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Introduzione
Il libro prosegue l’esperienza ormai consolidata e di successo di social learning, avviato nel 2014 e sperimentato nell’ambito dei corsi di “Brand and Product Management” della Laurea Magistrale in Marketing e di “Advanced Marketing Management” della Laurea in Management della Luiss “Guido Carli”, e i cui risultati sono stati pubblicati nel blog “LUISS Future Marketing Leaders” nel periodo Ottobre 2017-Febbraio 2018.
Gli obiettivi iniziali del progetto “Constructionist Marketing - Il Brand e la comunicazione dal punto di vista dei Future Marketing Leaders”, avviato nel 2014, e che riportiamo di seguito, erano ambiziosi e tra loro complementari:
• allenare la futura generazione di “marketing leaders” a sviluppare un proprio punto di vista sul marketing management, potenziandone se possibile incisività e originalità, ma al contempo rigore e capacità di analisi. A partire da temi “spigolosi” e controversi ovvero suscettibili di importanti approfondimenti rispetto allo standard con cui per economia di comunicazione erano in genere trattati dai media;
• valorizzare le opportunità offerte dalle nuove tecnologie, sperimentando vantaggi e svantaggi nell’utilizzo di mezzi di comunicazione ad alta interattività e socialità a fini di apprendimento. Insomma quegli stessi mezzi che saranno parte integrante del loro lavoro futuro da Marketing Manager e la cui natura è intrinsecamente aperta a interpretazioni autonome e indipendenti ma rilevanti solo se condivise;
• stimolare l’apprendimento esperienziale e l’engagement, attraverso l’analisi di eventi e fenomeni in orizzontale (peer-to-peer) più che attraverso una convenzionale trasmissione “verticale”, educando pure alla “uberizzazione” dei processi, intesa non solo come eliminazione o drastica riduzione del ruolo di intermediari e coordinatori degli attori ma anche come capacità di dividere e condividere il proprio tempo, giocando ruoli multipli e multi-obiettivo.
Il risultato incluso in questa seconda edizione, segue il modello di successo già sperimentato nella prima edizione, ovvero una raccolta di contributi che sono ben più di semplici post ma di certo meno di veri e propri articoli; che trattano argomenti diversi e in parte anche eterogenei; scelti proprio a partire dall’interesse degli studenti verso iniziative di brand management e comunicazione.
Iniziative nuove o comunque contemporanee qualificate da elementi e dinamiche che incidono sulla performance di breve e sulla salute di lungo periodo del brand.
Anche in questo caso, i contributi sono degli studenti, frutto del loro processo di apprendimento, individuale e condiviso con colleghi, docenti e guest speaker intervenuti durante il corso delle lezioni, fornendo ciascuno un contributo distintivo all’incremento e alla diffusione del patrimonio di conoscenze su brand e comunicazione.
Gli studenti hanno, ciascuno con il proprio approccio, saputo integrare i modelli tipici di un futuro Manager di Marketing, con gli strumenti ormai imprescindibili forniti dalle tecnologie digitali che hanno reso la costruzione individuale e la condivisione sociale della conoscenza una realtà imprescindibile.
Ciascun contributo è un tassello aggiuntivo al bagaglio culturale di casi di successo (o di insuccesso) che fanno parte del processo “costruttivo” dei nuovi manager. Come nella prima edizione, i temi trattati, a scopo prettamente divulgativo, prendono spunto dalla contemporaneità e il dibattito si svolge con idee, immagini e video.
Marco Francesco Mazzù,
Professor of Practice, Marketing & Digital,
Luiss Guido Carli & Luiss Business School
Michele Costabile,
Professore Ordinario di Marketing,
Direttore del Corso di Laurea Magistrale in Marketing
Premessa ai contributi della seconda edizione
Come scriveva il filosofo greco Eraclito, Pànta rhei. Tutto scorre, tutto è in divenire, tutto è un costante cambiamento, un inesorabile e inarrestabile progresso. Su questo assioma si basa la figura del Marketing Leader: la dinamicità della realtà. E, a partire da questo, nasce ciò che è l’imperativo dello stesso Marketing Leader: la resilienza. Ovvero la capacità di sapersi integrare immediatamente nel tempo che vive, evolvere insieme alle novità che si presentano anche dal punto di vista tecnologico, diventare elemento integrante e dinamico del cambiamento, così da poterlo anticipare. Questo deve essere obiettivo e “credo” del Marketing Leader. Ed è l’arma più potente di cui dispone per la quotidiana battaglia che si svolge nella mente e nel cuore dei consumatori, che preclude ad un ruolo da protagonisti sul palcoscenico del divenire.
Ci si interroga quindi sulle tecniche, sulle strategie e si scava a fondo per vederne prima le cause e poi gli effetti, comprendendone il percorso. Di conseguenza, la raccolta è organizzata in maniera analoga a quanto sviluppato nel Blog “LUISS Future Marketing Leaders”, che raccoglie i casi rappresentativi di marketing visti con l’occhio critico degli studenti frequentanti i corsi di laurea magistrale di Marketing e Management dell’Università Luiss Guido Carli e da cui hanno origine gli articoli, organizzati in cinque sezioni:
• LINKIesta: il mondo del marketing è circondato da fatti, scandali, notizie che spesso meritano una spiegazione. Gli articoli in questa sezione hanno quindi l’obiettivo di indagare, scavare per ricercare quelli che sono i principi che legano specifiche azioni, sia dal lato dell’azienda/brand quanto dal lato dei consumatori. Come cambia il loro rapporto, cosa accade alla loyalty, come muta la percezione dei brand in seguito ad avvenimenti specifici e quali conseguenze comportano: queste sono le tematiche affrontate in questa sezione;
• Marketing Edge: di quali strumenti dispongono i Marketing Leaders? Quali mode seguono i consumatori, come vengono influenzati nel loro percorso decisionale? Brand, tools, trends psico-sociali, di marketing e di consumo particolarmente all’avanguardia sono oggetto delle principali strategie che mirano il successo di una campagna marketing;
• Brand Hunters: reinventarsi e reinventare il proprio modo di comunicare un brand, spesso con metodi semplici, stravaganti, low cost e soprattutto di impatto. Memorabili tecniche di guerrilla marketing on the edge che dimostrano la semplice genialità applicata alla comunicazione, e l’impatto che questa provoca nell’audience del brand;
• Back to the Future: una specialità del marketing è quella di riportare in voga brand, temi e concetti del passato che sembravano superati, ma che vengono riesumati ed attualizzati con successo. I migliori esempi di brand renewal, retro-branding, vintage effect: per molti brand e per molti consumatori, la nascita in una seconda golden age che stavano aspettando;
• InterVIEWs: chi sono gli attuali Marketing Leaders? Questa sezione racchiude le interviste su esperienze, punti di vista, riflessioni e consigli di marketing rilevanti da parte di brand managers, influencers e opinion leaders dai più disparati settori.
In ognuna di queste categorie, si ritrovano degli articoli indagatori e informativi su notizie, fatti, interviste riguardanti le strategie marketing, di comunicazione e di brand management rilevanti, “memorabili” e di interesse adottati da (grandi e piccole) aziende per perseguire i propri obiettivi di “vittoria” nella battaglia quotidiana nella mente dei consumatori, di rafforzamento della Brand Equity e di conseguenza di sostenibilità economica-finanziaria di medio-lungo periodo.
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Introduzione:
verso nuove frontiere dell’apprendimento.
Dal linguaggio “logo” al linguaggio “lego”
MARCO FRANCESCO MAZZÙ
“Considerate la vostra semenza:
fatti non foste per viver come bruti,
ma per seguir virtute e canoscenza”
Dante Alighieri, Inferno - Canto XXVI Divina Commedia
Oggi, dicono, sia tutto molto più semplice rispetto al passato. Il “progresso” è diventato “tradizione”, una battaglia pressoché già vinta. L’apertura mentale viene considerata un must per la sopravvivenza della specie del terzo millennio; una specie che sembra non avere più perimetri, neppure geografici. Parallelamente, tecnologia, condizioni di vita, salute e istruzione continuano a fare numerosi passi in avanti, mentre le variabili di contesto si arricchiscono di nuove complessità. Eppure, l’uomo resta sempre lo stesso; e, nonostante le sue costanti e più o meno rapide evoluzioni, un unico bisogno non vedrà mai appagato: l’incessante desiderio di conoscenza. Quest’ultima, che viene generata e diffusa anche e soprattutto attraverso le modalità di interazione tra persone e le diverse forme di comunicazione prescelte, oggi, più che mai, si conforma alla flessibilità e all’elasticità del mindset globale, diventando “componibile”. Da uno statico stile cognitivo di strutturazione dell’apprendimento, si è ormai irreversibilmente passati ad un più dinamico costruttivismo con cui, esattamente come accadeva giocando con i famosi mattoncini Lego, si cerca di attaccare insieme i pezzi di informazione e costruire la propria conoscenza. Gli strumenti a disposizione sembrano congeniali: avendo a disposizione web e social networks, chiunque può esprimersi nella condivisione di contenuti. I veri protagonisti, sono loro, gli autori di questo libro, e, prima ancora dell’omonimo blog, i giovani studenti di marketing della laurea magistrale Un po’ come Ulisse, assetati di conoscenza, hanno intrapreso insieme un viaggio di ricerca alla scoperta di nuove temi e spunti di riflessione, prendendo come riferimento la realtà che li circonda ed il contesto attuale. Spinti dalla curiosità, hanno affiancato allo studio tradizionale una nuova modalità di apprendimento, aggiornato e non convenzionale per approfondire le proprie passioni ed i propri interessi riguardo al mondo della comunicazione e del brand management. E’ stato anche un modo per mettersi alla prova: capire se si è veramente pronti ad essere i marketing leaders di domani. Come sempre accade quando si pianifica un viaggio, è stato indispensabile decidere una rotta, prepararsi, essere allenati, avere delle guide.
Se, da un lato, infatti, sembra più semplice reperire dati e informazioni su internet; dall’altro, ci si accorge come filtrarle sia estremamente difficile, oltre che necessario per non cadere vittima delle Sirene, ovvero dei tanti rumors che affollano il web e lo rendono un oceano caotico e disorientante, spesso pieno di informazioni superficiali se non errate o addirittura deliberatamente false. Un altro aspetto fondamentale, leggibile tra le righe dei contributi degli studenti e che, forse, trapela come vero valore aggiunto del progetto, è stato costruire conoscenza e contenuti liberamente, ancorandoli direttamente ai propri sogni e alle proprie ambizioni. In questo, risiede la freschezza e l’originalità del prodotto: ciascuno ha presentato i temi che preferiva con energia e intrepidità, coltivando la speranza di poter, un giorno magari non molto lontano, scendere in campo e cimentarsi in quelle che, per ora, sono solo aspirazioni. Per concludere con le loro parole: “Quella che abbiamo avuto modo di vivere è stata sicuramente un’esperienza formativa e un’opportunità di crescita che, attraverso questa raccolta, speriamo lascerà il segno, divenendo, chissà, motivo di approfondimento per molti altri studenti”.
MARKETING EDGE
Revolutionising The World Of Fashion
With Virtual Reality
“Fashion now is much more than a product. It’s about entertainment and people feeling a part of something” – Christopher Bailey
Virtual reality is the new 2017 trend that has attracted everyone’s attention. After some personal experience in the automotive sector, we have come to realise that this innovation is the revolution of marketing.
We have completed a survey, mainly targeting students, which have shown that 94% of our 95 respondents have heard about virtual reality but 77% haven’t actually had the opportunity to experience it. Despite that, most of them would definitely like to have a go at it. For the lucky ones who have tried it, it was mainly associated to the video games industry. This means that there still is a lot of room for growth in other sector, deriving in the idea of directly implicating virtual reality in the industry of high fashion.
We have come to the idea of developing a virtual reality event for Koche, a young brand that positions itself in the “crossover of high fashion, street culture and contemporary art”. It would be a gathering of a reduced number of celebrities and influencers for the diffusion of a pre-fashion show in a completely virtual world, from the backstage, to the fashion show. The best part will be the fitting of the collection: the experiencers would be able to become models for one night.
The objective of this event is to create a positive word-of-mouth. The opportunity for Koche would be to boost its brand awareness and positioning itself as an attractive brand able to deal with new trends and new technologies. Koche will be the perfect candidate because the brand wants to “propose an intriguing new angle to fashion”, and virtual reality can contribute to this innovative aspect.
Julia Parin & Lucia Cervera
Sources:
Image:
https://www.flickr.com/photos/nikolys_f/25779404897
The impact of Instagram Influencers :
on the Fitness Industry
As you might have noticed, while browsing the explore tab on your Instagram feed or even through Instagram stories, ad placements, like the ones below, are everywhere, from subtle product placements to open sponsorships. The amount of fitness pages on Instagram offering inspiration and diet tips are numerous, but what do they all have in common? They are all promoting a certain brand or fitness programme they use and/or like, and they influence their follower base to do the same. This is basically the definition of Influencer Marketing, and that’s what we’ll be talking about in this article.
According to Forbes, 84 % of marketers include influencer marketing in their agenda, and Instagram is the number one platform for this. The main characteristic from this kind of marketing is that it is purely visual, which allows the influencer to show the benefits from using the brand, creating a connection between the consumer’s target physique and the brand in question. People build an intimate bond with the influencer and trust their recommendation, in fact, some brands even prefer influencers with smaller follower bases. In a world where ads have just become background noise, most of us just take out our phones to scroll through our feed when an ad comes on the TV.
According to Global Wellness, the fitness industry is worth about 1190 billion USD. This includes Fitness, Healthy eating, nutrition and weight-loss. Marketers spent 570 million USD on Instagram marketing just last year, indeed it is so popular that it’s creating a new service industry that puts influencers in contact with brands.
All of this suggests that as we’ve shifted from radio to TV, and from TV to internet, marketing in social media, Instagram in particular, will become one of the biggest platforms for companies to communicate with the next generation of consumers, something for fitness companies to keep in mind in their future marketing plans.
Emanuelsson Simon & Tyft Rasmus
Sources:
1) https://www.globalwellnessinstitute.org/press-room/statistics-and-facts/
3) http://www.thefashionlaw.com/home/the-business-of-influence-influencer-marketing-by-the-numbers
Image:
https://www.instagram.com/stevecook/?hl=it
The Future wears denim
Let’s imagine a woman called Susan who is biking to work and is wearing a backpack, a denim jacket and a pair of trousers. It’s Monday morning and Susan is thinking about all the work she has to do. She would desperately need her motivational song to kick off the week, but it’s too late to stop and scroll down the playlist. She could be on the verge of a meltdown but Susan knows that she is wearing the answer to her problems: she taps the button on her sleeve and finds the right soundtrack to that wrong morning.
Is it a futuristic scenario set in 2050? No. It’s 2017 and we are talking about the collaboration of Google and Levis. By merging their knowledge on wearable technology and fashion they have created the Jacquard denim Smart Jacket, which allows consumers to manage phone calls, texts, check the time and get directions by swiping and tapping the sleeves.
The product is positioning itself in the market to satisfy the needs of bikers and of everyone who has a fairly athletic life. There are two features that differentiate it from any other product:
1. The Jacquard jacket breaks the conventional frontier of wearable technology for it adds technology without adding a screen or an extra device to our outfit (as smart-watches do).
2. It turns the vintage allure of a denim jacket into a futuristic item. The new vertical differentiation operated by Levis in collaboration with Google is giving a new life to the “evergreen” clothing article, turning it from “vintage” to “future”.
Although the jacket has many functions, there is one feature that consumers are falling in love with: it frees them from any device while hitting the road. Who knows whether this perk could lead us to a “device-free” world where we would live our stories in lieu of instagramming them. Yet for now we are sure of just one thing: the future wears denim!
Giulia Roppoli & Elena Sofra
Sources:
1) https://www.wired.it/lifestyle/design/2017/09/27/levis-google-giacca-smart-commuter-trucker-jacket/
2) https://www.theguardian.com/technology/2017/sep/26/jacquard-google-levis-smart-jacket-denim
4) https://m.levi.com/US/en_US/products/286600000
Image:
https://www.wired.com/story/i-wore-the-jean-jacket-of-the-future/
Cultural Influences on Marketing Strategy
Cross-cultural marketing is the strategic process of marketing to consumers coming from different countries. The modern globalized economy, together with the growth of international trades, led companies to seek new opportunities over national borders. After expanding their geographical presence on the market, multinational organizations started facing a direct contact with cultures from all around the world. We can define culture as a system of behaviour that helps us act in an accepted or familiar way. It affects our attitudes, our behaviours, how we perceive the world, and even the way we market to consumers. To develop a successful marketing strategy, firms should take into account the different backgrounds of their potential customers: marketers need to identify, understand and respect cultural differences, in order to convey their message in a proper way.
Indeed, marketing mistakes could compromise brand image and credibility. This is what happened to the Italian water producer ‘Traficante’: after entering the Spanish market, the company realized that the name translates as ‘drug dealer’. As you can imagine, it was not exactly the best way to promote the company.
Each culture has its own rules of communication, and language is just one of them. Other relevant aspects to be considered are the dress code for appointments, the manner in which we introduce ourselves, food and drink preferences, etc. The evaluation of all the details of consumers’ attitudes could have a major impact on how brand’s message is perceived.
That’s why communication in a global business world has become more and more crucial for cross-cultural marketing. A deeper knowledge of beliefs and values of the society where a new product is being introduced could represent a key element in the advertising process. In conclusion, global marketers have to find out these cultural differences so the best local marketing campaigns can be implemented to engage their global audience.
Achille Carlomagno & Alberto Volpiani
Sources:
1) http://www.fao.org/docrep/w5973e/w5973e07.htm
2) https://www.welocalize.com/consider-cultural-differences-when-marketing-global-brands/
3) https://www.commisceo-global.com/blog/cross-cultural-marketing-blunders
Image:
https://www.pexels.com/photo/antique-antique-globe-antique-shop-antique-store-414916/
Journalist VS Blogger:
Who Is The More Influent?
The controversy between bloggers and journalists is still present, last night we watched the new Spider Man and what came up at the end was this quote “Behind this door lies a room full of reporters, real ones, not bloggers.” – Tony Stark. This quotation created a big debate on the internet sphere. We can then ask ourselves where are the boundaries between a blogger and a journalist? should we trust a blogger or a journalist? do they really fight against one another?
First, you should know what differentiate them.
Depending on what you are looking for, a blogger or a journalist is more convenient. We all know that bloggers are often associated as ‘influencers’ as they encourage a certain sense of living. Therefore, we can delineate a frontier regarding the need of information.
People tend to go on blogs when it involves lifestyle, such as gastronomy or fashion. Probably wondering why? Nowadays, a journalist’s credibility is built on his media. However, with the internet age, every individual can build this same credibility and be independent. The blogger, is passionate, and share his lifestyle with his community. Indeed, over the time the blogger create some sort of relationship with his readers and gain in credibility, he tells what he thinks, gives inspirations and advices. Indeed, it was found that bloggers are the 3rd most trustworthy source of information, behind friends and family, according to an independent survey of UK consumers.
Furthermore, there is a need for accurate media, a journalist has the right to think what he wants, but he needs to go over his personal opinion and look for the truth to give reliable information, weather it is with interviews, facts or analyses.
To conclude, both journalists and bloggers need to live in a shared media space. Indeed, the reader is constantly looking for both expert point of view; personal and real insights. The line between the two professions becomes blurrier than ever which makes them more complement.
Avital Brys & Marine Mathieu
Sources:
2) https://www.blinkjarmedia.com/blog/is-a-blogger-a-journalist
3) https://www.quora.com/What-is-the-difference-between-a-blogger-and-a-journalist
4) Blogger vs Journalist: The Ultimate Debate Solved [Infographic]
Images:
1) https://pxhere.com/en/photo/764676
2) Author’s elaboration
3) https://pxhere.com/it/photo/1448531;https://commons.wikimedia.org/wiki/File:Canal_Norte_TV.jpg
Marketing in the WeChat Era:
When the Brand is Watching you
Platforms have changed, users have changed and brands messaging strategy needs to evolve all the time to keep pace. Nowadays we’re moving from one-to-many approach, which is developed by traditional social medias as Facebook, Twitter, etc., to one-to-one strategies.
The one-to-one marketing is a form of direct promotion through which companies offer - to a targeted costumer segment - a specific good that satisfies in the best way the tastes and the needs of these consumers: in fact, it enables companies to reach out as fast as possible and more deeply a specific target.
An example of the best practice of this new approach is WeChat in China. This App is a polyhedral platform: it is not just a messaging app, but also a social media channel with a business component.
What makes this app unique is that it has also a payment system: this device helps companies to create and build a direct interaction with a targeted segment costumer. Unless it’s not an advertising machine, its main aim is to be the environment -the connector- for brands and users: it consists in gaining followers to brands’ account, getting them actively engaged with them and eventually converting them to customers through the bottom-menu that they can use to purchase items or reach out to brands. It has become so successful in China where the everyday users are 850 million that it can be considered the Chinese “Google”.
That’s why a lot of brands -especially the fashion brands are striving to retain a luxury experience with the convenience of online shopping through this device to dip a toe in China’s e-commerce market. A successful example of Wechat’s power is the campaign issued by Dior in 2016 for St. Valentine day: for one day only (until stocks were exhausted) the usually e-commerce shy Dior offered limited-edition Lady Dior bags priced at $4,200 through its official WeChat account, and the bags were all sold within a day.
Marta Sponsiello & Ilaria Munari
Sources:
1) http://docenti.luiss.it/mazzu/files/2017/09/20171016-WeChat-Presentation.pdf
2) https://walkthechat.com/luxury-brands-finally-begin-master-wechat-commerce/
3) https://blog.hootsuite.com/wechat-marketing/
4) https://www.marketingtochina.com/guide-wechat-campaign-strategy/
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The Dark Side of Marketing
Collapsed buildings, decapitations and soldiers on the battlefield: it may seem to be the last scenes of a brand-new movie by Tarantino but actually those are the main scenes of the new propaganda messages publicized by ISIS, the terrorist movement which in recent years honed its means of communications catching up the quality and the awesomeness of the Hollywood’s finest tradition movies.
All those movies and images are just the tip of the iceberg of what it is the marketing process behind the ISIS. Indeed, in recent years the jihadist organization has taken a project which aimed at d eveloping the Islamic movement as a brand. In order to achieve this goal, they have shared multimedia materials where on the one hand macabre images are showed to cause panic in the western society, on the other hand they spread values as fraternity, sense of community and conviviality, to approach as much devoted as possible. Therefore, ISIS has based its diffusion campaign leveraging on the same marketing tools used by ordinary firm to build their own brand.
Generally speaking, in recent years, the Islamic organization has focused its “marketing activities” especially on social networks. For instance, Twitter, Facebook and Diaspora are some of the social-media used to disclose the Islamic propaganda. In fact, through hashtags and comments, follower’s reactions are analysed and measured in order to monitor the efficacy of their messages. To give an idea, just on Twitter more than 46 thousands of profiles belong to ISIS supporters and about 133 thousands tweets are published every day. (Berger and Morgan 2015)
Nevertheless, traditional communication channels are not abandoned. For instance, “Inspire Magazine” still represent the most important source of news for the devotes. The contents vary from motivational and inspiring quotes to infographics about how to craft a homemade bomb.
ISIS does not only fight on the battlefield, but also and above all through social media, where a tweet can hurt more than a sword.
Paolo Abbate & Santi Falco
Sources:
1) http://www.analisidifesa.it/2015/05/la-propaganda-del-califfato-tra-modernita-e-tradizione/
2) http://espresso.repubblica.it/attualita/2015/02/04/news/il-video-dell-orrore-e-la-responsabilita
3) http://www.dudemag.it/senza-categoria/lo-spettacolo-dei-video-dellisis/
4) http://download.repubblica.it/pdf/2015/tecnologia/isis.pdf
5) https://cchs.gwu.edu/sites/cchs.gwu.edu/files/downloads/Berger_Occasional%20Paper.pdf
Aggressive marketing communication:
why we think they won’t succeed
Aggressive marketing communication is one of the current trendy topics among marketers motivated by short-term profits. However, numerous fails should remind us to consider twice boosting sales “now and at any costs”.
One of the issues requiring special attention is the message brand sends to the customers. While provocative messages may seem catchy for the marketing team, they can be offensive for their audience. One of the most recent examples here is Dove with its commercial with a black woman becoming white after using the Dove soap. The general public immediately called the brand racist, considering black people to be “dirty” and white people – to be “clean”. The brand had to apologize and call out the commercial from Facebook.
The other common reason for fail is too much concentration on pranking the competing brands. While some companies manage to turn the competition to an itchy insight story, some may get too obsessive over the whole point. As BMW launched its commercial where it rides over the Audi logo, the campaign got banned and the brand itself – accused of being short sighted.
One other failure driver is trying to overwhelm customers with the product. As Coca-Cola introduced its Vanilla flavour (right after Pepsi marketing success), the campaign went wild. However, people were talking about the new product rather than buying it. As the sales slowed down, and Coca-Cola Vanilla became a niche product, we can hardly call too much communication a success story.
Therefore, aggressive marketing management is a sophisticated tool rather than short-term panacea. The cost of failure can often be too high and result in negative outcomes for the companies, often challenging their reputation or brand-customer relationships. As the companies build and maintain these assets over the years, risking them in order to gain some short-term benefits is not always the best strategy. However, if brand manages to keep the balance and not go too far – there is always a good story behind, isn’t it?
Dèsirèe Furlotti & Daria Starovoitova
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Half.com: the town with an IP address
For an amount of time anyone could reach “half.com” either by car, plane, train or just by simply having an internet connection and a working device. How was that possible? Well, eleven years ago, in 1999, an online shopping platform, Half.com, was launched and then successively acquired by eBay in 2000. The young online shopping platform, gave users a new form of selling and purchasing experience that differed from eBay in the fact that it did not exploit an auction system, but it allowed its users to offer a wide range of products (from books to videogames) at a single fixed price they considered appropriate.
What made this website so special though is the peculiar marketing campaign that Half.com came up with. Soon after the launch, in December 1999, the marketing team of the company contacted the officials of the city of Halfway, Oregon, and reached an agreement for which the official name of the town had to become “Half.com”. In other words, the online platform had an entire city named after itself, making the latter the first-ever “.com” town in US. Interestingly enough, Halfway, OR, was chosen not only because of the similarity of its name with that of the website’s, but also thanks to its small population (only 339 in 2000), and its geographical position – exactly halfway between the Equator and the North Pole.
But, down to business, why and how did they do it? Well, having an entire city named after your platform makes any other advertisement campaign just ridiculous, creating strong competitive advantage with respect to competitors. Answering how, just money. In exchange for $ 100,000, some subsidies, and 20 computers donated to the town’s school, the city agreed to change its name for a full year, making this operation one of the most interesting marketing actions ever taken.
Nowadays the existence of many other successful platforms similar to half.com, brought eBay to shut it down on September 1st, but this yet remains the most brilliant advertisement campaign eBay ever had.
Milena Denise Luise & Stefano Alojsio Battista
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BACK TO THE FUTURE
5 successful product placements
That is a great deal of product placement, but maybe there is not enough awareness of how effective it can be. Here you can find five cases in which a well-established product placement has been very successful.
1) Top Gun (1986)
In this production, Tom Cruise and his colleagues popularized a line of Ray-Ban sunglasses, called the Aviator. The film increased sales of these latter by 40% in the seven months following its release. Top Gun also helped boost recruitment in the US Navy, and, according to the Navy itself, it caused a major increase in the number of young recruits to become pilots by 500%.
2) James Bond- Goldeneye (1995)
GoldenEye was the first Bond film in which the spy’s automobile of choice was not an Aston Martin, but Z3 Roadster by BMW. BMW paid $3 million for the placement, but received 9,000 orders the month after the movie opened with a turnover of $240 million.
3) Transformer (2007)
General Motors contributed a Chevrolet Camaro to the production, which did not actually exist in real life. However, its appearance in the film created demand, becoming more intense when the film was released on DVD. The car appeared again in the 2009 sequel, and by the end of the year, over 60,000 units had sold.
4) Frozen (2013)
The great success of the Disney movie has had a big impact on the Norwegian tourist agency website; indeed the views had an increase of 300%. Flights from USA to Norway rose by 153% in only five months and hotel bookings in fjord regions increased by 37%, compared to the year before.
5) Toy Story (1995)
In 1995 toys, as Slinky and Mr. Potato Head were not successful. After becoming characters in Toy Story, sales rose immediately. Mr. Potato Head sales went up by 800%, Etch-a-Sketch had an increase of 4500% and Slinkys, which weren’t no longer produced because not profitable, received 20,000 orders, revitalizing the company.
Giorgia Pagani & Giulia Spampinato
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INTERVIEWS
Behind Every Athlete:
Sport Management explained by Bebe Vio
Sport has become a media-event and thus knowing communication marketing techniques is fundamental for sport-managers to bring athletes to success through the care of their image.
We have interviewed the Paralympic-Champion Bebe Vio and her father-manager Ruggero Vio.
Bebe, is the role of the manager of disabled-athletes different?
The only difference is knowing-well dynamics around Paralympic sports. The Paralympic world is more complicated than the Olympic, so the manager undertaking my field must have studied it or have work experience.
Ruggero, does CONI support Paralympic-athletes efficiently?
The Coni grants funding but some problems arise: disabled-athletes enrolled in any “weapon-equipped sports” don’t receive as much salary as able-bodied athletes. This aspect needs to be improved and the objective is to take a further step towards equalizing the rights of disabled and able-bodied people.
What’s your marketing-manager role?
Sport-managers are involved in several sport-roles: designing and building communications, sponsorships, marketing-related plans and organizing sport-events. Most of managers’ goal is getting high percentages and sometimes athletes’ desires/needs are ignored. Managers represent professional and “human” roles, especially in the Paralympic world. To guarantee success for both parties, marketing-managers must know well their athletes in all their aspects as I do with Bebe.
What’s the strategy around Bebe’s marketing-image?
When a brand decides to start a sponsorship, the athlete represents that brand. This is one of the reasons why Bebe is very appreciated as she represents a unique emotional story. However, Bebe practices sport for fun, not for profit. She’s the mean to get funds for the association. Our strategy is to manage her image in order to get funds/sponsors for our association Art4Sport. Art4Sport offers sport-equipment to amputated guys and was founded after Bebe’s illness to allow her to do sports because the Italian State doesn’t provide equipment for disabled-athletes. Art4Sport is our focus, and marketing is playing a key role. “Subito” and “Ayas for Friends” for instance are launching a fundraising-campaign through online-sale of objects/services donated by companies (Brekka), sport-companies and athletes. All their profits will be donated to Art4Sport.
Martina Grassi & Flavia Vicenzotti
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Chateau-Margaux,
The Mystery Of The Princess Who Became Queen
225.000 dollars. This is not the price of a Tiffany Diamond, a Ferrari or a Gold Rolex. This is the price that William Sokolin, a wine merchant, received for his Chateau-Margaux 1787!
We are talking about one of the five most expensive wines in the whole world. Then, how does it is possible that a product which have to be destroyed in order to be appreciated is able to reach this economic value?
The positioning of Chateau-Margaux within the market of wine has not to be considered a fortuity or a consequence of thoughtless actions; behind the Chateau-Margaux brand there are genial intuitions and huge knowledge of the marketing world.
Above all, we need to consider the distribution process. It is strange, but, if you want, you cannot buy a bottle of Chateau directly from the winery! Seriously, you can’t! Indeed, they rely on a small network of merchants (about 400) who are able to ensure a small distribution all over the world. This represents the core strategy adopted by the estate, since the process give a perception of scarcity stimulating the purchase by the customer. In fact, it is exactly the concept of “scarcity” which creates the allure of the product, allowing Chateau-Margaux to be considered a luxury brand. So, the real genial intuition, refers to a completely different positioning of the brand in the wine market. Not a commercial wine, Chateau-Margaux has to be considered a luxury wine, targeted to connoisseurs (60%) and luxury buyers (40%).
Then, regarding the marketing practices, they simply do not practice it! Unbelievable! Indeed, they believe their product to be excellent in such a way that it doesn’t need any marketing support.
Thus, the answer to the question is now simple to explain. The success of this wine can be resumed in one word: mysterious.
Were a wine to be drunk in paradise, it would be Chateau-Margaux. (W.S.).
Igor Marulli & Federica Gravina
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Youtube Adpocalypse,
A Minor Glitch Or A Structural Crisis?
In the digital marketing communication, video advertising definitely represents one of the fastest growing trends with a total market expenditure of around $21 billion and an expected growth of 125% (Statista, 2016). As a consequence, more and more firms are reshaping their marketing strategy by investing on the new leading channel in order to reinforce their brand image and the costumer awareness.
According to FortuneLords’ analysis, YouTube, with over 30 million visitors per day, represents one of the biggest media owners that sells advertising slots thanks to a very complex IT architecture, to firms competing among each other in instantaneous virtual auctions. Since more than 300 hours of video are uploaded every minute, YouTube cannot manually validate the appropriateness of this enormous flow of contents.
The problem lays in the antinomy between the will to monetize through ads videos uploaded and the actual capability of proofreading the social and moral adequacy of the content itself. In the recent history, this glitch has led to the so called “adpocalypse”. After the case of Netflix, many major brands such as Verizon and Walmart decided to withdraw their ads from the platform, fearing an association of their image with extremist content and resulting in Google losing millions of dollars.
What previously stated raises an important question: can brands know with certainty where is their online video advertisement running?
The answer is to be found inside the complex algorithms that categorize videos and assigns advertising slots. Google for instance has tried to solve the issue by implementing demonetization strategies aimed to banning problematic videos and removing ads from them. But will an AI be able to get the real nature of a video just by its intelligible context?
We think that such a methodology could impoverish the variety of the contents and reduce the marketing attractiveness of a platform that has seen in content diversity the major driver of its success.
Francesco Trentacoste & Lorenzo Biagiotti
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To be or not to be?
The Future of Russian Marketing
The main reason why we speak about Russian marketing as a self-contained subject from the global marketing is the difficult long history of modern Russia – country with eleven time zones, plenty of nationalities, severe climate and western stereotypes about close relationships of Russians with vodka and bears.
Yes, Russia differentiates a lot from other countries as it has its own way of running business. Experienced businessmen frequently rely on their own intuition; Russian firms try to use marketing strategies that are valid only for international organizations and thus fail; high monopolization on the market also has a destroying effect on fair competition.
But nevertheless, it would be unfair to underestimate Russian willingness to follow the latest trends of the marketing world. Pretending to stay updated, companies are trying to adapt its marketing strategy and processes to the global ones in various ways:
• Start to implement virtual reality tools in the malls, museums, car dealership:
In the Jewish Museum and Tolerance Center in Moscow you can experience Shabbat with Jewish family in real time and feel closer to their traditions.
• Create chat bots and channels in local messenger apps in order to communicate with customers faster:
Telegram, a popular Russian messenger, has already introduced its own bots that helps restaurants like Papa John’s make their delivery immediate.
• Deepen into enriching video advertising content on Internet as nowadays the visual perception is more customary:
Juicy videos of restaurant chain Ginza Project on Instagram stories make you reserve a table at one of their restaurants.
• Automatize all of the marketing processes using the latest software:
Yandex Metrics which provides Russian e-commerce stores with analytics on their performance is a useful tool adapted to local conditions.
Despite that Russia is the country that truly observes traditions it is also keen on applying new technologies and staying updated by following the latest trends that marketing era provides us with.
Anna Skobtsova & Jane Nelyubina
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Don’t just go there, #LiveThere
Airbnb is an online hospitality platform, in which it is possible to rent rooms or apartments not being used by their owner. Its marketing power sets it apart from traditional rental platforms with the new sharing concept.
Since it was founded in 2008, thanks to strategical plans it reached up its market share exponentially in 2015 compared to its competitors.
So how does Airbnb promote itself? It has focused on an increasing need and wish tourists had of a more real and local experience; having noticed this, the company launched in 2016 a marketing campaign called #LiveThere, adding new useful features which allowed guests to have a more personalized experienced based on their preferences and the type neighbourhood they wanted to stay in and the possibility to have local recommendations from their hosts. Additionally, the use of hashtags allowed it to expand its target due to an innovative approach to social media; being an online company, the presence of Airbnb in social platforms is remarkable, having more than 4.5 million followers on Facebook and 1.4 million on Instagram. https://www.youtube.com/embed/aMM3dmQUVa0
Another promotional instrument used was the #LiveInTheMovies, a competition to win a night in Dracula’s Castle. The aggregation of competition and social media generated an increase in the interaction between costumers and the platform and in the online word of mouth.
Targeting a millennial audience and the massive use of social media were the marketing strategies that allowed Airbnb to grow exponentially. The recent development of the company and the increase in services offered, is allowing them to attract an expanding public as they are conforming to technology and rise their profits.
Giovanna Resende de Menezes & Davide Di Cesare
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BRAND HUNTERS
Audi Innovative
Audi AI is a driver assist feature offered by Audi. It had turned attention to the hottest trend in the automotive industry: autonomous and piloted driving, giving this info with a short nice story. Audi’s aim is to keep improving and steadily enhance their high-quality, innovative product portfolio in order to delight customers and tie-them emotionally to the Audi brand. Concerning the development of the advertising of the intelligent assistance, Audi primarily focused its communication strategy on technology and performance, after that, they wanted to engage the audience with an emotional approach.
The advertising: After years of struggling with the handicap of having tiny arms, and his incapacity of doing things, and after an embarrassing YouTube clip goes viral, the once fearsome dinosaur is plunged into an identity crisis in the modern world, with people laughing at him.
All of a sudden, he felt reinvigorated upon discovering Audi’s piloted driving which allows him to overcome the fact that he can’t reach the steering wheel, and now, thanks to Audi, he’s living his comeback.
Key to success: Audi was innovative with his new technology, but also with this advertising, using some memes going straight to the point and following today’s relevant mediatic trends about social jokes.
Animals generally have a positive impact on the spectator and capture his attention; and that was the case of the T-rex. Therefore the targeted use of animals in advertising, as humorous, symbolic, or expressing human behaviors, is a behavioral tactic. It would have been very difficult to get the same effect with a human actor who tells us of his sad depressed life. In fact, using a non-human testimonial creates empathy with its depression (and therefore with its joy to be released) even more.
Follows a graph showing out the presence of animals in advertising:
Consumer reactions: So many people appreciated the advertising, with its emotional engagement, entertainment, that also touches trending actual topics like cyber bullying and depression.
Marco di Segni
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Social Media Marketing Campaign for FIFA 18
Since FIFA has been launching games for more than 20 years, the promotion nowadays differs greatly compared to the ones in the beginning. It is widely known that EA Sports has shifted from traditional marketing channels to focus on social media channels such as Twitter, Facebook, Instagram, Youtube. With the following techniques, they manage to create a connection between gaming and the actual real life football speaking about FIFA Ultimate Team 18 in this case.
First of all, they continually make available “new” updated players every week within the TOTW (Team of the Week) and even more special versions for instance POTM (players of the month). To promote new versions, they actually post pictures of the professionals holding their own update card and congratulate them for the achievement (here is Harry Kane, with his overall stat increasing from 86 to 89). Instagram therefor offers an interaction with the players:
Besides their use of hashtags on Twitter (https://twitter.com/EASPORTSFIFA/status/9214058504410368) for the above anagrams provides the opportunity for gamers to discuss the monthly/weekly updates by tweeting with the hashtag.
Another fairly recent addition to their marketing strategy is the introduction of seasonal extras, for example, Ultimate Scream. A Halloween event featuring special/improved editions of specific selected players, in which gamers can acquire before the period starts (29th-1st of October, players are only boosted during this period).
With creating these connections, they are increasing awareness within channels and correlating this in the game. The use of regular “real-time” updates, keeps the attention of gamers well past the initial launch/boom period, as they have new content and updates that subtly change their gaming experience. As FIFA 17 (launched in 2016) was the most sold console game worldwide, the already huge demand, combined with their user-inclusive social media marketing and real-life game updates, puts the game in a good position for FIFA 18 sales.
Nicola Koller & Claire Hood
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How a Life insurance Thai Ad
became one of the most viral video of 2014
With its 6 million viewers just in a week, the Thai Life Insurance’s “Unsung Hero” has been one of the most viral video of 2014, being tracked by 285 worldwide websites across 232 countries and generating a media value equal to $43 million (https://www.youtube.com/watch?v=uaWA2GbcnJU).
The key of this success lies under the creators’ ability of using storytelling to spread the brand belief “Value of life” through the voice of the consumers, riding the positive emotional marketing trend, increasingly widespread in Asia. In fact, the winning idea revolves around the inspiring figure of the “Unsung Hero”: an ordinary simple Thai man who spreads love and kindness to everyone he meets, doing good deeds in his daily life. Moreover, the ad’s director’s choice has been that of never referring to the product, submerging the viewer into an ambience created just by sounds effects and the narrator’s voice. In this way, consumer is just focused on the meaning of the scenes.
The consumers’ attention the ad received was shocking. Within 5 days the amount of visitors on Thai Life’s YouTube channel increased 876%, affecting the business impact by 192% increasing the number of prospects of website visitors, and increasing inspiring talk-about brand for more than 2,852,711 times which was 185% more than KPI. Moreover, the TVC reached 300,343,251 impressions, over 18 million engagements, and 1.6 million positive content sharing just within four weeks. Not by chance, in fact, having become one of the world most viral video of 2014, the ad won the Gold Stevie Award in 2015.
Why has Thailand been the perfect scenario for this success? The answer can be tracked down by considering the Thai cultural behavioral background. In fact, looking at the famous Hofstede cultural model based on six drivers, it emerges that Thailand is a collectivistic country (by opposition Individualism score of 20), where people believe in the power of relationships. This is why the emotional marketing can have this strong effect on the society.
Sofia Donatone & Carlotta Borelli
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Photobombed!
Ambush, “A surprise attack by people lying in wait in a concealed position”, and this is really what ambush marketing is about, nothing more. The thousand firms that went through such an experience can testify that, more than marketing, it feels like being the subject of a military tactical action. That’s because ambush marketing is subtle, fast and unfair and it leaves you with the desire to counterattack. Tell it to Volkswagen, whose headquarters have been violated by a sparkling red FIAT 500.
The car has been parked outside the rival’s office just when Google was filming its streetview, the image remained there for a long year, granting an effective and cost free advertisement to the Italian company. So far Volkswagen hasn’t responded, maybe it has forgiven its competitor, but the same can’t be said for BMW. The German company engaged in a fierce billboard battle in Los Angeles against its memorable rival, AUDI. The latter had started the war setting up a billboard that illustrated its A4 and quoted: “Your move, BMW.” The car company didn’t wait long to answer, shortly after a bigger billboard appeared next to the previous one, it portrayed an M3 with the words “Checkmate.” BMW didn’t accept the defeat and the billboard war kept going on for weeks, are you curious of how it ended? Check it here: The war escalates (We’ll just anticipate that a zeppelin is involved).
These were just two examples of how marketing can be engaging and funny, allowing firms to be creative and interacting. So, if you’re a future marketing leader, deviate from the route of classical advertisements! Embrace this innovative technique, set a winning strategy and start the war. You’ll earn firms fear and consumers love.
Dadone Giulia & Romoli Chiara
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P.S. I love you
“This email is sent from Hotmail. Get your free account at Hotmail.com. P.S. I love you”. You might think this is just another marketing tool, ending with the famous ‘3 words, 8 letters’ everyone of us wishes to hear, don’t you? Actually, it is not. We have shown to you one of the pioneering techniques characterizing the revolutionary marketing branch, the growth hacker marketing. Deployed by Hotmail in 1996, the company was able to attract new users in a very short time period by employing such a simple, cheap, and outstanding strategy. At the end of each outgoing email from its existing users, there was added a tagline “Get Your Free Email at Hotmail”: by clicking on it, the potential new customers were then directed to the page where they could sign in, setting up their personal Hotmail account. You might have already guessed what came after. The 20.000 users it acquired in one month from its launch, skyrocketed to 1.000.000 in just six months, and the peak of 12 million was reached a year and half later, in December 1997. In the same year, the company was acquired by Microsoft with an estimated $400 million. This is one of the most acclaimed examples of how powerful and low-cost growth hacker marketing could be. Growth hacking implies the creation of innovative marketing techniques aimed at building and at the same time engaging an incredible number of customers, much wider than the one it could be reached with traditional marketing. The process consists in Product Iterations, email marketing and viral strategies with the purpose of rapidly extending the costumers base and improving the conversion rate. The revolution is embodied in the ability to unify innovation, connectivity and scalability with a new unique mindset, which does not see as separate entities the product and the marketing strategic objectives. Nowadays, as stated by Ryan Holiday in his famous book, this approach made marketers “engineers which work with other engineers”.
Genoveffa Nunziata Rega & Daniele Perpetua
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