LS

EMIC

European Marketing & Innovation Centers

How can the Knowledge Triangle
improve the level of employability:
EMIC project experience

Maia Abril 2013
jm carvalho vieira (ISMAI)

Lifelong Learning Programme



agenda

1. Introdution
2. Diotima Society propositions

3. EMIC
3.1. Global

3. 2. EMIC Platform
3.2.1. Observatory
3.2.2. CoP:s
3.2.3. eLearning

3.2.4. Student Support
3.2.4.1. job market

3.2.4.2. dream in



Knowledge Triangle

u

Competitiveness
and
sustainability



guiding questions: 1

Needs:

1. What are the skills and competences that the labour market need? Now? In 10 years?
How can they be identified?
How will you identified future need?

2. How HEI can respond to the social and economic needs?

How these needs can be translated into transparent learning outcomes?

How can we assure the recognition by HEl and/or employers of the generic skills
acquired graduates during their degrees?



guiding questions: 2

Environment:

3. How can we develop an entrepreneurial mind-set in Europe?
In the design of curricula?
In Cooperation, between University and enterprise, for the whole cycle?
(to develop an environment that fosters entrepreneurs)

4. Open innovation: How can we create a space for student entrepreneurs?
As well as knowledge development, transfer and integration?

5. How should we use mobility to enhance the employability?
What is the impact on employability recognize by employers?
Are students aware of the added value of mobility in terms of employability?



guiding questions: 3

Challenges:

6. What are the challenges to connect the three sides of the Knowledge triangle
(research, education and innovation)?

How can research lead to greater employability?

Starting the first cycle; do we switch from problem solving to Research-based
Education?

7. How to face the changing environment?

8. How can the links between the worlds of academia and work be strengthen?
How can we increase the dialogue and cooperation?



Some insights 1

1. Some 75 million Portuguese youth around the world are
unemployed, yet most employers say they cannot find
enough qualified candidates for entry-level jobs.

2. Almost 40% Portuguese graduates are unemployed

3. What skills will help young people find work, and what is the
most effective way of delivering them?

4. 2020, almost 40% of workforce will be freelancer



Diotima Society

=== Vision

e The public school was designed mainly to insert an increasing number of people in
a growing industrial economy.

e The buzzwords were: standardization, homogenization, and mass scale

e Nowadays the deep transformation of our society is challenging the role of the
school.

e Old answers to new expectations are causing a lot of deception and frustration.

* In a knowledge society, education should be considered again an absolute and
permanent value in the life of everyone — not just a tool.

e We need people who know what they want to learn, be it for pleasure or for
necessity.

e We need a school able to raise questions, rather than to give answers.

Zanenga, Paolo (2012)



Diotima Society

Approach

e openness, exploration of the borders and
beyond, ability to interpret and translate the
diverse, instead of ignoring or refusing it.

e great issues are given as obvious, instead of
being challenged and discussed dialogically;
others are fragmented in multiple specialist
disciplines, without any teamwork to build a
frame around them

Zanenga, Paolo (2012)




Diotima Society

== Goals and Expectancies

e Showing the intrinsic value of knowledge
e Activation of a personal, lifelong path of passionate selfeducation in everyone

¢ Shift from competencies to comprehension, from passive application to active
creation of knowledge

e Designing and experimenting new teaching models

e |dentifying new roles and increasing collaboration in teaching
e Introducing Design Thinking in teaching

e Overcoming interdisciplinary barriers

* Increased intermingling between school, enterprise, and other contexts.

Zanenga, Paolo (2012)
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Why this Project?

Marketing & Innovation interface has been neglected.

Entrepreneurship is almost always only associated to the
so called “technology based” projects.

The consequence is that all the players that don’t
recognize themselves as “tech-based” are excluded and
only react face to the market and innovation challenges.

“Companies engage customers more extensively when
undertaking radical innovation than when developing
less innovative products. (PLS, 2009)



!ﬁ: Main Objetives?

European Marketing & Innovation Centers

National Good Practice Observatory

Communities of Practice (CoP)

Student support in the transition to the professional world
Setting up new forms of education and training

Promoting the idea of Marketing and Innovation



Physical vs. Virtual
L R existence

EMIC platform

MIC.s network
(virtual existence) —

|
I | | most important tasks:
MIC1 MIC 2 MIC 3
physical existence physical existence physical existence The Observatory
(dedicated office) (dedicated office) (dedicated office) The Communities of Pratice
Webcasts & e-learning actions
act mostly as: act mostly as:
1.reference location 1. reference location 1. reference location
for information for information for information
2. working point for 2. working point for 2. working point for
teachers & students teachers & students teachers & students
research & work research & work

research & work




W EMIC added value

EMIC

European Marketing & Innovation Centers

‘ Developing the relationship between Academy and Industry;

‘ Facilitate the student's transition into the professional life;
Reinforce Marketing and Innovation concepts so that European
Companies can reinforce their presence outside the EC
Opportunity to develop new forms of cooperation and to intensify
physical mobility between Students, Teachers and Companies

The success of the project can lead to quick replication and a strong
European impact in addressing those challenges
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Our website



EMIC
European

Home Objectives

-r_

Marketing & Innovation Centers

Partners EMIC Lab

Theé Grand Challenge - How to use ...

Like most simple methods, the Grand Challenge is actually apphed ingenuity
that owes ifs success and impact more to a deliberate plan, hard work ...

EMIC Project

£

C
Clacqmas Matarnng k recmwsn Coc sy

Crn Confearance
semary e sas

T -_—

EMIC CONFERENCE

Milan

A

2nd Meeling
o .
EMIC Conference - 2nd meeting in
Milan
Masio 14 TR

Community Dynamics and New Marketing The
new space emerging in networks, where strategic

marketing. communication. branding. sales, and

n...

Innovation

S ""é. "

= A
& @

EMIC Magazine

3 Free Tools for
Creating Your Own

Infog...
Dezembro 3

How to use Open ...
ezembro 2

Data Bartering Is
Everywhere

Novembro 24

J. 5 Tips for Targeting
» Your Ideal Start-Up...

EMIC Project Presentation
Abril 7 no comments

EMIC Project Presentation,

explaining why this project and o...

EMIC Facebook
Abril 5 no comments
Join us on Facebook!...

Why this Project?

Abnil 4 no comments
Marketing & Innovation interface
has been neglected...

Data Bartering Is Everywhere
Novembro 24 nNO comments

Noam Bardin wanted to expand the

Platform

The Grand Challenge —

Contact us

Search Q

EMIC Blog

Entréepreneurship

What's your opinion about our Website?
C Excellent
C Good
C Acceptable
© Can Be Improved

C Poor
Vote
View Results
Boc EMIC / European
g Marketing & Innovation
-~ Centers on Facsbook
Dlike 213

213 people like EMIC / European Marketing &
Innovation Centers.
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Our Facebook Page



faCEbOOk xgl @,1 Pesquisa pessoas, locais e coisas - o] Mktpower Pagina Inicial

Estds a publicar, a comentar e a gostar como EMIC / European Marketing & Innovation Centers — Alterar para Mktpower Licenciatura E Mestrado

Painel de Administracao Editar pdgina v Criar um piblico v Ajuda v | | Mostrar

“Innovation distinguishes between a leader and a follower.” *
Steve Jobs

v
EMIC

>
' Edu[at'lonawm . EMIC / European Marketing & Innovation v Gostei | | % v
Centers

213 gostos * 18 falam sobre isto

Consultoria/Servicos empresariais
At the EMIC network we are certain there is a huge work to be done to implement a true
innovation/marketing interface as a sustainable source of competitive advantage for the new products.

Vé o teu antncio aqui

L
l/_,' 21 3 v EMIC / European Marketing & Innovation
Centers

At the EMIC network we
are certain there is a huge

Fotos Gostos "
EMIC work to be done to
implement a true

A
. g innovation/ma...

Sobre

[.J Gosto *.t,,Ouc' Licenciatura E Mestrado
gosta disto

e Obter mais gostos
[Z)Estado [ Foto / Video 3% Evento, marco + A A Amicos :
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Our Twitter page



Buscar Q oce possui uma conta? Entrar

EMIC ISMAI W Seguir

Emiclsmai 272+
EMIC - European Marketing & Innovation Centers
http://femic.ismai.pt/ 88
35 =
Siga EMIC ISMAI Tweets
EMIC ISMAI

Really cool helmets! fb.me/DIbQtjbr

EMIC ISMAI 283
There is a hotel in New York named Key Card hotel which built out of

| —— :
InEgSIEs Focanio: 200,000 card keys. Everything in this hotel,... fb.me/190zGbP5I

EMIC ISMAI
McDonald's Billboard advertising :) fb.me/PoxELFqgo

EMIC ISMAI
k Creative urinal with a sink:) fo.me/DBhbYiV8
Inscreva-se Ver foto
EMIC ISMAI
Tweets > k Tailgating isn't worth it! fo_me/1JQmnBcU4
= \/
Seguindo Ver foto
Seguidores EMIC ISMAI
k | posted a new photo to Facebook fb_me/2berljJki
Favoritos Expandir
Listas
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| htpe//www.cmjornaladpt % ] CAREERS AFTER GRADUA x Y | Serie Tuning % | R EMIC Observatory x? ke NPD2 x { N

ial-campus.eu/observatory/index.php/survey/index

lés « | Pretende traduzi-1a? ‘Traduzir‘ ‘Néﬁ‘
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EMIC _
European Marketing & Innovation Cenlers
NPD2
N
\\(\‘G 0% (] j
@P‘c’ 100%:
?0 Strategy

How often do you use intellectual property as a major component of your Business Unit's New Product Strategy?

About 25% of About 50% of About 75% of

Never the timea the time the time Virtually Always No answer
How often do you use = &) .:. Ifi'l .jT_'_. |_z|

Intellectual Property — =

Resuma later | MNext »
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Marketing & Innovation Course
(3 ECTS)

Voice of New Product
Innovation Open Front End of Customer Service/Design Portfolio Development DI {THT Back End of Innovation
Strategy innovation Innovation Research Thinking Management Process Models Innovation Audit
New Concept I_ . . New
- Technology I- ={ Development - MEtths/ Strategic Stage-gate | Penetration = Product = Concept
push Model techniques see Methods models tests
New Product . . New
Low budget | Development | QFD Tactical | | Trial/Repeat L Marketing L product
conservative Methods models
Models tests
Other Sources P New product
=| Differentiated = N;D .Mtoid == of innovation - DEtem:jmllsn =| Manufacturing . Success
evisite information ¢ models Factors
Stochastic | Logistics
models s
Customer
service
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Communities of Practice: possible issues

Turning Technical
Advantage into

Product Advantage

Achieving
Growth through Ma-l;l(::l(:?nfgo:he
an Innovative e it
Culture

/ \

Enhancing
Knowledge

The Voice of

Creation for the Customer

Breakthrough
Innovations

Virtual NPD Teams
and Co-development
Partnerships
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focus

Young people with big visions, taking small steps towards ambitious goals.

No longer just consumers of jobs and wealth but creators of new value and employment.

ALREADY AN OPEN INNOVATION NETWORK

The program takes an inter-disciplinary approach
— ethnography,
— psychology,
— business and
— design thinking processes.
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