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MARKETING COMMUNICATION
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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)

IdentityWho are we?
What do they
think of us?

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

mailto:mingione@economia.uniroma2.it


3

MARKETING COMMUNICATION
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Marketing Communication Process
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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Campaign Process

Determine
specific campaign

objectives

Determine the 
target audience

Determine the 
budget

Determine the 
campaign
approach

Determine the 
message

Determine the 
media

Determine
campaign

effectiveness

DEVELOPING AND MANAGING AN ADVERTISING 

(COMMUNICATION*) PROGRAM (COMM. CAMPAIGN)
*It becomes a communication campaign/program if we include all the communication tools

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

Advertising (AMA)
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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1. Determine the objectives

Identity

Awareness

Image 

Corporate

Launch new products

Perceptions on 
quality

Local

DEVELOPING AND MANAGING AN ADVERTISING 

(COMMUNICATION*) PROGRAM

Perceptions on
Sustainability&ethics

To reach
new targets
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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
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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2. Determine the target audience

DEVELOPING AND MANAGING AN ADVERTISING 

(COMMUNICATION*) PROGRAM
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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3. Determine the budget

DEVELOPING AND MANAGING AN ADVERTISING 

(COMMUNICATION*) PROGRAM
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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4. Determine the campaign approach

OUTSIDE SERVICES

How many/which type of agencies? 

DECISION MAKING AUTHORITY

Debate
centralization vs. decentralization

DEVELOPING AND MANAGING AN ADVERTISING 

(COMMUNICATION*) PROGRAM
*It becomes a communication/campaign program if we include all the communication tools
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Power of Dad Oral B.avi
Power of Dad Oral B.avi
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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Pay attention if you go global

LINGUISTIC FEATURES

They represent a barrier for standardized marketing 

strategies

Parker Pen: “It won't leak in your pocket and embarrass you” 

(USA) & "No te embarazará chorreándose en tu bolsillo“ 

(Mexico).

SYMBOLIC ELEMENTS

Advertisers must not: make false claims; use false demonstrations;create ads with the capacity to deceive; use bait-and-

switch advertising

And pay attention to legal and social issues!

DEVELOPING AND MANAGING AN ADVERTISING 

(COMMUNICATION*) PROGRAM

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

mailto:mingione@economia.uniroma2.it
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
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM

**chapter #21

6. Determine the media strategy (Above the Line)

Television

Newspaper

RadioOutOfHome

Digital**

*Careful! Include also the 

other communication 

tools!

DEVELOPING AND MANAGING AN ADVERTISING 

(COMMUNICATION*) PROGRAM
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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Determine the media strategy

Actual & future 
Distribution (update in the 

next slide!)

Product influences
Audience characteristics

Global media

DEVELOPING AND MANAGING AN ADVERTISING 

(COMMUNICATION*) PROGRAM
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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Entertainment and media spending by segment 

(2012-2021)

DEVELOPING AND MANAGING AN ADVERTISING 

(COMMUNICATION*) PROGRAM
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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Determine the media strategy

 Vividly demonstrates product attributes

 Persuasively explains consumer benefits

 Portrays usage imagery/brand personality

 Easy to ignore or forget ads

 Product/brand can be overlooked

 Provide detailed product information

 Newspapers popular for local ads

 In steady decline

 Can be fairly passive

 Poor reproduction quality

 Short shelf lifeT
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 Flexibility 

 Ads are relatively inexpensive

 Can be schedule to air quickly

 Effective when run in morningR
a

d
i
o

 High conversion rate

 It is relatively inexpensive

 Product/brand can be over-

looked

O
O

H

DEVELOPING AND MANAGING AN ADVERTISING 

(COMMUNICATION*) PROGRAM
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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Determing the media strategy:

Media (time and location! But also budgeting..) planning

DEVELOPING AND MANAGING AN ADVERTISING 

(COMMUNICATION*) PROGRAM
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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Advertising timing patterns

DEVELOPING AND MANAGING AN ADVERTISING 

(COMMUNICATION*) PROGRAM
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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7. Evaluating advertising effectiveness

DEVELOPING AND MANAGING AN ADVERTISING 

(COMMUNICATION*) PROGRAM
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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Objectives, target, message and media should be coherent 

DEVELOPING AND MANAGING AN ADVERTISING 

(COMMUNICATION*) PROGRAM
*It becomes a communication/campaign program if we include all the communication tools
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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OTHER COMMUNICATION TOOLS: PERSONAL SELLING

Personal selling

Guidelines 

for a successful 

marketer-intermediary 

Interaction 

(internationalized 

company)

Know the sales scene

Learn from your local representatives

Work with the culture

Research the customer

Personal selling involves a direct relationship between the seller and the buyer. 
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OTHER COMMUNICATION TOOLS: DIRECT MARKETING
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OLD MEDIA NEW MEDIA

A
D

V
A

N
T
A

G
E

S

Database marketing

Social networking service

Telemarketing

Catalogues

Direct mail

Increase of presence 

and easy communication 

of information

Source of customer insights

Improve customer service

24-hours source of

Information and multiple

interactions

Allow sales (e-comm)

Direct marketing

Pay attention to permission marketing!

mailto:mingione@economia.uniroma2.it
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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Sales promotion

OTHER COMMUNICATION TOOLS: SALES PROMOTION

Coupon Sampling

Demonstration

Cent-off packs

Contest

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).*

*

mailto:mingione@economia.uniroma2.it
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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Sales promotion: developing the program

OTHER COMMUNICATION TOOLS: SALES PROMOTION

Incentive 
size

Conditions

Duration

Distribution 
vehicle

Timing

Total sales 
promotion 

budget

Implementing and evaluating the program: Lead time; Sell-in time; Sales/scanner 

data; Consumer surveys; Experiments

mailto:mingione@economia.uniroma2.it
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

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)

MAPPING STAKEHOLDERS

Public Relations

mailto:mingione@economia.uniroma2.it
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

Press Relations (and publicity)

- Database: media, journalists

- Segmentation

ANALYSIS STRATEGY TOOLS

- Selection of primary 

targets

- Message

- Relationships

- Website

- Press realease

- Conference press

- Press review

- ……..

mailto:mingione@economia.uniroma2.it
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

PR at Mastercard
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

PR at Mastercard
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

Sponsorship

SPORT RELATED CULTURAL RELATED CAUSE-RELATED

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.

!

mailto:mingione@economia.uniroma2.it
MasterCard - UEFA Champions League Sponsorship by McCann London.mp4
MasterCard - UEFA Champions League Sponsorship by McCann London.mp4
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

Events

Objectives

o To create experiences and evoke feelings

o To create/reinforce key brand image associations

o To launch new products

o To express commitment to the community or on social issues

o To entertain key clients or reward employees

o To permit merchandising/promotional opportunities

A successful event is a complex system that can create

Brand Engagement and increase Reputation

mailto:mingione@economia.uniroma2.it


28

DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

Events 

Characteristics

1. It has to be technically qualified

2. It has to engage emotionally

3. It has to be technologically advanced

4. It needs participants

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

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!

Welcome Bambina!
HIGH-TECH

HIGH-TOUCH

mailto:mingione@economia.uniroma2.it
WELCOME 500 New FIAT 500 Launch.mp4
WELCOME 500 New FIAT 500 Launch.mp4
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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OTHER COMMUNICATION TOOLS: PUBLIC RELATIONS (PR)

Events (actors)

o THE COMPANY  
o ORGANIZATIONAL EGENCIES
o SPONSORS AND PARTNERS 
o TECHNICAL PARTNERS 
o COMMERCIAL PARTNERS 
o MEDIA and/o MEDIA PARTNERS
o SUPPLIERS
o GOVERNMENT
o LOCAL GOVERNMENT
o OTHER STAKEHOLDERS
o PARTECIPATING CONSUMERS
o INFLUENCERS (WEB)

“ NETWORK ”
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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OTHER COMMUNICATION TOOLS: PRODUCT PLACEMENT

Product Placement
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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OTHER COMMUNICATION TOOLS: 

UNCONVENTIONAL MARKETING

Ambient Marketing
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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OTHER COMMUNICATION TOOLS: 

UNCONVENTIONAL MARKETING

Guerrilla Marketing
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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OTHER COMMUNICATION TOOLS: 

UNCONVENTIONAL MARKETING

Stickering
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DEVELOPING AND MANAGING AN ADVERTISING PROGRAM
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OTHER COMMUNICATION TOOLS: 

UNCONVENTIONAL MARKETING

Flash Mobs
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DEVELOPING AND MANAGING INTEGRATED 

COMMUNICATION
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Common Communication Platforms
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Thank you for your kind attention!
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