporary. Soleil is based on the modernist ideas of 
simplicity, clarity and reduction to essential forms. Yet its letter shapes are not the result of geometric construction, 
but of a design process that brings together simplicity and fluidity, clarity and rhythm. 

 

Body copy 

Adelle Sans is flexible, strong and friendly. It pulls you in with the promise of good things to come, and captures 
your attention with its simplicity of form and elegance of movement. 

 

2.5.3. COLOUR PALETTE 

A colour palette was developed based on two elements from the brand strategy (see section 2.3):  

 Brand archetype: ‘The Hero’ (goal: to help improve the world) 
 Brand tonality: optimistic, purposeful and savvy 

In addition, the colour palette should reflect the overarching brand purpose of RAMP:  

We exist to champion the use of robotics in the acceleration of productivity. 

Each colour was selected for meaning based on the elements outlined above and consideration was given to how 
each of the colours could work together to provide a coherent look and feel.   
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Figure 19: RAMP Colour Palette. 

2.5.4. DESIGN STYLE GUIDE 

 

Figure 20: Visual of RAMP Design Style Guide. 

Based on the visual identity development, a design style guide was developed to ensure the visual identity would 
be correctly applied to relevant communications. The style guide consists of the logotype (with guidelines on 
proportion and usage), the colour palette and the font selection. The initial application of the visual identity was to 
the RAMP holding page (See section 2.5.5 below). 

2.5.5. MARKETPLACE (HOLDING PAGE) 

The visual identity was initially applied to the RAMP holding page. The value proposition appears in the centre of 
the holding page to clearly communicate what RAMP intends to offer to its diverse audiences. The RAMP site will 
be developed further during 2020. 
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Figure 21: Visual of RAMP Holding Page. 
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