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MARKETING COMMUNICATION

UNIVERSITY OF ROME TOR VERGATA
BUSINESS ADMINISTRATION

What is communication? Why companies communicate?

Ethimology: from latin “cum” and “munire”, to put in common
“To achieve efficay a marketing strategy has to communicate its product/service”
(Lambin, 2004)

Corporate identity tells the world just what the corporate strategy is (Olins, 1989)

(.

What do they
think of us?

Who are we? Identity

AN A

mingione@economia.uniroma2.it 2



mailto:mingione@economia.uniroma2.it

MARKETING COMMUNICATION
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Marketing Communication Process

Sender
(Encodes Message, —> Message —>

Based on Objectives)
A

Message Receiver
Channel (Decodes Message)

Eeedback ‘ Communication ‘
Outcome

mingione@economia.uniroma2.it
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DEVELOPING AND MANAGING AN ADVERTISING

(COMMUNICATION*) PROGRAM (COMM. CAMPAIGN)

It becomes a communication campaign/program if we include all the communication tools

Advertising (AMA)

Any announcement or persuasive message placed in the mass media in paid or donated time or space by
an identified individual, company, or organization.

Campaign Process

f N f N
Determine . Determine
o . Determine the .
specific campaign . campaign
.. media h
objectives effectiveness
\ J \ J
f N f N
Determine the Determine the
target audience message
\ J \ J
f N f N
Determine the Dezgrrnmlgier:he
budget Palg
approach
\ J \ J
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DEVELOPING AND MANAGING AN ADVERTISING
(COMMUNICATION*) PROGRAM
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1. Determine the objectives

Identity To reach
new targets
Perceptions on
Awareness g

Sustainability&ethics

Image Perceptions on
quality
Corporate Local

\
Launch new products

mingione@economia.uniroma2.it 5
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Coca-Cola Happiness Machine.avi
MAC 84 with subtitles.avi
Michael Jackson Pepsi Generation.avi
Video National Geographic.mp4
The Force- Volkswagen Commercial.avi
adidas x Parley – From threat into thread.mp4
Qualité Big Mac.avi
Hyundai - Life is Brilliant - Television Commercial (TVC).avi
25m2 SYRIA.mp4
25m2 SYRIA.mp4
AsicsGEL30.mp4
AsicsGEL30.mp4

DEVELOPING AND MANAGING AN ADVERTISING
(COMMUNICATION*) PROGRAM

2. Determine the target audience

internal

Stakeholders :
Suppliers

Society

Employees
Government

Company

" owners ol

Creditors

Shareholders
Customers

mingione@economia.uniroma2.it 6
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DEVELOPING AND MANAGING AN ADVERTISING
(COMMUNICATION*) PROGRAM

3. Determine the budget

Percentage of

Major Differences
10 erence A. Concave-Downward

Budgeting Respondents Lowest Highest Response Curve
Method Using This Method* Percentages Percentages
Objective and task 64 % Sweden (36%) Canada (87%) §
Argentina (44%)  Singapore (86%) g
Percentage of sales 48 Germany (31%) Brazil (73%) 5
Hong Kong (70%) £
Executive judgment 33 Finland (8%) United States (64 %) P
Germany (8%) Denmark (51%) ——
Braz (46_%.‘) B. S-Shaped Response
Great Britain (46%) Function
Allryou-can-afford 12 Argentina (0%) Sweden (30%)
Israel (0%) Germany (25%) g
Great Britain (24%) 3 22 &F =&
Matched 12 Denmark (0%) Germany (33%) £ %‘E ‘:sfé %g
competitors Israel (0%) Sweden (33%) gl 3 - a
Great Britain (22%)

Range A Range B Range C
Advertising Expenditures

mingione@economia.uniroma2.it
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DEVELOPING AND MANAGING AN ADVERTISING
(COMMUNICATION*) PROGRAM

T T . *It becomes a communication/campaign program if we include all the communication tools

4. Determine the campaign approach

OUTSIDE SERVICES

DECISION MAKING AUTHORITY

How many/which type of agencies? Debate

centralization vs. decentralization

SAATCHI @ PG

ouny jyory 90

. BOSS

2 & pr

L ol g Gillette (5

& e Ry S s m
p & | (T -

alodys Pampers

B EF ) ams® | | e
SAATCHI L e EF

Colgate World of Care

Welcome to the World of Colgate-Palmolive

TBWA\

.
I

1}

3 :
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Power of Dad Oral B.avi
Power of Dad Oral B.avi

DEVELOPING AND MANAGING AN ADVERTISING
(COMMUNICATION*) PROGRAM

UNIVERSITY OF ROME TOR VERGATA
BUSINESS ADMINISTRATION

5. Determine the message:
It must contain the UVP (Unique Value Proposition), the reason why (benefits):
the brand payoff & claim/slogan must mirror both. The visual identity must mirror the
corporate identity

JUSTDO IT.

==adidasisallin

Calbaz

Vool dire fidvcia!

NOKIA

Connecting People

PR st AT

Pay attention if you go globa

A

LINGUISTIC FEATURES SYMBOLIC ELEMENTS

They represent a barrier_for standardized marketing
strateqgies

Parker Pen: “It won't leak in your pocket and embarrass you”
(USA) & "No te embarazara chorreandose en tu bolsillo®
(Mexico).

And pay attention to legal and social issues!
Advertisers must not: make false claims; use false demonstrations;create ads with the capacity to deceive; use bait-and-
switch advertising

L |
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adidas is all in.mp4
adidas is all in.mp4
Nike Unlimited Pursuit.mp4
Nike Unlimited Pursuit.mp4
iPhone — Privacy — Apple.mp4
iPhone — Privacy — Apple.mp4
iPhone — Music — Apple.mp4
iPhone — Music — Apple.mp4

DEVELOPING AND MANAGING AN ADVERTISING
(COMMUNICATION*) PROGRAM

6. Determine the media strategy (Above the Line)
*Careful! Include also the
/ \ other communication

tools!

OutOfHome Radio

mingione@economia.uniroma2.it 10
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DEVELOPING AND MANAGING AN ADVERTISING

(COMMUNICATION*) PROGRAM

Actual & future
Distribution (update in the

next slide!)

2013

Country

CAGR: 4.4%

# Television - excluding
anling and mobile

wDigital adverising

wHNewspaper - print

uRadio

= Consumer magazinas -
print

= Out-of-home

= Other

------------ » up from 21% last year

Determine the media strategy

Product influences

Cigarette and Tobacco Products

Alcoholic Beverages

Pharmaceutical Products

United Kingdom

Ireland

Denmark

Portugal

Banned in broadcast; approval
required for showing brands of
tobacco companies in any
sponsored events

Banned for all cigarette and tobacco

products in all forms of advertising,
including any sponsorship of events

Banned in all forms of advertising

Banned in all forms of advertising,
except in automobile sports events
with international prestige

Banned in broadcast during or
adjacent to children’s programs
Broadcast permitted in non—
children’s program airtime, with
many regulations

Broadcast targeting adults is
allowed with many rules

Permitted for beverages with
alcohol content of less than 2.8%

Strict conditions apply

Banned in TV and radio broadcast
between 7 am. and 10:30 P.M.
Banned in sponsoring events in
which minors participate

Advertisements for prescription
drugs prohibited

Restrictions apply; e.g., no
promotion by celebrities allowed

Advertisements for prescription
drugs prohibited

Strict guideline applies to non-
prescription drugs

Banned in TV broadcast for both
prescription-only and nonprescrip-
tion medicines

Radio broadcast is permitted with
strict guidelines

Advertisements for prescription
drugs prohibited

Strict guideline applies to non-
prescription drugs

Global media

wmwd( share

facebook
< il

Linked [

Google E

NUMEHO DA COLLEZIONE

NATIONAL
GEO

PHIC

ITALIA

o SPE
> FOT[]GHAFIA

i's

Audience characteristics

The Cat. GGG

11



mailto:mingione@economia.uniroma2.it

DEVELOPING AND MANAGING AN ADVERTISING
(COMMUNICATION*) PROGRAM
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Historical data Forecast data CAGR %
Category 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2016-21
Books [ ) 2229 2132 2077 2082 2085 2076 2062 2041 2015 1991
y-0-y growth -44%  -26%  02%  02% -04% -07% -10% -13% -12%  -09%
‘Business-to-business O 3008 2870 2,800 2,782 2795 2823 2852 2880 2911 2945
y-0-y growth -46%  -25%  -06%  05%  10%  10% 10% 11%  12% 1.1%
Cinema O 671 675 625 687 713 706 719 736 757 781
y-0-y growth © 06% -75% 101%  37% -1.0%  1.8% = 24%  28%  32% 1.8%
Internet O 8874 9556 10212 10961 11,757 12,610 13456 14,314 15203 16112
y-0-y growth . 77%  69%  73% 73% 73% 67% 64% 62% 60%  65%
Magazines ‘ 2456 2190 2064 1974 1952 1921 1897 1876 1855 1837
y-0-y growth -10.8%  -58%  -44%  -1.1% -16% -12% -1.1% -1.1% -1.0%  -12%
Music O 773 778 801 881 902 943 984 1022 1058 1088
y-0-y growth © 06%  30% 100%  23%  45%  44%  39%  35% 29%  38%
Newspapers . 2208 2054 1978 1912 182 185 180 1782 1770 1764
y-0-y growth -70% -37% -33% -26% -20% -14% -10% -07% -03% -1.1%
Out-of-home @) 180 170 165 181 176 170 175 178 182 187
y-0-y growth ' 53% -28%  96% -26% -36% 28%  19%  22%  3.0% 12%
Radio O 493 458 451 480 489 493 504 513 519 527
y-0-y growth  71%  -15%  64%  20% 07% 23% 18% 12%  16%  15%
vV O 8400 8066 7951 8068 8602 8787 9,064 9277 9527 9706
y-0-y growth -40%  -14%  15%  66%  21%  32%  23% 27%  19% 2.4%
Video games O 726 819 970 1143 1329 1541 1770 2000 2235 2345
y-0-y growth 12.8%  185% 17.8% 16.4% 159% 149% 13.0% 11.7%  49%  12.0%
VR @) 0 0 0 0 18 114 219 233 265 285
y-0-y growth - i - - 5460% 928%  6.4% 136%  76%  745%
E-sports (@) 0 0 1 1 1 2 2 3 4 5
y-0-y growth - 1739% 653% 364% 453% 416% 347% 307% 252%  353%
Total 28,803 28,604 28,949 29982 31,476 32,764 34,212 35513 36,904 38,126

y-0-y growth 7 0.7% 12%  3.6% 5.0% 41%  44%  38% 39%  3.3% 3.9%
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DEVELOPING AND MANAGING AN ADVERTISING

(COMMUNICATION*) PROGRAM

Determine the media strategy

™

~

/'d', © Provide detailed product informati
2. © Newspapers popular for local ads
a @ In steady decline
g ® Can be fairly passive

® Poor reproduction quality
/ KZ @ Short shelf life

g © Vividly demonstrates product attributes
' © Persuasively explains consumer benefits
S © Portrays_ usage imagery/brand personality
©  ® Easy to ignore or forget ads
k l‘_’ @ Product/brand can be overlooked [}
© Flexibility
(=) : : :
= © Ads are relatively inexpensive
@ © Can be schedule to air quickly
& © Effective when run in morning

~

on

4 A

© High conversion rate
= © It is relatively inexpensive
8@ Product/brand can be over-
looked

mingione@economia.uniroma2.it
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DEVELOPING AND MANAGING AN ADVERTISING
(COMMUNICATION*) PROGRAM

Determing the media strategy:
Media (time and location! But also budgeting..) planning

Attivita Web MKTG / Timing

03/05/12 04/05/12 05/05/12 06/05/12 07/05/12

Coordinamento

Interno
Esterno

X
X

X
X

X
X

5ito Web CCSM

Interventi SEQ

Workflow Redazione Contenuti
Interventi Google Analytics
Monitoraggio

Report

X

X

X

5ito Web CCS

Interventi SEO

Worlkflow Redazione Contenuti
Interventi Google Analytics
Monitoraggio

Report

Invio prima newletter
Invio seconda newletter
Invio terza newsletter
Monitoraggio

Report

Editing e pubblicazione contenuti
Moderazione dibattito (risposta a mes
Contest Living Seminar
Contest Come vedi CCSM
Contest esterno Cinema
Monitoraggio

Report

X X X X

e

X

Twitter

Pubblicazione contenuti
Diffusione profilo
Contest Living Seminar
Contest Come vedi CCSM
Contest esterno Cinema
Monitoraggio

Report

Attivita 1
Attivita 2
Attivita 3
Monitoraggio
Report

Media Planning ATL / Timing

03/05/12 04/05/12 05/05/12 06/05/12 07/05/12 08/

Stampa

Affissioni

mingione@economia.uniroma2.it
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DEVELOPING AND MANAGING AN ADVERTISING
(COMMUNICATION*) PROGRAM

Concentrated

Continuous

Intermittent

Advertising timing patterns

Level Rising Falling Alternating
(1) (2) (3) (4)
(5) (6) (7) (8)

9

el

(10)

IEEEN

. cccee

(11)

=nil

1 1y

(12)

= [Month =——&

Number of
Messages
per Month

4

mingione@economia.uniroma2.it
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DEVELOPING AND MANAGING AN ADVERTISING
(COMMUNICATION*) PROGRAM

7. Evaluating advertising effectiveness

Share of
expenditures

Share of
market

mingione@economia.uniromaz2.it
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DEVELOPING AND MANAGING AN ADVERTISING
(COMMUNICATION*) PROGRAM

T T . *It becomes a communication/campaign program if we include all the communication tools

Objectives, target, message and media should be coherent
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OTHER COMMUNICATION TOOLS: PERSONAL SELLING

UNIVERSITY OF ROME TOR VERGATA
BUSINESS ADMINISTRATION

Personal selling

Personal selling involves a direct relationship between the seller and the buyer.

Know the sales scene

Guidelines

for a successful
marketer-intermediary
Interaction
(internationalized Learn from your local representatives

company)

Research the customer

— Work with the culture

18
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OTHER COMMUNICATION TOOLS: DIRECT MARKETING

UNIVERSITY OF ROME TOR VERGATA
BUSINESS ADMINISTRATION

Direct marketing Increase of presence

anq easy c_ommunication
OLD MEDIA NEW MEDIA of information

24-hours source of
Information and multiple
interactions

Direct mail

Improve customer service

ADVANTAGES

Source of customer insights

Allow sales (e-comm)

ARKADAS PAKETI 2

¥ |Name = | Job Title Work Phone
Photo Country Company Address

(208)831 0024
100 Forest Ave

90210

Shay
e wiler @it-shape .com
f Lucas Davidson Marketer (401)523 4430
"5 A United Kingdom { GB /GBR )  Link Master, Inc. 100 Main S5t
}{ Los Angeles |.davi inc.com 90001

’ Social networking service

Telemarketing

. . _
= Pay attention to permission marketing!

NG %

I . . . 19
mingione@economia.uniroma?.it
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OTHER COMMUNICATION TOOLS: SALES PROMOTION

UNIVERSITY OF ROME TOR VERGATA
BUSINESS ADMINISTRATION

Sales promotion

A collection of incentive tools, mostly short term, designed to stimulate quicker or greater
purchase of particular products or services by consumers or the trade (establishing objectives,
selecting tools} developing, implementing and evaluating the program).

Coupon Sampling Cent-off packs

SAVE 50¢
[
L,js STRIDE
on any ONE (1) single pack of
E‘? STRIDE Gum (14 Piece Pack)

:$6.98 Breakfast Meal Dea

1 Two Egg McMuffin® or Sausage

¥ mcMutfin® with egg sandwiches, two

¥ hash browns, and two small Premium
i

Contest

s““m 70

A\
@

Selfie Showdown

Don't be selfish. Share your selfies with the world.
Show us your favorite, creative, or unusual selfie!

I . . . 20
mingione@economia.uniroma?.it
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@ OTHER COMMUNICATION TOOLS: SALES PROMOTION

UNIVERSITY OF ROME TOR VERGATA
BUSINI ADMINI ATION

Sales promotion: developing the program

Incentive
size

Total sales
promotion
budget

Distribution
vehicle

Implementing and evaluating the program: Lead time; Sell-in time; Sales/scanner
data; Consumer surveys; Experiments

21
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OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

UNIVERSITY OF ROME TOR VERGATA
BUSINESS ADMINISTRATION

Public Relations

That form of communication management that seeks to make use of publicity and other nonpaid
forms of promotion and information to influence the feelings, opinions, or beliefs about the
company, its products or services, or about the value of the product or service or the activities of
the organization to buyers, prospects, or other stakeholders

(American Marketing Association)

|
I
MAPPING STAKEHOLDERS E ‘Blockers’ ‘Advocates’
i Keep Satisfied Manage Closely
i
[ |
e S :
Finance Qustomers w?v:‘:;'rs § 4:
I
Operational i
Partners : 1 oae
o / g : “Critics’ ‘Supporters’
— Stakeholders ——— : Monitor Keep Informed
Press and / . \ Trad :
media / / \ e unions |
i
. —- low
Other 1 >
: Development becccccccccccccccccclcccccccccccccccccaa !
Ministers Suppliers | H:zg:d s
con pro
position

L |
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OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

UNIVERSITY OF ROME TOR VERGATA
BUSINESS ADMINISTRATION

Press Relations (and publicity)

ANALYSIS STRATEGY TOOLS
- Database: media, journalists - Selection of primary - Relationships
- Segmentation targets - Website

PRESS RELEASE - Message - Press realease
Date/Timing ‘ - Conference press
Rel Dat .
- "\: i - Press review

TI'IG — 53 TOP WEBSITE TIPS _
Location =e——————fp- Sycnay, Msuﬁfz ________

TIBTTALY i oy (b fivg s 504 et S EHINE 4 sl oo
VTUE e AR e

Paragraph 1/Intro /

Where, Why, When

About/Bio \(
Contact Details \

# buildawebsitetonight.com

I . . . 23
mingione@economia.uniroma?.it
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OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

UNIVERSITY OF ROME TOR VERGATA
BUSINESS ADMINISTRATION

PR at Mastercard

Press event to announce the campaign Distribution of local press release - Blogger activation in Bulgaria, Hungary,
in Czech Republic, Serbia, Slovenia more than 100 articles Romania, Poland, Slovenia

Collaboration with
Knihy Dobrovsky in
Czech Republic

Violeta Markovska
3% f 7
/ /d IL'7?N actress and Milena .

meg-t&greet with a.for‘no'us B éLn"rLT-Q‘:; Vitanova, lifestyle ™ - > ‘
children’s author Ljubivoje o I S M) AR B T PO 2 blog in Bulgaria wmn.hu in Hungary What Anna Wears, a
Rsumovic at Delfi R & I Salkowcu bOI’bI PTOthgladl : leading lifestyle blog in
mppu e Yo R Poland
SEN I IO T . oian
\lummum‘ryn

e s

bookstore in Serbia

Nord merhctingana thes MictarCard Kupejta iy,

[ = AT 6t sticks Show

Bjabb magyszabisa kampiny a2 hezés dien 3
Masterards

Collaboration with
Mladinska Knjigain

Cristian China Birta &
Dana Dragomirescu

g S5y
Slovenia Mastercard rols out CEE ¢ from Romania Andreja S
Food Program ‘ World in
R R Slovenia
e —
% : S
el | Salkovi¢ in
o= Croatia
32

.‘f ) mastercard

L4
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OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

Vitoria Ginja, representante PNUD; Marcela
Carrasco de Mastercard; y Liliana Vasquez,
de Bancolombia.

BANCOLOMBIA'Y MASTERCARD,
POR LOS NINOS DE LA GUAJIRA

La idea es que por cada transaccién sin
contacto, realizada con las tarjetas
Mastercard y Maestro de Bancolombia,
se done una comida.

Portafolio / Sep 1

PR at Mastercard

Empresas anuncian alianza
a[)ara apoyar programa de
entacion en La Guajira_

= mpmmw por apoyar la labor ded
Mundial de Alimentos de las
.‘nsmgLndulPMA).qulmem

en su meta de climinar la malnatrcan 3

al 2030 y transformar las condiciones

Bao
¥ por medio de la alianza con ol PMA,
s busca que a de este afio s

avanzar
tacin de imciativas gue mp(m nno-
vacion, para alcanzar mayores niveles
de nclusan v promocion
afirmo Marcels Carrasco, pressdente de
para Colombn y Eaadet.

Asi mismo, o Mundsal de
Alsmentos desarrolla un :m‘ :ayuno
con entidades del Gobierno naconal

Tocal, atras agencus de las Nacxnes e
d&muxmkhudﬂkmh

canel p

entreguen aproximadamente | mullon
de comaudas nutritivas a lox mifos de La
Guajira.

Colombia e ¢l primer pats de Amersca
Latina en magurar Pricekess Causes y,
gracias o apoyo de Iu redes locales )
comercios alados, el

x-dlwxn&um_\dmml
el riesgo de insegunidad alimentara y
mericsonal en el pais. Solo en 2006 ¢l Proe
Erama asista 2 cerca de 260.000 personas
en Calombu, en su mavoria victmas de
I violenc, afectados par emergencias y

cada transacoion sn cnuxh, nahndn
con las tarjetas Mastercard y Maestro de
Bancolombes, sz done una comnida 2 los
mifos de esta region,

La asocmacion que se eomarca en o
concepto de valor compartido, el cual
mdaﬁ-mnrulu:hmhq»

“Laest del PMA una
ramsiron de 1 assence humaniara
# provectos de deswrollo 2 largo plazo,
en los gue podemos.

w pura ¢l fortalecimiento de los
medios de vada, el scceso 3 almentos
¥ la construccion de resiliencia en la

dund\n-whnhumdmmﬁ:
como la

poblacion de doce departas
mentos del pnu. cen elwcul ¢nlun en

con un bip yay
a la ninez de

La Gugjira

priceless’ cause

LT
OF =
[ oo

e aee o mwe sepibrsard on o

aedor v 1 torwen
bene st Kona

H ", afirmo 1a

e ol
nu\uluaﬁla
“Compartimos con millones de colome
bianos ¥ con nuestros miles de clientes of
proposito de crever de forma sostenible
¥ de creer en una region que trabag parn
construsr o futwro que sucfia Asi, trae
bagamos en =l desarvolio de mercados en
las paises donde tenemos presencia para

ddNAm(‘MlngnnhMm

Gracms a la tecoologia sin contacto,
La cusd permate realizar transacciones de
forma rapsda, facil v segura, s promues
ven las vertages de este sistemu de pagos.
con un fin socal

“Hoy queremos haceries 1 lamado
2 nuestros clientes pora que nos syuden
a cumghz la meta de Hevar apravemas

MutrTIva. noolbmbe
dal Programa Mundial de Akmentos de fas Nacianes Unicaz (PMAL

mente | millon de comidas nutritivas a hq-wp'sﬂuuugunwmuh!

Tos mifios de La Guagra.
Con solo pagar con su targeta debao  Tane Vasquez, vicepresidente de Medsos.

sin contacto podean aportas a esta gran  de Pago de Bancolambia, quien

cousa. Por eso ponemos esta tecnologia

af servicio de la alianza, pues tenemos  lengan, e scerquen a cuslquier sucirsal

2.800.000 tarjetas de pago sin contacto, v la saliciten,

El Informador Santa Marta / Sep 1

ONU trabajara para
frenar desnutricién infantil en
La Guajira

Autor: EFE
31agosto de 2017 - 08:00 PM

Elgrograma de 13 ONU. el Gobierno en aisnza can el sector bascario busca evas un millon
deraciones comidas a la poblacion infantil del Departamento en los proximes tres meses

O Cortesia

Un nuevo programa piblico-privadobusca levar un racion de comidas en los proximos
tres meses 2 los nifios de Iz Guajira

£l Programa Mundial de Alimentos de las Naciones Unidas (PMA), en alianza con Mastercard
y trabajard para i infantil en el departamento
dela Guajira este jueves los dela iniciativa

La alianza tiene como propdsito apoyar al Gobierno colombiano en su meta de eliminar la
desnutricién en 2030 bajo 1a plataforma “Priceless Causes”. indicaron los promotores en un
comunicado

1a iniciativa busca que para noviembre de este afio se entreguen aproximadamente un
millén de raciones de comida nutritiva a los nifios de La Guajira.

El Mundo / Aug 31

mingione@economia.uniromaz2.it
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OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

UNIVERSITY OF ROME TOR VERGATA
BUSINESS ADMINISTRATION

Sponsorship

Communication activity where a company obtain, after a payment, that its brand can
be promoted by a famous person or by an avent. In this way, brands associate their
image to the person’s or event’s characteristics.

SPORT RELATED CULTURAL RELATED CAUSE-RELATED

,SE'}_‘-} GRUPPO BNP PARIBAS
i

CHAMPIONS
LEAGUE,

et -
o -~ Ersh | DEL - IBNL A WORLD BEYOND CASH
GLQ . o ——

Proud Sponsor of the UEFA Champions League

wfp.org
A WORLD BEYOND HUNGER

I

LI

i
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OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

UNIVERSITY OF ROME TOR VERGATA
BUSINESS ADMINISTRATION

Events

A successful event is a complex system that can create
Brand Engagement and increase Reputation

Objectives

To create experiences and evoke feelings

To create/reinforce key brand image associations

To launch new products

To express commitment to the community or on social issues
To entertain key clients or reward employees

O O O O O O

To permit merchandising/promotional opportunities

27
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OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

UNIVERSITY OF ROME TOR VERGATA
BUSINESS ADMINISTRATION

Events

Characteristics

It has to be technically qualified 0 I . M . O

—

It has to engage emotionally s @ © @
It has to be technologically advanced
HIGH-TECH - i
m It needs participants Welcome Bambinal

It can rely on the principles of the brand experience (sensory marketing)

1
2
3

HIGH-TOUCH | +
5
6 It should be unforgettable and trigger WOM
7

It should be citable (PR!)
it has to be highgly
integrated with the other
marketing tools!

28
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OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

Events (actors)

—_

THE COMPANY
ORGANIZATIONAL EGENCIES
SPONSORS AND PARTNERS
TECHNICAL PARTNERS
COMMERCIAL PARTNERS
MEDIA and/o MEDIA PARTNERS
SUPPLIERS

GOVERNMENT

LOCAL GOVERNMENT
OTHER STAKEHOLDERS
PARTECIPATING CONSUMERS
INFLUENCERS (WEB)

—  “NETWORK”

O 0O O O O O o o o0 O o O

I . . . 29
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OTHER COMMUNICATION TOOLS: PRODUCT PLACEMENT
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BUSINESS ADMINISTRATION

Product Placement

30
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OTHER COMMUNICATION TOOLS:
UNCONVENTIONAL MARKETING
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BUSINESS ADMINISTRATION

Ambient Marketing

‘Smart Ideds
for SmcxrterCities

Un'immagine dell’'originale atti
ambient marketing realizzata da Ei
Terribles per Chind Sanpells

I . . . 31
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OTHER COMMUNICATION TOOLS:
UNCONVENTIONAL MARKETING

UNIVERSITY OF ROME TOR VERGATA
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Guerrilla Marketing

(

STOPS EVERYONE
ON THE STREET

Tho Challongs

o Bang wir!

lyirg 20 D dir
1y Lod anymare. Thay

I . . . 32
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OTHER COMMUNICATION TOOLS:
UNCONVENTIONAL MARKETING

UNIVERSITY OF ROME TOR VERGATA
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Stickering

L . . . 33
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OTHER COMMUNICATION TOOLS:
UNCONVENTIONAL MARKETING
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DEVELOPING AND MANAGING INTEGRATED
COMMUNICATION

UNIVERSITY OF ROME TOR VERGATA
BUSINESS ADMINISTRATION

Common Communication Platforms

:EAN Cxamples of the Eight Common Communication Platforms
Advertising Sales Promotion Eventsand Public Relations Online and Mobile Directand Personal
Experiences and Publicity  Social Media ~ Marketing Database  Selling
Marketing Marketing

Print and Contests, games,  Sports Press kits Web sites Text messages  Catalogs Sales

broadcast ads ~ sweepstakes, presentations
lotteries

Packaging-  Premiums and Entertainment  Speeches E-mail Online marketing  Mailings Sales

outer ifts meetings

Packaging  Sampling Festivals Seminars Search ads Social media ~ Telemarketing Incentive

inserts marketing programs

Cinema Farsandtrade ~ Arts Annual reports  Display ads Electronic ~ Samples
shows shopping

mingione@economia.uniromaz2.it 35
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MARKETING MANAGEMENT

Thank you for your kind attention!

(Hove B Nice Day!)
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