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Where are we?
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The 6 steps of brand choreography

1. Find a winning brand value proposition: the brand promise

2. ldentify the buyer personas

3. Study the customer journey of the personas

4. ldentify the brand touchpoints for each phase of the customer
journey

5. Plan the right message on Paid, Owned & Earned media

o.
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POE, let’s recap

PAID MEDIA OWNED MEDIA EARNED MEDIA
A?\‘/ Website PR:
] Drece App - Press (+digital)
_ Radio Blog, Podcast articles
_ OOH Social network UGC
_ Cinema Direct response/CRM - reviews
- Internet advertising: - recommendations
- Display Points of sale, - Social, Blogs
- Search merchandising, - WOM

- Social network
BTL: sponsorships,
Events, influencer
marketing

Packaging
Branded spaces
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Owned Media
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Owned Media: the first media that we have to consider

OWNED MEDIA

Website

App
Blog, Podcast
Social network

Direct response/CRM

Points of sale,
merchandising,
Packaging
Branded spaces
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In our communication plan we try to use all our owned
media

s Brand and branded content

m Packaging

m Points of Purchase, retail stores, sellers, customer services, uniforms, ...
s Company buildings, company vehicles, signage, assets, ...

s Website, blogs

s App, web app

m Social Accounts (Facebook, X, LinkedIn, Instagram, TikTok, etc.)

s Newsletters, Direct Emails

m Invoices
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iPhone 7
Pits che rosso. (PRODUCT

RED
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Owned media
CHECK-LIST

dWebsites (JBuildings
JdApps Retail stores
Blog Salespeople
 Contact Center (J Packaging
 Chatbot dVehicles
(dSocial media accounts L Uniforms
(dNewsletters (J Corporate magazines
DEM... lnvoices

U Tickets...
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OELLDO STATD

fTALIANE

;= WWW PORTALE

— TRENITALIA

@NEWS < CINEMA & TV

Il quotidiano online del Gruppo FS ltaliane

GIORGIA

ORONERO LIVE
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FSNews

FSItaliane

Lavora con noi

NA-BA

PA-CT-ME

Lamusicastacambiando

Wim.win

Opentreno

FSNews_it

TIRegionale (Lazio)

Fondazione FS

FS Recruiting Day

Women in Motion

FS Italiane

Trenitalia

YouTube

Nugo

Le Frecce

La Freccia TV

Frecciarossa official

Nugo

Lamusicastacambiando

FS Italiane

Newsletter

Portale di stazione

Cartafreccia

WIFI_Station

Monitor di bordo

Portale Le Frecce

Monitor

Monitor

= oviE

OELLDO STATD

fTALIANE

> AURORA, cosa fai nel week end? Pt o
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wesxt
AL
NEL WEEKEND?
B I lungo ponte del 1* maggio & un'occasions
= 'l da non perdere per andars alla scoperta
4 / del patrimonio culturale e naturale tafano
Noi & accompagniameo: citth d'arte, feste,
percorsi altemativi, parchi, cucina o mostre.
»

. 17— s YUOI PERDERTI TUTTO QUESTO?

Ouindici bimtici rigorosamente sichani ¢ quindcl

produtton o street food animano per quatiro guomé e +
{da sabiato 28 & marted) 1) # ingomare € 1 vicoll A b
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Posteitaliane

OWNED CHANNELS

Poste Italiane oversees various touch points with its own communication channels, both
physical and digital, with a significant weight in terms of contacts.

Poste.it website

Social pages (FB, Instagram, Linkedin)

App (poste ID, app BP, app PP, app PT) via push notification

Vehicle circuit (comparable to dynamic OOH) with approximately 4,000 vehicles involved
ATM video (on Postamat circuit) with over 8,000 monitors

Video Post Offices (about 1,700 monitors with dedicated schedule)

020 communications on Poste Italiane customer base (approved) for sending DEM

TG Poste present on poste.it
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Owned media’s role
in the communication plan

Owned media are particularly important when prospective customers
look for information about us

CONSIDERATION RETENTION

AWARENESS PURCHASE LOYALTY
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| But they can also be useful to create awareness
“ J(when used as billboards)

7 R

Dal freddo il buono direttamente a casa tua

—

bofrost*
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Digital Owned Media
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Higher reach in Europe and US

INTERNET ADOPTION

INDIVIDUALS USING THE INTERNET AS A PERCENTAGE OF TOTAL POPULATION

NORTHERN
EUROPE

NORTHERN
AMERICA
94.7% “euron

WESTERN
AFRICA

CARIBBEAN

73.0%

NORTHERN
AFRICA

80.4%
CENTRAL
AMERICA

SOUTHERN
AMERICA

GLOBAL
AVERAGE

COMPARABILITY:

Q SOURCES:
Digts1 2027 Global Overview Report

A

EASTERN
EUROPE

WESTERN
ASIA

SOUTHERN
EUROPE

CENTRAL
ASIA

66.4%

SOUTHERN
ASIA

MIDDLE
AFRICA

26.2%

EASTERN
AFRICA

SOUTHERN

AFRICA

GLOBAL OVERVIEW

EASTERN
ASIA

90.1%

SOUTH-EASTERN
ASIA

82.8%

OCEANIA
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The smartphone is the main device used to go online

DEVICES USED TO ACCESS THE INTERNET

PERCENTAGE OF INTERNET USERS AGED 16+ WHO USE EACH KIND OF DEVICE TO ACCESS THE INTERNET

MOBILE PHONE (ANY)
SMARTPHONE
LAPTOP OR DESKTOP (ANY)

PERSONAL LAPTOP OR DESKTOP

TABLET DEVICE
WORK LAPTOP OR DESKTOP
SMART HOME DEVICE 16.6%

11.2% GAMES CONSOLE

- 5.1% FEATURE PHONE
- 4.8% VIRTUAL REALITY DEVICE

2

w M e
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If we are connected, we use social networks

TOP TYPES OF WEBSITES VISITED AND APPS USED

PERCENTAGE OF INTERNET USERS AGED 16+ WHO HAVE VISITED OR USED EACH KIND OF DIGITAL PROPERTY IN THE PAST MONTH

GLOBAL OVERVIEW

SOCIAL NETWORKS 94.5%
CHAT AND MESSAGING 94.1%

SEARCH ENGINES OR WEB PORTALS

SHOPPING, AUCTIONS, OR CLASSIFIEDS
MAPS, PARKING, OR LOCATION-BASED SERVICES
46.7%
42.4%

T /. %
308
307%
38.2%
N i

2.3
T 7%

encial

° SOURCE: COMPARABILITY: NC ure (o) Meltwoter

L W Engy
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Ul TOP WEBSITES: SIMILARWEB RANKING

2026 SIMILARWEB'S RANKING OF THE MOST VISITED WEBSITES, BASED ON WEBSITE TRAFFIC BETWEEN 01 JUNE AND 31 AUGUST 2026

GOOGLE.COM

YOUTUBE.COM

FACEBOOK.COM

INSTAGRAM.COM

CHATGPT.COM

X.COM

REDDIT.COM

BING.COM

TIKTOK.COM

WHATSAPPCOM

SOURCE:

AVERAGE
TIME
PER VISIT
9M 595
19M 045
10M 20S
8M 335
6M 295
12M 255
5M 458
7M 16S

5M 208

9M 36S

AVERAGE
PAGES
PER VISIT

WIKIPEDIA.ORG

YAHOO.CO.JP

YAHOO.COM

AMAZON.COM

GEMINL.GOOGLE.COM

YANDEX.RU

LINKEDIN.COM

BAIDU.COM

NAVER.COM

NETFLIX.COM

Google and YouTube are the most visited websites

TOTAL UNIQUE  AVERAGE
VISITS VISITORS TIME
[MONTHIYAVE]  (MONTHIYAVE]  PER VISIT

3M 15§
8M 39S
6M 10S
5M 58S
7M 00S
7M 48S
7M 07S
4M 428
12M 49§

6M 16S

cencial

GLOBAL OVERVIEW

AVERAGE
PAGES
PER VISIT
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Website
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I The website is one of the most important communication
S assets

An effective website must:
- Be mobile-friendly and work on all browsers
Be simple, with intuitive navigation

- Answer all the questions users may have (check what they ask
by phone or email)

- Reflect the brand identity
+ Always be up to date

Be better than the competitors’ sites
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..And be accessiblel

| (Web Content Accessibility Guidelines - WCAG)

Text descriptions (alt text) for images, allowing people with visual impairments
to understand the content of the images;

Subtitles for videos and reels, to ensure that people with hearing disabilities
can access the audio content;

Clear and legible graphics: clear graphics with legible fonts, contrasting colors
and a simple layout, making it easier to understand the content for people with
cognitive disabilities;

No flashing images or animated elements, which can cause problems for
people with cognitive disabilities or photosensitive epilepsy.

Accurate description of the content: to help people with disabilities understand
It.
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Website and content strategy

High-quality content is the foundation of any website.

It attracts visitors, keeps them engaged, and builds trust in your

brand.

Content that is useful, interesting, and original not only improves
user experience but also increases visibility in search engines.

And content must be considered trustworthy enough to be cited by
Al tools.
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SEO vs GEO (Generative Engine Optimization): the main
differences

GCoal Saieliielh s i 7 sesreh eraine resulls Be mentioned, cited and recommended in Al-generated

answers
: “ . ChatGPT, Gemini, Perplexity, le Al i Al
Where Google and Bing results pages (the “blue links”) Modg Gemini, Perplexity, Google Al Overviews and
What we optimize Keywords and single pages Questions, entities and self-contained answers (passages)
. Keywords, backlinks, technical health, user Clarity, authority of the sources that mention us, consistency
Key signals )
experience across the web, structured data, freshness
: : - : Th f h i icking (“zero-
User behavior The user clicks and visits the website c"cekl:;er it sl e SOl it e @ el oy (2t
. . . : : Menti itati in Al , ice,
How we measure it Rankings, organic traffic, click-through rate entions and citations in Al answers, share of voice

sentiment

GEO does not replace SEO: Al tools still rely on well-indexed, authoritative content.
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Podcast

Branding & Digital Reputation 29
Stella Romagnoli | LM Al for Marketing & Communication



(7))
fd
(7))
©
@)
o)
@
Q.

O
fd
C
)
'
R
()
O
O
e
S
(7))
-
(D
(7))
-
jd
(D
c
S
()
jd
=
G
@
X
4
LN

6+ WHO LISTEN TO PODCASTS E

PERCENTAGE OF INTERNET USERS

GLOBAL OVERVIEW

NVdVT
V340N HINOS
VYNVHO
wWnNIo139
FONVA
NVMIVL
YIRISNY
ANVWYIO
AIVL
ANVIIZZLIMS
AIVWNIA
ANVIV3Z M3IN
AN
SAONVTIIHIIN
VYNIINIOYY
VAVYNVYD
303340
YIvaisny
VILVO¥D
AIVONNH
J3O4VONIS
VIHD3ZD
AININL
v'sn
13vySI
N3IAIMS
ONOX ONOH
VONLIOd
NIVdS
AVMION
ANV
JAIMATIOM
JNHD
S3NIddITIHd
VRIVOINgG
VYNIHD
ANV1Od
VIgd3s
11Zv3y8
WVYNLIIA
VISAVIVW
YIEWO10D
VIANI
ANVIIVHL
VINYWOY
vIavdv Ianvs
ODIX3IW
1dAD3
YORIAY HINOS
O22030OW
ivn
VISINOGNI
VI§3OIN
VAN

we

COMPARABILITY:

are. <OD Meltwater

SOcin

Branding & Digital Reputation

Stella Romagnoli | LM Al for Marketing & Communication




In Italy: 12.8 million listeners, 42% under 35

Podcast is able to engage increasingly hard-to-reach

targets for broadcast media

Podcast Listeners

Podcast demographics

29%

Graduated

14%

High professions

Italy - Monthly

1 2 ° 8 MIO 422
fI//_. R
L #7%vs 2024
ST
f,/.,, Under 35

LT . .
f o L7 % of Italian population 16-60 y.o.
. index vs f
Italian E 124

population

135

140

Choreograph elaborations on Ipsos Digital Audio Survey 2025 - Adults 16-60 y.c. - People who declared to listen to a podcasts in the last month

- Italy

WPP Media
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precious asset: listening time

Daily time spent

Average 40 minutes

31%

25%
22%

8%
6%
2%
Up to 10 Up to 20 Up to 30 Up to 1 hour More than 1 More than 2
minutes minutes minutes hour hour

6%

Does not
remeber

Source: Choreograph elaborations on Ipsos Digjtal Audio Survey 2025 - Adults 16-60 y.o. - People who declared they listened to a podcast in the last month - Italy

02+

Listen for the entire
duration




Social media
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SOCIAL MEDIA USE vs. TOTAL POPULATION

SOCIAL MEDIA USER IDENTITIES AS A PERCENTAGE OF THE TOTAL POPULATION (NOTE: USER IDENTITIES MAY NOT REPRESENT UNIQUE INDIVIDUALS)

NORTHERN
AMERICA

80.4%

CENTRAL
AMERICA

GLOBAL
AVERAGE

69.9%

SOURCES:
NOTES:

CARIBBEAN

76.8%

SOUTHERN
AMERICA

NORTHERN
EUROPE

82.8%
G
tor ey

EASTERN
EUROPE

73.3%

73.3%
25:}TRAL

MIDDLE WESTERN 38.5%
&HCA A SOUTHERN

13.8%

b

SOUTHERN
AFRICA

SOUTHERN
EUROPE

WESTERN
AFRICA

ADVISORY:
COMPARABILITY:

GLOBAL OVERVIEW

88.7% Jrevial

i(s)lgTH-EASTERN
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Facebook is still the leader
ol SELF-DECLARED PLATFORM USE

2 26 PERCENTAGE OF INTERNET USERS AGED 16+ WHO SAY THAT THEY USED THE RESPECTIVE PLATFORM AT LEAST ONCE WITHIN THE PAST MONTH

GLOBAL OVERVIEW

FACEBOOK 58.1%
INSTAGRAM 56.6%
YOUTUBE 56.2%

WHATSAPP 54.9%

A 7
R 2 %
R .
I 7|5

0%
R 1
I 5

SOURCE: NOTE: we
@ COMPARABILITY: NG are (O) MeltWOtel’

o
cncial

Q G Wt e

erview Report
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But TikTok is the social app where more time is spent

SOCIAL MEDIA APPS: AVERAGE DAILY TIME PER USER

AVERAGE TIME PER DAY THAT ACTIVE USERS SPENT USING EACH PLATFORM'S APP(S) IN AUGUST 2026

GLOBAL OVERVIEW
1H 55M

YOUTUBE
WHATSAPP

FACEBOOK

I, 01 31M
| reeoram ________ JUpUY
I oH 24M
IES, 0t 230

| messenoer QU
I, 0 21M

| snapchar QUK

OH 16

OH TIM

COMPARABILITY:

@ SOURCE: ; we ( )
are,
are.  <O>Meltwater

12027 Global Overview Report (o} w M ™ engier .
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Social media & brand experience

When using digital channels and social media we need to make sure
they all have:

- a look and style consistent with the brand identity
- the same tone of voice

We need to define who is allowed to post (and who is not!) and

organize ourselves in such a way as to give the same answer (to the

same question) on all channels (social, telephone, stores, website,
etc.)

Branding & Digital Reputation 38
Stella Romagnoli | LM Al for Marketing & Communication



Direct Communication
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Direct communication uses different media

m Phone calls (call center - telemarketing)
m Paper mail (e.g. catalogues)

m Couponing (physical and digital)

m Email (DEM: direct email marketing)

m Social network direct messages

m Newsletter

Branding & Digital Reputation
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Also called “Permission Marketing”

Anyone who wants to carry out direct communication must respect
the privacy regulations (GDPR), therefore it is necessary to:

1. ask for consent
1. for data processing and
2. the permission of contacting the potential customer (lead)

2. allow people to withdraw their consent at any time.
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CRM and direct communication

It is extremely useful to ask for permission to contact potential buyers

Sending digital direct communication (DEM, newsletters) is almost
free: you only have to pay for the content.
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The essential component is the contact database (e.g.

HubSpot database)

Sales v Service v Automation v

Marketing v

Contacts Conversations v

Reports +

Contacts
All contacts NAME SALUTATION
My contacts e Carlotta Morello Cara
Unassigned contacts o Christian Mancini Caro
All saved filters > e Alessio Quadrini Caro
All contacts o Benedetta Isidori Cara
437 contacts Options ~
o Ginevra Emilia Martin... Cara
+ Add filter
° Giorgia Cima Cara
e Marilena Gianni Cara
° Lavinia Parrotta Cara
e Giada Reggiani Cara
° Mercedes Gari Cara

Actions ~ ‘ ‘

Search for a contact Q Import
EMAIL UNIVERSITA CORSO
carlotta.morello@gm... Sapienza Comunicazione d'Impresa - Labor...
mancini.chr@gmail.c... Sapienza Comunicazione d'Impresa - Labor...
curcione@outlook.com Sapienza Comunicazione d'Impresa - Labor...

Choose which columns you see

S SELECTED COLUMNS (6)
Search properties Q
Name
Contact information
Annual revenue Salutation
Associated company Email
Associated deals
: Universita
Became a customer date
Corso

Became a lead date

Became a marketing qualified lead date

anno del corso

Don't see the property you're looking for? Create a property

Cancel ‘ Remove all columns
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ANNO DEL CORSO

2020

2020

2020
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Thanks to digital it is possible to automate direct

communication flows

Choose an action

& Contact enrollment trigger
Available actions Connect an app
has at least one Page View of a URL that Search actions Q
contains https://www.iaaitalychapter.it
Workflow

4l Delay

oH

If/fthen branch

+
&3 If/then branch

Yes -1

Salutation is equal to any of Carissima i
Enroll in another workflow

Trigger webhook 3]

& fx]> ]

NO YES-1 4
Internal communication

Send internal marketing email

l-.. Send email

Send internal SMS

Email_Associati_Generica (£

Send in-app notification

a0

External communication

Send email

-
0
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Content strategy
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L | Content strategy

To effectively manage owned media, we need to set up a content
strategy.
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C ontent St rate gy

The content strategy focuses on

the planning, creation, distribution
and governance of content

to be delivered on owned media

The goal of the content strategy is to
create meaningful, consistent,
engaging and sustainable content
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| What kind of content?

Entertainment or educational

LIVE

WEBINAR
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| Organization is crucial

BASIC CONTENT WORKFLOW

OUTLINE
WRITE

APPROVE
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The editorial calendar

When creating content (especially for social media) it's important to

be organized

Example: H+ Sport Editorial Calendar ¢

File Edit View Insert Format Data Tools Add-ons Help

=

Last edit was 10 days ago

~ o B e

$ % o 00123+ Law - 0 - BISA B E-itcH-Yr o B @® YV - Z- ~
B8 c D E F G H
H+ Sport
Editorial Calendar Sunday Monday Tuesday Wednesday Thursday Friday Saturday Notes*
June
Week #1 May 29th May 30th May 31st June 1st June 2nd June 3rd June 4th
[Episode #3 Outline] e ool [Episode #3 Edit
*Subject: Clean Eating *Due- OF) *Subject: Clean Eating Coordinate with
Podcast Due: 05/31 it
*Due: 05/29 *Owner: Anu + Daryl *Due: 06/02 summer campaign.
*Owner: Anu i *Owner: Carlos
[Article #113 Draft] [Article #113 Publish]
*Subject: Running Essen| *Subject: Running Essen|
BlosRosts *Due:05/30 *Due:05/30
*Owner: Daryl *Owner: Daryl
[Facebook] [Facebook] [Twitter] [Facebook] [Facebook]
*Type: Text-only *Type: Image *Type: Text-only *Type: Video *Type: UGC
*Subject: Running Essen| *Subject: Protein Bar Tig *Subject: Keto Snacks | *Subject: Running Essen| *Subject: Product Reviey
*Owner: Tony *Owner: Tony *Owner: Tony *Owner: Tony *Owner: Tony
Social Media
[Twitter] Il ] [Twitter] [Linkedin]
*Type: Image *Type: Image *Type: Stories *Type: Video *Type: Image
*Subject: Running Essen| *Subject: Protein Bar Tig *Subject: Keto Snacks | *Subject: Athleisure My{ *Subject: Open Position:
*Owner: Tony *Owner: Tony *Owner: Tony *Owner: Tony *Owner: Tony
Week #2 June 5th June 6th June 7th June 8th June 9th June 10th June 11th
[Episode #3 Publish] | [Episode #3 Promote]
Podcast *Subject: Clean Eating | *Subject: Clean Eating
“*Due: 06/06 *Due: 06/07
*Owner: Sally *Owner: Tony
[Article #114 Draft] [Article #114 Publish]
Blog Posts *Subject: Clean Eating *Subject: Clean Eating Review sponsorship
8 *Due: 06/06 *Due: 06/08 opportunities.
*Owner: Anu *Owner: Anu
[Facebook] [Twitter] [Facebook] [Facebook]
*Type: Image *Type: Text-only *Type: Video *Type: UGC
|iF: o) *Subject: Weight Gain | *Subject: Clean Eating | *Subject: Running Essen| *Subject: Product Reviey
= S S *Owner: Tony *Owner: Tony *Owner: Tony *Owner: Tony AR e
= June Calendar ~ July Calendar ~ August Calendar ~ Podcast Calendar ~ Master Calendar ~ | + <
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Editorial Calendar

HUbSéﬁt Blog Editorial Calendar

Publish Date Due Date Author

1/1/19
1/2/19
1/3/19

1/4/19

1/5/19
1/6/19
1/7/19
1/8/19
1/9/19
1/10/19
1/11/19
1/12/19
1/13/19
1/14/19
1/15/19

12/29/18 Clifford Chi

12/30/18 Caroline Forsey

12/31/18 Meredith Hart

Topic/Title

Content/Details

Keyword(s) Target Persona(s)

12 Revealing Charts to Help You Benchmark
Your Business Blogging Performance

Top SEO Tips Straight From the Industry
Experts [INFOGRAPHIC)

9 Tips for Creating Quick Graphics for Your
Social Media Posts

Explain importance of blogging and how to benchmark
your efforts to guarantee success

Highlight SEO tips with expert advice while promoting
on-page templates

Provide tips and tricks to creating graphics without the
burden of learning Photoshop

business blogging, blogging
benchmarks Marketing Mary

search engine optimization,

SEO Marketing Mary
marketing graphics, social
media graphics Sales Leader Alex

Offer/CTA

How to Get 100,000
Readers for Your Blog

On-Page SEO
Template

How to Design
Graphics that Convert
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Quality content attracts potential customers

Interesting content attracts people attract
who are willing to give their o ort
personal data to be contacted.

sell

connect

B
3'.__. 1__'.
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Inbound Marketing

Inbound marketing is the discipline that seeks to attract
customers, instead of going out to look fortliem
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Gating Strategy

Requesting contact details before allowing access to content is
called Best Global Brands 2022

" . . Report Download

gating strategy .

First Name*
Last Name*
Company Name*

Job Title*

Communication Preferences:

Please Select v
Email*

Phone number

We love to share inspiring content & we're glad to see you're
interested in downloading this report - we think you'll love it.
We need to let you know that by downloading this report,
you're agreeing that the personal data you provide here will be
collected, stored and used to reach you in the future. We don’t
want to spam you. We'll never share your data - and you can
opt out of communications at any time.

By submitting this form you agree to our Privacy Policy (which
details how your information is used, how we maintain the
security of your information, and your rights to access your
information). You may withdraw your consent at any time
without penalty by contacting us at inquiries@interbrand.com.

suBmMIT
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But today, a good content strategy alone
is not enough to get discovered
by Al-powered search engines.
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Content strategy in today’s Al-driven search environment

Today, Al-powered search tools like Google (Al
Overviews, Gemini) or ChatGPT do not just cite
your brand: they also make comments ana
judgments based on what they find online.
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..Mainly to find information

PRIMARY REASONS WHY ACTIVE ARTIFICIAL INTELLIGENCE USERS AGED 16+ USED Al TOOLS IN THE PAST MONTF
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Search activity is changing fast:
in 1year Gen Al search increased from 8% to 32%

La GenAl cambia il modo in cui cerchiamo

Traditional '
z::‘":h Crescita YoY delle query

Traditional composte da 3+ parole

Search y N\
92% [ Google

\
Delle ricerche
genera zero click

Gen Al Search )

GenAl Search 32% Calo medio del
8% traffico organico ai siti

Early 2025 Early 2026
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Content strategy in today’s Al-driven search environment

m Search engines and Al tools look beyond your website. They
analyze reviews, forum posts, social media, and online news to
understand your reputation.

m This means your SEO strategy is not only about your site: it also
depends on how your brand is mentioned across the web.
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Earned media and news are particularly important

SHARE OF BRAND MENTIONS IN GENAI TOOLS AND LLMS THAT CAN BE ATTRIBUTED TO EACH TYPE OF CONTENT

O Malvisvar AARATABDEDADTAY

1.3% REVIEWS
07% Wiki

0.2% PRESS RELEASES

we
are <O> Meltwater

-
cncial
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Where do Gemini, ChatGPT and the others get their
content?

= Training data: corpora collected before training, including Wikipedia,
news, indexed websites and books

m Real-time web search: ChatGPT Search, Gemini and Perplexity browse
the web for recent queries

m Structured databases: Wikidata, Google Knowledge Graph, schema.org

s High-quality editorial sources: authoritative newspapers, institutions,
official websites

= Brand content: press releases, FAQs, product sheets, "About us” pages

= Brands present on more authoritative sources are more likely to be cited
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Daily newspapers may be read less by
"humans’...
..but their digital editions are very
important for Al algorithms.
They confirm the authority of brands
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What an Al model evaluates when it talks about a brand

An Al model tends to recommend brands that are:
m clear: the positioning is easy to understand;

m consistent: the information is the same on the website, listings,
reviews, articles and marketplaces;

= authoritative: the brand is cited by credible sources;
m specific: the content answers concrete needs;

m comparable: products, prices, features, limitations and use cases
are made explicit;

= up to date: recent information is accessible and veritiable.
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How to do GEO in practice
(a recap of concepts we have already seen)

s Answer complete questions in the text: don't rely on keywords only

m Use the FAQ format: question + answer in 2-3 lines, understandable
on its own

m Include numerical data and cite the source: Al models extract and
report them

m Update regularly: models with web search reward fresh content

m Use structured data (schema.org) to label articles, FAQs and profiles
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Yo

To be recommended by Al, a brand must work on five levels:

1. Clear positioning: who we are, who we are useful for, how we are
different (clear value proposition).

2. Useful and specific content: guides, comparisons, FAQs, Q&As, use
cases, product limitations, selection criteria.

3. Structured data: complete product sheets, prices, availability, reviews,
location, categories.

4. External authority: presence in reliable media, qualified reviews,
comparison sites, studies, awards, partnerships.

5. Cross-platform consistency: the same information on the website,
Google, social media, marketplaces, press kit, and Wikipedia/Wikidata
when relevant.
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A smart content strategy will be
increasingly important for brands.
An organic visibility strategy on the most
credible media (e.g. daily newspapers)
also remains essential.
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In my personal opinion, we will have to create
content that is truly more and more interesting
for its intended audience

(by researching the questions people actually
ask)
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Break?
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Earned Media
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Earned media

EARNED MEDIA

PR:

- Press (+digital)
articles

UGC

- reviews

- recommendations

- Social, Blogs

- WOM
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Earned Media: the media that we cannot buy

s Word-of-mouth

m Articles on media (newspapers, TV or radio programs) by journalists
or bloggers

m Organic social posts: on Facebook, X, Instagram, etc.
s Comments and evaluations on e-commerce platforms

m Reviews
m Wikipedia

Branding & Digital Reputation 73
Stella Romagnoli | LM Al for Marketing & Communication



Consegna a domicilio disponibile

20% di sconto

" o
-t

@ Tripadvisor

Sponsorizzato
w =

White Bakery StuPisci La Baguetteria del Valle
® 90900 103 recensioni ® 90900 158 recensioni 920000 223 recensioni

a m a zo n Americana - €€-€€€ Italiana, Pesce, Medit... - €€-€€€ Italiana, Gastronomia + €
Ordina online Ordina online Ordina online

" - . "
Recensioni clienti
WRWWI 44su5 b
airon
159 valutazioni globali * 4.87 (77 recensioni)
Pulizia — 4.9 Precisione — 5.0
5 stelle 73%
I I Comunicazione — 5,0 Posizione — 4.9
4 Stelle ‘__I 90/0 Check-in — 5, Qualita/prezzo — 4O
3stelle | | 9% .
. a Ol i Alb
2 Stelle U 50/0 e maygr;gl;mo ‘ mar:t;)zo
1 Steua U 40/0 Il nostro soggiorno alla Little House & stato semplicemente Alloggio con una vista mozzafiato, casa pulitissima e molto
perfetto! L'appartamento & molto carino ma quello che accogliente!
veramente fa la differenza & la vista a dir poco splendida ed il
v Come vengono calcolate le valutazioni? £ e e
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Earned media are the
most effective communication instruments.
Especially word-of-mouth.
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Why?
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Because we trust the source.
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| Why word of mouth works 247

Why Word of Mouth Works

1. Trust

2. Targeting

Jonah Berger — On Viral Marketing - LinkedIn Learning Branding & Digital Reputation
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How can we earn favorable
publicity (“Earned Media”)?
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 FHow can we “earn media”?

We may earn favorable publicity through:

1.

A good relationship with the people (journalists, bloggers,

influencers, etc.) who produce content regarding us (articles in the

media, off and online) that reach our target. Companies use PR and
Media Relations.
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Earned Media example

WORLD OF

cruising e o = BUSINESS

The leading provider of duty free & travel retail news

# ~ Regional News - International

Back to International Download Article as PDF | View Printversion | Send as Email

A first look at shopping onboard MSC

Cruises’ new flagship World Europa
By FAYE BARTLE | Tuesday, 24 May 2022 11:31

Credit: MSC Cruises

MSC Cruises has pu

The future of cruising — we step onboard offered a sneak peek of |

the ‘dynamic and

neW Ship MSC World Europa immersive' retail

proposition onboard its

‘ new flagship, MSC
Author: Lucy Abbott World Europa.
Published on: 07 October 2022

Updated on: 07 October 2022 Head of Retail Adrian
Pittaway has outlined
the USPs of the

MSC Cruises’ newest venture comes in the form of mega-ship MSC World Europa - the ship offers shopping concepts at

" ¢ ¥ i . : MSC World Europa will be homeporting in Dubai,
you the chance to sail sustainably, powered by LNG, and hits the waters in December 2022 with a each of the three main Uit AT Bt s Db 3022,
four-night sailing from Doha to Dubai. Lucy Abbott steps onboard for a first look at the ship.

public area decks of
the ship, which will
spend its inaugural season in the Gulf, setting sail from Doha on 20
December 2022.

What's eco-friendly, future-ready and fun for everyone? That's right, MSC World Europa.

First up is the department-store style Deck 6 Shopping Gallery, located at
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“+ | How can we “earn media”?

2. A good reputation among customers, who support our brand by
giving good reviews or recommending our products or services

through
«  Word of mouth (offline)

- on social media or any Web 2.0 platform (including Amazon ...)
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UGC
User-generated content

User-generated content (UGC) is any content (text, videos, images,
reviews, etc.) created by people, rather than brands.

It is perceived as more authentic and reliable than advertising.
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User-generated content is increasingly important

User-Generated Content Benefits

- Reduces burdens

- Builds a stronger connection

Linked ] Learning

Colleen Jones - Advanced content marketing - LinkedIn Learning 2020 Branding & Digital Reputation
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IKEA Products Rooms Deals Design & ideas Services Q What are you looking for?

Share your IKEA content with the world

Share your IKEA ideas on our website or social media for the whole world to see

Making sure you get featured

Join other IKEA Family members in sharing your images.

* Log in to your account to upload your images. Not yet a member? Join now.
Put the IKEA product you want to showcase front and centre.
Show how you're exactly using it, indoors or outdoors.

Make sure there are no people or pets in the image.

Join IKEA Family
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We get the best inspiration by seeing our amazing
community wearing our clothes on Instagram and
showing their unique styling.

THANK YOU FOR BEING A PART OF OUR FAMILY, AND
TAKING NU-IN ON ATRIP AROUND THE WORLD.

NIT¥38 ©

NIQIMS ©

THEMOST WANTED
OUTERWEAR PIECES
STYLE BY YOU

from cloud like puffer jackets to
transitional blazers.

N3QIMS©

JINVY4 ©

100% RECYCLED QUILTED PUFFER LONG COAT 179,99 EUR
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When we prepare a communication plan we
must always ask ourselves:
how can we stimulate our promoters
to create content for us?
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And how can we generate Word of Mouth?

Linked ] Learning

Jonah Berger - On Viral Marketing - LinkedIn Learning
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- I What makes a communication "viral"? Why do people talk
‘] about something and share it?

SOCIAL PRACTICAL
CURRENCY TRIGGERS ~ EMOTION PUBLIC VALUE STORIES
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1. Social currency

"Social currency’ is the way we want to
be perceived. The things we say
(beyond what we do and own) define
our image towards others.

For example we tell a secret because
telling someone else something they
don't know makes us feel important
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“+ |1. Social currency

So the best way to get something shared is to make the person look
good doing it.

Social Currency  The better something makes someone

look, the more likely they are to share it
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Susan, congratulations!

You have one of the top 5% most viewed
LinkedIn profiles for 2012.

Linkedin now has 200 million members. Thanks for
playing a unique part in our community!

Read More

Miriam Urbano - 1°
Stagista marketing digitale presso YOU MARKETING GROUP
21 ore « Modificato « ®

2

Un altro traguardo é stato raggiunto, ieri ho superato I'esame della
Stagione 2 del corso #socialmediatraining di Luca La Mesa !

Ho appreso tantissime nuove nozioni e capito quanto sia importante la
#formazione nel mio campo.

Ora avanti con la terza stagione!

#socialmediamanager #socialmedia

SOCIAL MEDIA
TRAINING

SI ATTESTA CHE
MIRIAM URBANO

HA CONCLUSO CON SUCCESSO IL CORSO DI FORMAZIONE
SOCIAL MEDIA TRAINING (STAGIONE 2)

Luca La Mesa

ATTESTATON. 53016429 f 10 maggio 2021
Oa 1 commento
) @ 4 |
Consiglia Commenta Condividi Invia
Reazioni

@?o ’6 %‘o ab

Valentina Zollet - 1°
Co-fondatore presso Seitrenta
(o) 5 giorni« ®

Per offrire servizi qualificati ¢* L4 04

Congratulazioni!

Valentina De Zolt

Google Ads Search Certification

completato il 29 settembre 2020

damentals of building and customizing effective Google

Google recognizes your mastery of the fi
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- |1. Social currency: being “remarkable”
- 4'31”

! - i Linked [ Learning

Jonah Berger - On Viral Marketing - LinkedIn Learning Branding & Digital Reputation
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The Volvo commercial
116"
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110 million views

Volvo Trucks - The Epic Split feat. Van Damme (Live Test)

110.716.458 visualizzazioni * 13 nov 2013

Volvo Trucks @
467.000 iscritti

-
:,)
S
«= v
SR )

Watch Jean-Claude Van Damme carry out his famous split between two reversing trucks. Never
done before, JCVD says it's the most epic of splits - what do you think? Please share &
comment!
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] 2. Triggers

Atrigger is an element that reminds us of something. We tend to talk
about the things that come to our mind.

What environmental stimulus is

going to trigger people to think
about your product or idea?
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2. Triggers

To create these triggers, associations of
ideas must be fed:

We need to find an element that is able to
stimulate the memory of our brand even
when we are not there.

- E.g. a popular song as the soundtrack
of a commercial

- Abranded gadget
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3. Emotions

When we care about something, we share it: the more we feel, the
more we pass on information

Emotional content is 20% more likely to be shared.

Why might they care?
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Emotions are crucial in the
decision making process
(primal brain)
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3. Emotions

Emotions with a high arousal value (active emotions) are shared (e.g.
anger, excitement, humor and inspiration); low-arousal emotions are
not (e.g. sadness, calm)

HIGH AROUSAL
Anger Excitement

Anxiety Awe / Inspiration
Envy Humor
Stress Happiness

NEGATIVE POSITIVE

SIEIE Contentment
Sadness Serenity
Depression Relaxation

Fatigue Calm
LOW AROUSAL
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| Humor is particularly effective in generating virality

When you're so loveable
and charsmatic

Y

Thatipeople forget™
you're a drug.dealer -
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~ IHow to use memes
Link to the website

{o_g NapoleonCat. Features Solutions Pricing Resources Book a demo
==

Popular Memes on
Social Media (October
2026)

1October 2026 - Wiktor Skibinski

Table of Contents o People love memes. They're funny, easy to share, and have a .
» Popular memes right now: October 2026 H HE H H H save hours on SOC|aI'
" » unique ability to spark conversations across social media every day.
* Popular memes right now: September 2026 x
+ Popular memes right now: August 2026 communities. Automate moderation and
+ Popular memes right now: July 2026 in replies, schedule posts, and
* Popular memes right now: June 2026 pull reports - all in one tool
: ::::::: ::::z :::: :::r :::;f::; For brands, memes can be a powerful way to build authentic connections with audiences and
+ Popular memes right now: March 2026 show a more human side of the business. Combined with a social media automation tool,
o e 'fgh‘ ROl they can also help drive engagement at scale by keeping conversations flowing and responses
» Popular memes right now: January 2026
+ Popular memes right now: December 2025 timely,
» Popular memes right now: November 2025
* Popular memes right now: October 2025
¢ Popdier e mas ighthow: Septamber 2076 Simply put, memes can make your brand feel less like a corporation and more like part of the
« Popular memes right now: August 2025
« Popular memes right now: July 2025 community-

» Popular memes right now: June 2025
+ Trending Memes: May 2025

+ Trending Memes: April 2025 The challenge is staying on top of constantly evolving meme trends and understanding which
+ Trending Memes: March 2025 ¥ o "
+ Trending Memes: February 2025 formats will resonate with your audience.

« Trending Memes: January 2025
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https://napoleoncat.com/blog/trending-memes/?utm_source=chatgpt.com

4. Public

We use other people to understand how we should behave (social
proof), especially when we are undecided.

We do something because others do it.

If ther'e_ls a quet e

_'.:?,.-":"l.'-" b b

vy,,e"wan Lt
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4. Public

Success breeds success.

But we have to see what others are doing
To exploit this principle, it is necessary to make visible what others are
doing:

e.g. visible logos, distinctive colors, number of people who use the
service ... etc.
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5. Practical value

Useful information. People also share information to help others.
A simple way is to propose lists (7 ways to..., the 10 secrets of...., etc.).

Lists intrigue and suggest that the information is quick to consume.
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- 16. Stories

Try to tell stories, define the key concept and build a story around it
that demonstrates what we want to communicate

0750)7
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The more we incorporate these ingredients into
our social media content, the more likely people
will be to share it.
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1 To learn more you can download these PDF files

CRAFTING
CONTABIOUS

WURKBOOK

Want to get more word of mouth? Help vour product or idea to catch on? The same six principles drive all sorts of things to become popular,
from consumer products to policy initiatives, Follow these key STEPPS (or as many of them as possible) to craft contagious content,

SOCIAL CURRENCY

People  care abour how
they look to others. They
want o seem  Smart,
cool, and in-the-know: So
be sure to find the inner-
remarkabily  (Will It
Blend?) and make people
feel like insiders (Please
Don't Tell).

TRIGGERS

‘Top-of-mind means up-of-
tongue. So consider the
context  (Rebecea  Black)
and grow vour habitar so
that people are frequently
tiggered to think abowt
your product or idea.

EMOTION

When we care, we share.
Emotonal content often
goes vieal (United Breaks
Guitars, Susan Boyle). So
focus on fedings rather
than function. And kindle
the fire using high arousal
emotions,

PUBLIC

.............. sesmrrranrrranny

Built to show, bult w
grow. The more public
something 15, the more
likely people will imitate
it. Design products and
initiatives  that  advertise
themselves (red  bottom
shoes ) and create some
visible behavioral residue
(Livestrong bracelets).

PRACTICAL VALUE

News you can use. Useful
things get shared. So
highlight incredible value
(Rule  of 100) and
package knowledge and
expertise s that people
can casily pass it on
(Corn shucking videa).

Information travels under
what  scems  like idle
chatter. Stories are vesscls.,
So build a Trojan hotse. A
narrative  or  story  that
people want to tell (Jared
from  Subway}  which
carries your idea along for
the nde.
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Ready to play?

13 questions

Digital_ Owned_Ea :
rned_Maedia

stellaromagnoli
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Project Work: owned media,
content strategy and virality
for 9Colonne
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Project Work: this week’s assignment

= You already have your brand value proposition, buyer personas, customer journey and
touchpoints. Now design the owned media and content strategy for your 9Colonne
product.

m  Your task is to communicate your product and create awareness for it with organic
media, without paying.

m Step 1- Owned media audit: map 9Colonne’s owned media and, if needed, propose new ones
for your project

m Step 2 - Editorial strategy: plan content that people value and Al tools cite (slides 63-67)

m Step 3 - UGC & virality: use the STEPPS framework to make content shareable and to stimulate
user-generated content
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Step 1: which new owned media does your project need?

If 9Colonne’s current owned media are not enough for your product, propose new
ones (e.g. a landing page, a vertical newsletter, a podcast, a messaging channel, a

community, an event format).
For each proposal explain:
which buyer persona it serves and at which phase of the customer journey
why the existing owned media cannot do the job
what content it will host and how often
who manages it and who is allowed to post (governance)
how it connects to paid and earned media
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Step 2: the editorial strategy

Plan the creation, distribution and governance of your content:
You have 3 tasks:

1. Create a sample of your product (since it is editorial content) with an editorial
calendar (periodicity, format, etc.)

2. Create an Owned media strategy to communicate your product (social media posts,
UGC, content that will be found by Al, following the instructions, e.g. FAQ format on
the 9Colonne website, case studies, original research and data, PR with journalists,
etc.)

3. Earned Media: imagine a piece of content for your product that people will want to
share.
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Step 2: create content that Al tools cite

Design at least one piece of content for each type and say where it will be published.

Content type (slides 63-67) Why Al tools value it Your idea for your 9Colonne product

They answer real questions directly and are

Step-by-step guides and FAQs O T y—

Technical documentation and tutorials Clear, structured and verifiable information
Original research and unique data First-hand information nobody else has

Case studies and benchmarks Concrete evidence and comparisons
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Step 3: make it contagious with STEPPS

For each principle, imagine a piece of content for your product that people will want to share.

Guiding question Your content idea

Does sharing it make people look smart, informed or “in the
know"?

Social currency

Triggers Which everyday cue (moment, place, news) will remind people

of it?
. Which high-arousal emotion does it spark (awe, excitement,
Emotions
humor, anger)?
Public How can people see that others are using or sharing it?
Practical value What useful tip, data or guide makes it worth passing on?
Stories Which story carries your brand message?
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Step 3: stimulate user-generated content

s How can we stimulate our promoters to create content for us?

- What do you ask users to create (photos, videos, reviews, testimonials, questions, data)?

- How: a clear call to action, a branded hashtag, a challenge or contest, shareable badges
and awards (slide 92)

- Why will they do it? Link each mechanism to a STEPPS principle

- Reuse: how UGC returns to your owned media (with permission) and is amplified by PR
and paid media

Rules: consent and rights (CDPR), moderation, how to answer negative content

- KPIs: shares, mentions, UGC volume, sentiment, and what ChatGPT or Gemini say about
your product
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Project Work: what to deliver

Owned media audit of 9Colonne (table) + proposal of new owned
media

Editorial strategy: goals, tone of voice, content pillars, formats, 4-
week editorial calendar

At least 3 content prototypes (drafts, scripts or mock-ups): 1

content designed to be cited by Al tools + 2 shareable contents built
with STEPPS

UGC and virality plan with KPls
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Sources

Branding Foundation — Drew Boyd - Lynda.com

Customer Experience: Journey Mapping — Jeannie
Walters - Lynda.com

g?ﬁ(')\'ew Marketing — Cheryl and Mark Burgess, Sage

Rajeev Batra & Kevin Lane Keller - Integratin
Marketing Communications: New Findings, New
Lessons, and New Ideas - Journal of Marketing: Vol.
80 (November 2016), 122-145

Patrick Renvoise — The Persuasion Code: the
Neuroscience of Sales, LinkedIn Learning 2020

Brad Batesole - Digital Marketing Foundation -
LinkedIn Learning 2021

Colleen Jones - Advanced content marketing -
LinkedIn Learning 2020

Jonah Berger — Contagious: Why Things Catch On,
Simon & Schuster 2013

Jonah Berger — On Viral Marketing - LinkedIn
Learning
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