
Wisdom Leaf Press
Pages number, 33–38
© The Author 2024

https://journals.icapsr.com/index.php/wlp
DOI: 10.55938/ijgasr.v1i4.33

Chapter 6

Implementing Branding 4.0-A  
Step-by-Step Guide

Meera Sharma  and Devendra Singh

Abstract

This study explores peer-reviewed research on Branding 4.0 enabling technologies, challenges, 
and objectives, which resulted in three digital revolutions in manufacturing businesses. It provides 
a comprehensive framework for management to utilize, along with a web application, to provide 
recommendations and proposals for their Industry 4.0 operations. Maintaining consistent branding and 
overcoming challenges that include as competitors, consumer behavior, and economic instability are 
critical for developing an effective, significant, and sustaining brand that can assist businesses flourish in 
a rapidly evolving market. According to the research, strategic brand resources' internal abilities and 
shortcomings may be leveraged to create a competitive branding strategy. Businesses look at both tangible 
and intangible resources when establishing and conveying their branding strategy. This methodology 
assists in developing branding strategies based on their resources, enabling them to establish their 
brands and remain competitive in the marketplace. The analysis provides a complete marketing plan 
for improving product quality and competitiveness while taking into account contemporary technology 
requirements. Marketing firm management might benefit from focusing on prospective growth and 
creating a digital marketing strategy. Findings may also be utilized in scientific studies to investigate the 
relationship between marketing and scientific research, as well as to provide the groundwork for future 
research on digital marketing and its influence on entrepreneurship. This study emphasized key Industry 
4.0 PSM duties, namely data analyst, Master Data Manager, Process Automation Manager, Supplier 
On-boarding Manager, System Innovation Scout, and Compliance Specialist. The study reviewed the 
probability of their commercial operation, appearance, and level of acceptance. The study emphasizes 
the significance of talent development in PSM to facilitate a technology-driven revolution, with a focus 
on innovative technologies and an approach that prioritizes humans.
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1. Introduction

Governments are increasingly establishing and overseeing their relationships with stakeholders using 
digital channels including websites, social media, and mobile applications. Around the world, 
governments are marketing themselves by highlighting their appropriateness for a dependable 
environment and a high standard of living for economic development, both in person and online [1]. Due 
to their limited resources and competences, small and medium-sized firms (SMEs) face significant 
economic hurdles. Industry 4.0 (I4.0) is a complex and controversial topic. Developing new technologies 
and approaches to overcome the obstacles and difficulties faced by SMEs relative to larger companies is 
the aim of I4.0 research [2]. There is a clear plan of action for SMEs as a result of global initiatives that 
support the shift from machine-dominated to digital manufacturing. However, SMEs face a number of 
obstacles and difficulties while implementing I4.0, such as technological, cultural, and financial issues. 
Fewer research has been conducted on the life cycles of products and supply chains, but less is known 
about the life cycles of consumers [3]. I4.0 integrates digitization and conventional industrial processes 
to drive 21st-century business expansion. Research is being conducted to establish frameworks that 
correspond I4.0 technologies to specific objectives and their influence on manufacturers’ businesses. A 
framework containing technology, challenges, and targets is developed for application, proving its 
effectiveness in accomplishing these objectives [4]. I4.0 innovations are transforming the relationships 
between businesses through digitalization and robotization. Purchasing and Supply Management (PSM) 
professionals have to adapt to these advancements as their future responsibilities and skills are likely to 
evolve, necessitating an evolution in how they work [5]. Corporate strategies are created based on a 
company's short and long-term objectives, with the purpose of achieving specific targets within a certain 
environment and time period. These methods should include pricing supremacy, distinctiveness, and 
emphasizing. The management approach focuses on minimizing production and distribution costs while 
developing capabilities to create a competitive advantage in a variety of domains. To attain its objectives, 
every business has to create a distinctive approach [6]. The adoption of modern human resource 
fundamentals in public sector organizations is an emerging area of research. While branding is increasing 
in popularity, its impact on employees continues undetermined. Businesses have established standards 
for evaluating internal branding determinants and implications in the public sector, with an emphasis on 
directed customer orientation, internal quality of service, interdepartmental association, customer 
satisfaction, and employee retention [7].

2. Implementing Branding 4.0

Technology has revolutionized society as a whole influencing branding strategies and modifying 
consumer relationships. Branding evolved in the I4.0 age, with online advertising functioning as an 
indispensable tool. However, few studies have evaluated the efficacy of Branding 4.0, which integrates 
online and offline techniques, particularly in developing nations and the advertising industry. In today's 
digital age, online advertising has become an indispensable tool [8]. Branding is essential in a competitive 
market since it differentiates products and services from competitors. A brand that is effective engages 
customer attention, fosters loyalty, and generates long-term value. An effective branding strategy for an 
established business includes developing a captivating emblem, implementing effective promotional 
techniques, incorporating value into the product, performing market research, creating a distinct attitude, 
managing advertisements, and partnering with other businesses [9]. Businesses can improve their 
reputation and gain a deeper understanding of the needs of their clientele by recognizing brand 
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weaknesses. A unique design increases brand visibility and engagement, while a well-thought-out 
advertising strategy creates brand differentiation. By combining these strategies, companies can increase 
their market reach, build a strong brand, and stay competitive in a changing market [10]. In figure 1 it 
demonstrates that A key component of individuality and global awareness is branding, which makes 
globalization a powerful growth strategy for companies. However, some companies struggle to put good 
brand strategies into practice, such as low brand perception and engagement, which limits their 
globalization efforts [11]. SMEs can use the inside-out model of brand orientation as a strategic tool to 
make the most of their internal resources, ensuring sustainability and leveraging market opportunities. 
This strategy is essential to ensure that SMEs can take advantage of alternatives because of the fragmented 
market segmentation and the need to adjust to digitization [12]. Rapid technology advancements are 
changing branding by introducing technologies like augmented reality, virtual reality, and mixed reality 
and by changing traditional tactics. Businesses and customers have a more involved relationship as a 
result of this shift, which brings new approaches to customer engagement, advertising, sales, and tailored 
experiences. Using Extended Reality (XR) technology in advertising campaigns is the main emphasis of 
the shift to Branding 4.0 [13]. Marketing and branding can be significantly impacted by technology. 
Businesses that want to build their brands must analyse the tools and methods that are currently in use. 
For optimizing campaigns and find new customers, technologies for evaluating big data, artificial 
intelligence, and machine learning must be established. The purpose is to identify the influence of 
scientific research on marketing businesses' operations and to steer digital branding in the direction of 
the most recent technologies and advancements [14].

Figure 1: Brand equity ideal pyramid.
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3. Methodology

To implement Branding 4.0, start with a brand diagnosis by analyzing current positioning, customer 
perception, and market trends. Next, define a clear brand purpose and value proposition that emphasizes 
differentiation and emotional connection. Develop a customer-centric digital strategy by mapping 
customer journeys and integrating key digital channels. Use data-driven personalization to enhance 
engagement through advanced analytics and AI. Incorporate human-centered technology like chatbots 
and AR/VR to strengthen emotional bonds. Foster community engagement by building brand communities 
and encouraging user-generated content. Continuously innovate and co-create with customers to stay 
relevant. Finally, monitor, measure, and optimize branding efforts through real-time metrics and regular 
audits. This iterative approach ensures that the brand remains dynamic and customer-focused in a digital-
first world.

4. Recommendations

Future Branding strategies can be strengthened with the help of following recommendation.

 • Future research should concentrate on the incorporation of branding and advertising in marketing 
communication, as a few research efforts have explored the phenomenon through their perspective.

 • Business leaders should prioritize humanity while implementing Branding 4.0, commonly 
referred to as digital branding, to guarantee an equilibrium between technology and advertising.

 • Online workshops should be conducted to discuss the platform, its structure, and the available 
documentation, approaches, and capabilities.

 • Future research must investigate into the distribution of individuals and skills in the purchasing 
division, including potential role sharing for better processes and strategic decision-making, as 
well as proposed roles in conjunction with a developmental analysis.

 • Roles within an organization's technology availability, including Data Analyst, are impacted by 
internal data availability, which may be limited in lower-maturity businesses, as well as external 
sources like suppliers.

Key factor Description Action steps

Customer Centric approach [14] Focusing on delivering value to 
customers 

Conduct regular feedback loops.

Agile Leadership [15] Leaders who foster adaptability and 
innovation 

Build leadership agility skills. 

Cross Functional collaboration [16] Breaking silos and encouraging 
teamwork’s.

Implement cross functional teams.

Technology Integration [17] Incorporating advanced digital tech 
to enhance brand operations. 

Adopt IoT, AI, Cloud to improve 
agility 

Resilient Brand Identity [17] Maintaining a consistent yet flexible 
brand image 

Regularly revisit brand guidelines.

Employee Engagement [18] Ensuring employees are aligned 
with the brand agile goals.

Provide training, promote a shared 
vision.

Table 1: Implementation of Branding
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 • The dual approach enables SMEs to enhance their brand messaging and resources, generating a 
competitive strategy by evaluating their weaknesses and strengths rather than constantly updating 
market knowledge, leading in long-term and sustainable benefits.

 • The second phase of the customer life cycle, Buy & Install, could be improved by expanding 
services to include channel partners and leveraging real-time data analysis for optimization, issue 
prediction, and better operational decision-making.

Conclusion

Digitization, communication, and automation are driving Industry 4.0, having a positive impact on 
businesses, society, and humans. Organizations may enhance procedures and strengthen operational 
efficiency, but they have to first comprehend the consequences and provide standards for potential 
modifications. According to studies, Data analyst, master data manager, process automation manager, 
supplier on-boarding manager, system innovation scout, and legislative specialist, plays vital role to 
serve the purpose. The “I4.0 Method and Knowledge Platform” is a comprehensive project that solves 
I4.0 research and industry concerns. Due to its constrained dimension, it concentrates on conveying the 
platform's underneath philosophy and structure rather than providing thorough explanations of individual 
treatments and the components. The inside-out approach encourages SMEs to establish their brands by 
analyzing internal strengths and drawbacks. It facilitates in identifying distinct strengths and shortcomings, 
making it excellent for start-ups. It also takes into account market scope, which includes social perceptions 
and socio-cultural elements that might impact client purchasing decisions. This technique is especially 
effective for small and medium-sized enterprises attempting to leverage brand resources. Online 
advertising in Branding 4.0 is an effective technique of communicating with customers, but more 
research is needed to evaluate its effectiveness. To attract customers, both traditional and digital 
marketing have to work synergistically. Digital marketing is more accountable and results-driven than 
conventional marketing, which is concerned with establishing consumer relationships. Both marketing 
strategies are required for efficient marketing in Branding 4.0. This study describes a way for migrating 
3D visualization with limited economic resources and cutting-edge technology. The approach is 
organized into clear phases and responsibilities, and it makes utilization of semantic technology and 3D 
visualization. These technologies provide flexibility in knowledge definition, speculation, and 
argumentation, making them more accessible than standard databases.

ORCID iDs

Dr Meera Sharma   https://orcid.org/0000-0003-4626-1858
Devendra Singh   https://orcid.org/0000-0002-4062-0576

References

1.  Manoharan A. P., Wu H. C. (2021). Digital branding for government public relations. In The Practice of 
Government Public Relations (pp. 153–174). Routledge.

2.  Schneider D., Huth T., Vietor T. (2021). Development of an Industry 4.0 method and knowledge platform for 
strategic technology implementation. Procedia CIRP, 100, 613–618.

3.  Ramírez-Durán V. J., Berges I., Illarramendi A. (2021). Towards the implementation of Industry 4.0: A meth-
odology-based approach oriented to the customer life cycle. Computers in Industry, 126, 103403.

4.  Calabrese A., Dora M., Levialdi Ghiron N., Tiburzi L. (2022). Industry's 4.0 transformation process: how to 
start, where to aim, what to be aware of. Production Planning & Control, 33(5), 492–512.

https://orcid.org/0000-0003-4626-1858
https://orcid.org/0000-0002-4062-0576


38 Wisdom Leaf Press

5.  Delke V., Schiele H., Buchholz W., Kelly S. (2023). Implementing Industry 4.0 technologies: Future roles in 
purchasing and supply management. Technological Forecasting and Social Change, 196, 122847.

6.  Rajagopal, & Rajagopal. (2019). Branding Strategy. Competitive Branding Strategies: Managing Performance 
in Emerging Markets, 107–141.

7.  Eid R. (2021). Implementing Modern Human Resources Strategies in the Public Sector: The Case of 
Implementing Internal Branding in Large Organizations. International Journal of Online Marketing (IJOM), 
11(2), 1–16.

8.  Rahmat A. M. (2021). Effectiveness of Marketing 4.0 in the World of Online Advertising. Mediator: Jurnal 
Komunikasi, 14(2), 195–202.

9.  Permana H. (2023). EFFECTIVE BRANDING STRATEGY TO BUILD A STRONG BRAND. Jurnal 
Scientia, 12(04), 313–319.

10. Razak I. (2023). BUILDING A STRONG BRAND THROUGH AN EFFECTIVE BRANDING STRATEGY. 
INFOKUM, 11(05), 139–145.

11. Abbas A., Mohamoud A. (2023). The Role of Branding Strategy During Internationalization: Insights From A 
Multiple Case Study.

12. Mijan R. O. H. A. N. A., Noor S. M., Mustapha M. J., Briandana R. (2022). An Inside-out model of brand ori-
entation for SME branding. Jurnal Komunikasi: Malaysian Journal of Communication, 38(3), 177–192.

13. Dimitrova R., Rasheva-Yordanova K., Iliev I. (2024, May). Marketing 4.0: Opportunities and Challenges of 
Extended Reality Marketing. In 2024 47th MIPRO ICT and Electronics Convention (MIPRO) (pp. 933–938). 
IEEE

14. Martynenko M., Losheniuk O., Demchenko H., Osypenko N. (2023). Developing and implementing digital 
marketing strategies of the future: toward improving product quality and competitiveness.


