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Where were we?




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. Planning the right message on Paid, Owned & Earned media

6.
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POE, let’s recap

PAID MEDIA OWNED MEDIA EARNED MEDIA
'_6‘?\‘/ Website PR:
App - Press (+digital)

- Press .
_ Radio Blog articles
_ OOH Social network UGC
_ Cinema Direct response/CRM - reviews
- Internet advertising: - recommendations

- Display Point of Sales, - Social, Blogs

- Search merchandising, - WOM

- Social network
BTL: sponsorships,
Events, influencer
marketing

Packaging
Branded spaces
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Owned Media

Brand Management & Media Palanning
Stella Romagnoli | LM Marketing & Digital Communication 2024-25



Owned Media: the first media that we have to consider

OWNED MEDIA

Website

App

Blog

Social network

Direct response/CRM

Point of Sales,
merchandising,
Packaging
Branded spaces
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In our communication plan we try and 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, Twitter, Linkedin, Instagram, TikTok, ecc.)

s Newsletters, Direct Emails

m Invoices
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Owned Media must be consistent with the brand identity
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dWebsites

JdApps

Blog

(J Contact Center

d Chatbot

dSocial media accounts
d Newsletters

A DEM...

Owned media
CHECK-LIST

(JBuildings

 Retail stores
Salepersons
dPackaging
Vehicles

dUniforms

(J Corporate magazines

Invoices
A Tickets...
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OELLD STATO

fTALIANE

F=

Y & J
VY J | ,',Z;ng-gf‘”f = A A TR En ’ TREN/TALIA  FRECCE INTERCITY E INTERNAZIONALI REGIONALE OFFERTE SERVIZI CARTAFRECCIA
GRUPPO FERROVIE DELLO STATO ITALIANE
1l Gruppo Investor Sostenibilih novagione Opere Digital Mg Bandi e Q @ INFOTRAFFICO TRAFFICO REGOLARE
FS Relations Strategiche Projects Gare

FRECC/IAROSSA

VIAGGIA TRA ROMA E VENEZIA
CON FRECCIAROSSA N

30 COLLEGAMENTI AL GIORNO

N\ A !
: TYA
B, *"
scéml DIPIU § ® N\

Gruppo FS: infrastrutture, trasporte passeggeri, '
logistica, rigenerazione urbana

Insieme per il Paese. Un Tempo Nuovo

PRINCIPALI SOLUZIONI V¥ Info (i) @ Andata e Ritorno
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'FEHHG VIE

DELLO STATO

ITALIANE

S— WWWPORTALE
- TRENITALIA

CINEMA & TV

L7 RN

GIORGIA

ORONERO LIVE

ROSSINI P’IA

LT LA FRECCIA JUNIOR
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Lavora con noi

NA-BA

PA-CT-ME

Lamusicastacambiando

Wim.win

Opentreno

FSNews_it

TIRegionale (Lazio)

Facebook

Fondazione FS

FS Recruiting Day

Women in Motion

FS Italiane

YouTube

Nugo

Le Frecce

La Freccia TV

Frecciarossa official

Nugo

Lamusicastacambiando

Newsletter
Portale di stazione

Cartafreccia

Monitor di bordo

Portale Le Frecce

Monitor

Monitor

z,

' &

FERROVIE

DELLO STATO

fTALIANE

> AURORA, cosa fai nel week end? e

Troitalis catehutalit - lata 1 YATde Lourse dwar o

, giese > Matanoe  Teaduc messegpe

NEL WEEKEND?

2 11 lungo ponte del 1* maggio & un'occasions

=) da non perdere per andars alla scoperta

- / del patrimonio culturale e naturale Rafano.
Noi & accompagniameo: citth d'arte, feste,
percorsi altermativi, parchi, cucina o mostre.

= VUOI PERDERTI TUTTO QUESTO?




'FEHHG VIE

OELLO STATOD

ITALIANE

0 Assistenzd Clienti

Customer Service

Q@ Biglieti @ ©

Tickets
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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 particolarly important when prospect customers
look for information about us

CONSIDERATION RETENTION

AWARENESS PURCHASE LOYALTY
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I But they could be useful also to create awareness
K (when used as billboards)

e~ <

Dal freddo il buono direttamente a casa tua

bofrost*
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Website
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- I The website is one of the most important communication
0 assets

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

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

- Reflect the brand identity
- always be up to date
- It is better than the competitors’ sites
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Social media
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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 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.)

18:39 w 4G @)

< F3 Social Media Epic Fails
sMer 40 min. - &

sStagisid ai 1o drini ai udidriZaro
senza rimborso spese... Spero

35min Mipiace Rispondi @%12
@ Biagio Chiariello ha risposto - 1 risposta

?‘a Livio Noto
Risp € imp ©= 23

35min Mipiace Rispondi

0 Marco Qualcosa
Questo perche anziché pagare e
formare le persone perche facciano
customer care, ci si limita a prendere
scappati di casa pagati due lire visto
che "tanto cosa ci vuole a rispondere
a una chat?"

29 min Mipiace Rispondi O3

la vita fa troppo schifo. Cit.
15 min  Mi piace Rispondi O

Aurora Masiello

Ed ha anche scritto "e" "pud" e "piu"
con l'apostrofo oltre che "x". Non si
e fatto mancare niente.

Scrivi un commento... ©)
B & B 0 =

Q Alessandro Cacciatore
Guarda che alle volte se ci pensi cioé
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Direct Communication

Brand Management & Media Palanning 23
Stella Romagnoli | LM Marketing & Digital Communication 2024-25



Direct communication uses different media

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

m Couponing (physical and digital)

s Email (DEM: direct email)

m Social Network direct messages

m Newsletter
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Also called “Permission Marketing”

Anyone who wants to carry out direct communication must respect
the privacy regulations, 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 to cancel this consent at any time.
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CRM and direct communication

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

buyers
Sending digital direct communication (DEM, Newsletter) is almost for
free. You only have to pay for the contents.
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The essential component is the contact database (e.g.
Hubspot database)

Contacts Conversations v Marketing v Sales v Service v Automation v Reports v

Contacts Search for a contact Q Actions ~ ‘ ‘ Import ’ Create contact
All contacts NAME SALUTATION EMAIL UNIVERSITA CORSO ANNO DEL CORSO
My contacts e Carlotta Morello Cara carlotta.morello@gm... Sapienza Comunicazione d'Impresa - Labor... 2020
Unassigned contacts o Christian Mancini Caro mancini.chr@gmail.c... Sapienza Comunicazione d'Impresa - Labor... 2020
All saved filters > e Alessio Quadrini Caro curcione@outlook.com Sapienza Comunicazione d'Impresa - Labor... 2020
All contacts o Benedetta Isidori Cara b20
437 contacts Options ~ Choose which columns you see

o Ginevra Emilia Martin... Cara 0
+ Add filter

0 Giorgia Cima Cara ol proparies Q SELECTED COLUMNS (6) 0

e Marilena Gianni Cara Name 20

Contact information
° Lavinia Parrotta Cara Annuslrevenus § Salutation X 0
e Giada Reggiani Cara Associated company i Email % 0
Associated deals
° Mercedes Gari Cara Universita 0

Became a customer date

Became a lead date i Corso v,

Became a marketing qualified lead date # anno del corso %

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

n ‘ Cancel ‘ Remove all columns
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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
Page View
has at least one Page View of a URL that Search actions Q
contains https://www.iaaitalychapter.it
Workflow
Dela
+ 2 elay

&3 If/then branch 61& If/then branch

Yes-1

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

Trigger webhook iz

& fx]> ]

NO YES-1 P
: Internal communication

Send internal marketing email

-.. | & Send email |

Send internal SMS

Email_Associati_Generica [ ‘

Send in-app notification

B0

External communication

Send email
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= | Content strategy

To effectively manage owned media, we need to set up a content
strategy.
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Content strategy, content marketing,
brand journalism
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Brand journalism

m Brand journalism is a new
approach to business
communication that consists in
the use of narrative and stylistic
skills and techniques typical of
journalism in defining the
communication strategy and in
the development of stories and
content related to brands
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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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To win the trust of customers

% 62%

trust those brands who trust those brands who

provide useful information provide information and

without trying to sell best practices about

anything things they have already
bought
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| What kind of content?

Entertainment or educational
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'] Organization is crucial

BASIC CONTENT WORKFLOW

OUTLINE
WRITE

APPROVE
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‘| Creating an editorial calendar

Example: H+ Sport Editorial Calendar +

1

File Edit View Insert Format Data Tools Add-ons Help

Last edit was 10 days ag

e

el - $ % .0 00123+ |Lato - w0 B ISA ¢ B SEesvH-Yr o QW Y- I~ A
[Epiacda #3 Racod]:
A 8 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] I . [Episode #3 Edit]
*Subject: Clean Eating o *Subject: Clean Eating Coordinate with
Podcast % Due: 05/31 g 5
Due: 05/29 *Owner: Anu + Daryl Due: 06/02 summer campaign.
*Owner: Anu *Owner: Carlos
[Article #113 Draft] [Article #113 Publish]
*Subject: Running Essen| *Subject: Running Essen|
Blog Posts *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] [Instagram] [Instagram] [Twitter] [LinkedIn]
*Type: Image *Type: Image *Type: Stories *Type: Video *Type: Image
*Subject: Running Essen| *Subject: Protein Bar Tig *Subject: Keto Snacks | *Subject: Athleisure Myt *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
e *Due: 06/06 *Due: 06/08 opportunities.
*Owner: Anu *Owner: Anu
[Facebook] [Twitter] [Facebook] [Facebook]
*Type: Image *Type: Text-only *Type: Video *Type: UGC
[Facebook] *Subject: Weight Gain | *Subject: Clean Eating | *Subject: Running Essen| *Subject: Product Reviey
s o O *Owner: Tony *Owner: Tony *Owner: Tony *Owner: Tony P o g o sk s
+ = June Calendar ~ July Calendar ~ August Calendar ~ Podcast Calendar ~ Master Calendar ~ » Exploce <
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5

I Editorial Calendar

HUbSé:ét Blog Editorial Calendar

Publish Date Due Date Author Topic/Title Content/Details Keyword(s) ‘Target Persona(s) Offer/CTA
12 Revealing Charts to Help You Benchmark  Explain importance of blogging and how to benchmark business blogging, blogging How to Get 100,000
1/1/19 12/29/18 Clifford Chi Your Business Blogging Performance your efforts to guarantee success benchmarks Marketing Mary Readers for Your Blog
1/2/19
1/3/19
Top SEO Tips Straight From the Industry Highlight SEO tips with expert advice while promoting search engine optimization, On-Page SEO
1/4/19 12/30/18 Caroline Forsey  Experts [INFOGRAPHIC] on-page templates SEO Marketing Mary Template
9 Tips for Creating Quick Graphics for Your  Provide tips and tricks to creating graphics without the marketing graphics, social How to Design
1/5/19 12/31/18 Meredith Hart Social Media Posts burden of learning Photoshop media graphics Sales Leader Alex Graphics that Convert
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
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“+ ] Quality content attracts potential customers

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

attract

convert

sell

connect
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g Inbound Marketin &

Inbound marketing is that discipline that seeks to attract
customers, instead of looking for them
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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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Effective
content
strategy

Trust and
authority
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" Accenture content strategy

>
accenture Insights Industries Careers Conosci Accenture O\ FAI LOGIN il -

- Idee che fanno la differenza La forza del cambiamento Unisciti a noi per fare cose straordinarie Storie di successo Essere leader nel cambiamento

Technology Vision 2021 L\

LEADER DEL CAMBIAMENTO

Guidare la trasformazione in un momento di discontinuita
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The article

>
accenture Insights Services Industries Careers About Accenture Q SIGN IN

Who is Responsible for Customer

Explore Our Latest Insights Understanding Customer Experience Experience?

The Future of Customer Experience

What is customer experience?
And why it’s evolving

Typically, when people talk about customer experience (CX) they mean E emesasians x
traditional sales and marketing touch points along the customer journey
(for example, attentive store clerks in attractive stores and simple and

beautiful apps and websites). In the past, when executed well, CX | T \a E«‘ N] ’gl
j P (8N ">

FJORD

investments have yielded good results: customer retention and
acquisition, increased sales and loyalty. : \

But the world has changed. How we interact with brands has evolved
and so too has customer experience. Even before Covid-19, digital was
already impacting how we all live, shop, work and play—and the
pandemic has upended things even more. Many of the consumer
behavioral changes we are seeing today are likely to stay with us fora = - =
long time, possibly forever. Some have been in motion for years. Many :
have now been accelerated. N

Fjord Trends 2021

All of this affects customer experience. 2020 forced the world to re-examine how it lives, works and

plays. Discover the seven trends mapping out the new territory

Right now, we're on the brink of an experience renaissance. CX is not “head

going away, but its value proposition is stalling because many of the
fundamentals of CX are now commonplace and no longer enough for READ MORE —>
differentiation and growth. A mandate of every organization must be to
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All kinds of formats

Do it yourself
innovation

About Accenture

Sweet teams
are made of this

Interaction Liquid
wanderlust infrastructure

Get the essentials

> Insights Services Industries Careers

accenture v

Mapping out Collective

T iome new territory displacement
x

@ . | TRENDS :
® -
:

30 minute read

Full report

20 minute read

Executive
summary

Q SIGN IN

Empathy Rituals lost
challenge and found

5 minute read

Slideshare

5 minute read

Infographic
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Nvideo presentation

>
accenture Insights Services Industries Careers About Accenture Q SIGN IN . -
1\ Horne Mapping out Collective Do it yourself Sweet teams Interaction Liquid Empathy Rituals lost
new territory displacement innovation are made of this wanderlust infrastructure challenge and found

Watch

®
)

Let's map out new
territory

. FULL REPORT
(w)
N s our opportunity to redefine the 0
(in) century. It's up to all of us to forge a EXECUTIVE
@/ SUMMARY
new path which leads to a more equal
@. empathetic society for all. Now is our |
time. Let's embrace this once-in-a-life- e
@, time opportunity.
NV

O

INFOGRAPHIC

Watch on IEBYoulube
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The dedicated webinar

= 3 Youlube" Cerca

+ ERBEARTARS

Fjord Trends Report 2021 with Accenture Interactive - Thomas Mller

401 visualizzazioni - 5 feb 2021 s+ §lo P coNoviDi = SALVA
ArtCenter Professional Education
190 iscritty
Originally aired February 4th, 2021,
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m Q search

> Accenture

Home

About

Posts

\\

Organic post on social media

[
# ¥ =2 @& |
Home My Network Jobs Messaging #
—
{ More
N ——]
Jobs Life People Insights Events Videot
Accenture + Follow ===
> 6,546,333 followers
w.®
The shape of things to come. Our new #FjordTrends explores the forces
redefining 2021—and the future: https://acentu.re/3riFtcd
| .’/-' N
._\ | I‘_;'
¥ SN .
\\
W —
\".
| I—
/
.’n’
—_— : i
.-f/‘
HIS— 7 -
\
/’/ I I \
p I \C
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..And the gating strategy

Stay in the know with our newsletter

Personal Details

@» Subscribe

* First Name

* Job Title
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Packaging
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| Packaging and brand experience

Packaging is a very important touchpoint because it may be the first
physical encounter our customers have with the brand and it may also
be the last one right before they buy or use the product
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Packaging and brand experience

In creating the package we must consider

m The funtional role (mantain goods, explain how it works, and so on)
m The emotional role (depending on brand values and personality)

m The messages (to reinforce the positioning and the brand promise)

m The visual identity and tone of voice (consistent with the Brand
|dentity)
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PRINGLES PRINGLES

50;. EAM TEXAS BBQ

ABSOLUT.
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Dieline Award 2021 World’s Best Packaging

The Absolute Best in Packaging:
Dieline Awards 2021 Winners

Revealed

BEST OF SHOW
Your Way, Way Better

CLIENT: BURGER KING

CREATIVE AGENCY: JONES KNOWLES RITCHIE
| UNITED STATES
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Branded spaces
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| Branded space and environment

Spaces could provide a multisensory experience for the brand

Not only the retail stores, but also the company lobby can carry the
look and feel of the brand.

Y1

o

*"/“1-

.

w Go L)Sle

v
\‘\.,
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Brand experience in stores

NESPRESSO
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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, Twitter, Instagram, etc.
s Comments and evaluations on ecommerce platforms

m Reviews
m Wikipedia
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Consegna a domicilio disponibile

20% di sconto

: 'i'~'.j: TripadVisor nsorimt

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 * €

Recensioni clienti
WWWWIr 44su5 & )
: airbnb

159 valutazioni globali * 4.87 (77 recensioni)
Pulizia — 4.9 Precisione — 5.0
5 stelle 73%
I l Comunicazione — 5,0 Posizione — 4.9
4 Ste“e \_I 90/0 Check-in — 50 Qualita/prezzo — 4.9
3stelle | | 9% .
. a Ol i Albert:
2 Stélle U 50/0 e ma)g;zlzaozo ‘ marjo 2%20
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
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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 24"

Why Word of Mouth Works

1. Trust

J 4D

2. Targeting

Jonah Berger —On Viral Marketing - LinkedIn Learning Brand Management & Media Palanning
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How can we earn favorable
publicity («kEarned Media»)?
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How 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 Q= BUSINESS

The leading provider of duty free & travel retail news

o I
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TE— g (. 2 =_ Back to International Download Article as PDF | View Printversion | Send as Email
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0

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 * —

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 ) 5 s :
each of the three main MSC World Europa will be homeporting in Dubai,

United Arab Emirates from December 2022.

you the chance to sail sustainably, powered by LNG, and hits the waters in December 2022 with a )
public area decks of

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

four-night sailing from Doha to Dubai. Lucy Abbott steps onboard for a first look at the ship.

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 (physical)
- on social media or any 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 are more and more important .,

User-Generated Content Benefits

- Reduces burdens

- Builds a stronger connection

Linked ] Learning
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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.

THEMOST WANTED
OUTERWEAR PIECES
STYLE BY YOU

from cloud like puffer jackets to
transitional blazers.

NIT¥38 ©

N3QIMS©

NIQIMS ©

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
Brand Management & Media Palanning
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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

Brand Management & Media Palanning
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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

Ho appreso tantissime nuove nozioni e capito quanto sia importante la

2

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

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

#formazione nel mio campo.

Ora avanti con la terza stagione!

#socialmediamanager #socialmedia

ATTESTATO N. 10 maggio 2021
Oa 1 commento
d @ - -
Consiglia Commenta Condividi Invia
Reazioni

SOCIAL MEDIA
TRAINING

SI ATTESTA CHE
MIRIAM URBANO

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

Luca La Mesa

£

Qe s

Valentina Zollet - 1°
Co-fondatore presso Seitrenta
o 5giorni e ®

Per offrire servizi qualificati ¢* L4 L4

Congratulazioni!

Valentina De Zolt

Google Ads Search Certification

completato il 29 settembre 2020

etamenta: 53406764 Scadenza: 29 seitembre 202

Google recognizes your mastery of the fundamentals of building and customizing effective Google

Search campaigns
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Project work:
What can we do or share?
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“< 1. Social currency: being «remarkable»
. 4'31"

Linked [} Learning
-

Jonah BergerA—On Viral Marketing - LinkedIn Learning ay. 2024-25



The video: will it blend?
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“ I 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

¢t Volvo Trucks @
" 167.000iscritt

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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Project work:
How can you find something remarkable
in the product you are going to
communicate?
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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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Rl 2 . T r i g g €rs

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.

- Ex. A popular song as the soundtrack
of a commercial

- Abranded gadget

L UMSA
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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)

Brand Management & Media Palanning 87
Stella Romagnoli | LM Marketing & Digital Communication 2024-25



3. emotions

Emotions with a high arousal value (active emotions) are shared (e.g.
anger, excitement, humor and inspiration), the others NO (sadness,
calm, etc.)

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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I Humor is particularly effective in generating virality

When you're so loveable
and charsmatic

by

\ ‘\V/‘/}.w‘

Thatipeople'forget™
you're a drug. dealer -

Stella Romagnoli | LM Marketing & Digital Communication 2024-25 m
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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 there'is é quele

ﬂl'-—'_".'..‘l

Vy,e’V\/ﬁn Lt
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4. Public

Success calls success.

But we have to see what others do

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.).

The lists intrigue and convey the idea that information is fast.
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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 contents, the easier it will that
people will share them
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| To learn more you can download these pdf files

CRAFTING
CONTAGIOUS

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

.................. sessssanns

People  care abour how
they look to others. They
Want o scem  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

Mhbddsssiannitianiiaannns denne

Top-of-mind means np-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 s, 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

SrsmrrassEraasErasanraannrran

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

STORIES

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

the nde.
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After the break
Presentation of the Kapferer's prism project

A
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v+ | Teams that present

1. Starbucks

2. Ferrari
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Branding Foundation - Drew Boyd - Lynda.com

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

The New Marketing - Cheryl and Mark Burgess,
Sage 2020

Rajeev Batra & Kevin Lane Keller - Integrating
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 mareting -
LinkedIn Learning 2020

Stella Romagnoli | LM Marketing &
Digital Communication 2024-25
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