Vakrolon: The High-Tech
people all over the world come into contac
polycarbonates every day. Ever since 1953, |
plastic has built an impressive array of success
in many different product Today, countless
ducers all over the world rely on the propertie
of polycarbonates. And more products and
applications are constantly being added It is
impossible to imagine the future without

carbonates. One of these polycarbonal
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krolon has had a

ou.u»L‘,n"-- 3 ;
Jastics processing 1n-

good reputation in the p
dustry. The strategy aims to make the consumer

aware that both the manufacturer of the end

product and the company that makes the most
elementary component of the product stand for

flawless quality and that the customer can trust

this product.
But being a processor of Makrolon does
not necessarily mean that the end product meets
dards or reflects Bayer’s

the same quality stan
level of prestige. The polycarbonate could be
simply an ingredient, which cannot compensate

for a manufacturer’s poor reputation or the infe-
rior quality of other ingredients used in the man-
ufacturing process. To protect the reputation of
Bayer and Makrolon and make sure it is not
damaged by quality issues of this kind, Bayer
tests all products that are destined to carry the
Makrolon label. .
Bayer also uses brand usage agreements
to ensure the required level of quality an
assumes the right to take samples during pr
duction to offer end consumers assurance
consistently high quality. But Bay
only consider a company’s pri
choosing its ingre ran
it also scrutinises tt :

from MMore v
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Roésch AG all carry the M
quality. :
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includes CDs and DVDs fr
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onsumers associate the plastic from
l utset with the Bayer Corporation, which
already represents tradition and quality and
has proven it with brands such as Aspirin.

medium was the interci :
atod by DOHISEHE 'é :}';‘;"YB locomotives oper- The positive image of the company can
company to use int - Bayer was the first thus be transferred to the new Bayer brand.
adverlising iy ercity locomotives as Demonstrating the link between the two
The Makro‘] brands cuts down on costs for introductory
‘ i '?n brand was given five and ongoing advertising, partly because
different motifs. w ich were partially oriented ~Makrolon benefits indirectly from product
(oward Bayer’s partners UVEX, Legoland, advertising for other Bayer products.
and MMore. These locomotives proved
extremely popular with railway fans, and a Background on Bayer AG
dedicated Web site set up by Bayer attracted -
huge numbers of hits. Model railway maker The "i‘tf”y . R
Mirklin currently stocks a model of the loco-  The geﬁe’rél ‘
motive featuring partner MMore, which is ounde
delivered with a computer mouse made ‘
Makrolon.® This is another exampl ‘
Bayer seeking to demonstrate the v
of its plastic, and by partneri
it aims to highlight th
bonate is use€
Goppingen to;

and on television to 3
convey its

“ " mess b

fastest” and most conspicuous ad:rgef:is'f:ge




- economy and be :'Ta to produce Vv :"'u:*?"'“""fv” :
including explosives and chemical weapons. In fol on

r %
1917, during the war, Bayer launched its third includ‘in;g ﬁg'i
production site in Dormagen. clearly vital tmrm Ba
A community of interests had already ness. Farbenfabriken Ba

F, and Agfa since established on

existed between Bayer, BAS

1905. In order to regain access to the vital Dormag
export markets, these and other companies of ‘were
the German tar dyes industry joined together to 1y, and in 19

the IG Farben AG in a larger community of

interests in 1915-1916 on the initiative of Carl

Duisberg. After World War II in November
1945, the Allied Forces confiscated the opera-
tions of IG Farber AG and placed all its sites
under the control of Allied officers. The com
pany was to be dissolved and its assets made
available for war reparations. Yet the British
itted Ulrich Haberland (1900-1961), :




Under the leadership o
Schneider, Bayer acqi::fih:ﬁ of Dr. Manfre
self-medication (over-the S e 0
ness of Sterling Wi -counter drugs) busi-

g Winthrop in 1994—a mi

in the company’s hist a milestone
llowed the com S LU
f ” pany to regain the rights to the
Bayer” company name in the United States.

For the first [fme in seventy five years, Bayer

could operat.e in the United States under its own

¢ and with the Bayer Cross as its corporate

2 In 1995 U.S.-based Miles, Inc., was

er Corporation, and Makrolon
could also use the Bayer Cross in their logo.

To better equip itself for the challenges of
the future, Bayer set up a third pharmaceutical
research center, this time in Japan, in addition
10 the locations in Europe (Wuppertal) and
North America (West Haven, Connecticut). I
1995 the research center of Japanese
ceutical subsidiary Bayer Yakul
dedicated at Kansai Science C
This marked the bas

Europe-North
research triad”
operations wet
numerous inn

logo.
renamed Bay
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In 2005. Bayer completed the acguisi-
tion of the Roche consumer health business,
advancing to become one of the wor.lcl_'s top
three suppliers of nonprescription medicines in
the same year. Lanxess AG was spun off from

This company NOw continues

the Bayer Group-
Bayer's chemicals business and parts of its

polymers business.
In January 2005, an Extraordinary

Stockholders’ Meeting of Bayer Sch
Pharma AG resolved to effect a “squeez
of the remaining minority stock
Schering Pharma AG, headquarte

now operates tog
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and focusing on it thie
expected growth of more than 8 percent per

annum in polycarbonates Bayer chose Chin'ax

with Shanghai as location to strengthen it
competitor advantage. Bayer MaterialScienlc:
is investing more than 720M € up to 1.1 bil-
s from 2006 to 2012 in projects including
po]ycarbonales. Mé.lkmlon has been crowned
with success and is used by different seg-

om roofing, surface coating,

ments, ranging fr

and medical technology to car windows.
Because of the great success and diversity
Bayer has had with Makrolon they opted for
the marketing tool “ingredient branding.”

The key to Bayer Makrolon’s new ingredier

lion

"l & DO B

products labelled with th Makrolon logo.
Within consumer’s faith in the core product
and the qualitative ingredient, the new instru-
‘ment of “ingredient branding” puts both the
product and the component in an excellent
competitive position by creating and commu-
nicating added value.

The locations for the Makrolon produc-
tion are organized globally. There are seven
production places: Newark and Baytown 1
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The Market for

Polycarbonates (PC) were fi
Einhorn in 1898 and extensively researched
1 1930 when they

Hollow sunlight panels
are semistruclural.
corrugated (much like
cardboard) panels that
take advantage of the

clarity and roughness of

polycarbonate. They are
often used instead of
glass for greenhouses
and other similar
structures, as they are
virtually unbreakable.
Bayer pioneered this
application in the

akrolon: The Hig

polycarbonate
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unti

were di &
was then started in the
mid-1950s by General
Electric and in 1958 the
polycarbonate populari-
ty expanded to a global :
community. Today, ap-

proximately 75 percent




the end product. With signing
the partner has to agree with pre-n
before labelling the ingredient on
product, the allowance of samples taken
Bayer to secure the quality.7 The Makr.
logo is labelled on the core product or
ages. The integration of Bayer Makrolon
is further extended to exhibitio s,
campaigns, events, and sponsorin.
With Bayer’s ingredient by
paign of cooperation advertis
Bayer targeted the selected e
products such as CD/DVD,
medical products. Bayer and
pushing the message to consum

communicated the
magazines, journa

Britain, Spain,
In collate:
educated the e
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' l‘;’l:r 5 at arc Id .~ -Lld
(hroughout the orld. As well as d

(0 all major world markets, the company
subsidiaries in Switzerland, Austria, <

Netherlands, the United States, and Japan.
UVEX SPORTS is known as a professional

.

supplier of protective equipment in interna
(op-class sports. Far-reaching sponsorship
vities in pobsledding, luge, snowboarding,
poth downhill and cross-country skiing inc
(he company’s market presence and s

Top professionals such as Ski, jumps
Ahonen, Si Pettersen, and Kazu
racing skie '
Renate Gotschl, Sonja Nef. F
Gehifferer: and Sammi Uotila;
and pobsledder Christoph







in falrs and shows, i ;
raw material polycarbonate Théy,

tions for Makrolon. However, the
sport products are made for high-perforr
sportsmen. These products symbo
high-performance standards that bri
consumer closer to the ingredient
thereby enabling both compa

a win-win situation. 0



