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Premessa ai contributi della quinta edizione
Nel 2020 essere un Marketing Leader di successo significa avere interiorizzato la capacità di osservare con occhio critico un mondo in costante evoluzione, individuando i trend emergenti prima dei suoi competitor e dei consumatori stessi.
Oggi tutto ciò non basta più. Essere un Marketing Leader nel 2021, a distanza di un solo anno, richiede un ulteriore sforzo e skills totalmente differenti. L’abilità di un leader non sta nel prevedere il possibile e oltre, ma nell’adattarsi all’imprevedibile. La pandemia Covid-19 ha segnato un punto di svolta nella percezione della realtà circostante e del ruolo dell’informazione “autentica, rilevante, affidabile, veritiera”: è solo grazie a questi attributi che si può comprendere l’oggi e dipingere il domani.
Gli studenti dei corsi di laurea magistrale di Marketing e Management dell’Università Luiss Guido Carli hanno accolto questa sfida: fermarsi, osservare, interpretare ciò che li circonda, e proporre un pensiero critico che possa fare avanzare il dibattito e la conoscenza su temi di marketing. Le loro riflessioni si sono concretizzate in una serie di articoli pubblicati sul Blog “Luiss Future Makers” e raccolti in questo libro.
Il libro rispecchia la struttura del blog, nato alcuni anni fa dal desiderio di raccontare molteplici sfaccettature, esempi, casi di successo e di insuccesso, nel mondo del Marketing, ed è organizzato nelle seguenti sei sezioni principali:
• Marketing Edge: di quali strumenti dispongono i Marketing Leaders? Quali mode seguono i consumatori, come vengono influenzati nel loro percorso decisionale? Brand, tools, trends di marketing e di consumo ed oggetto delle principali strategie all’avanguardia a supporto di una campagna marketing.
• Il Ritorno del coccodrillo: una specialità del marketing è quella di riportare in voga brand, temi e concetti del passato che sembravano superati, ma che vengono riscoperti, rivitalizzati ed attualizzati con successo. 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 manager, influencer e opinion leader di differenti settori.
• 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 e 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.
• 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 “marketing on the edge” che dimostrano la semplice genialità applicata alla comunicazione, e l’impatto che questa provoca nell’audience del brand.
• Future Makers for Good: è una sezione che pone l’attenzione su temi etici e sociali, nella quale si adotterà, anno dopo anno, una causa rilevante e se ne esalteranno i contributi. L’anno accademico 2020-2021 ha visto protagonista l’associazione Susan G. Komen Italia, che dai primi anni duemila si occupa di informazione e prevenzione contro il cancro al seno.
• Marketing Cases: leggere gli eventi con gli occhi della ricerca è il focus di questa sezione che contiene brevi casi studio del mondo del marketing, analizzati attraverso le lenti dello studioso, identificando i legami con la base scientifica esistente e proponendo spunti di riflessione per ricerche future.
In ognuna di queste categorie, si ritrovano dunque articoli frutto delle osservazioni e riflessioni degli studenti. Nello specifico, si descrivono notizie, fatti, interviste riguardanti le strategie marketing, di comunicazione e di brand management di piccole e grandi aziende che, in positivo o in negativo, sono state capaci di lasciare un segno nell’ecosistema imprenditoriale.
Per ogni categoria sono presenti gli articoli in lingua italiana degli studenti del corso Gestione della Marca e del Prodotto (2020-2021) e quelli in lingua inglese degli studenti di Advanced Marketing Management (2020-2021).
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Introduzione: Sincronizziamo gli orologi sul tempo del #Cambiamento
Spesso i cambiamenti più profondi risultano da contingenze fuori dall’ordinario, che costringono le persone alla radicale riesamina del proprio modello di vita sino al momento di una vera e propria trasformazione, una discontinuità il cui ruolo sociale è rompere gli schemi preordinati, farci rimettere in discussione la nostra progettualità.
Se però siamo proattivi e resilienti, una trasformazione dirompente ci consentirà di trarre beneficio da essa, per darci poi la spinta per elaborare soluzioni rivoluzionarie a beneficio della collettività.
Dal 2020, che passerà alla storia come l’anno della pandemia da Covid-19, abbiamo sicuramente tratto una lezione fondamentale: il futuro è prevedibile fino a quando non accade l’imprevedibile.
Stiamo vivendo la Storia come se essa stessa avesse messo il fast forward degli ormai vintage videoregistratori, e come se avessimo fatto un balzo in avanti di dieci anni in soli dodici mesi, e la necessità di adattamento è arrivata prima che potessimo coglierla, soprattutto prima che potessimo comprenderla. D’altronde, era una questione di tempo.
Ma cosa rappresenta, a livello socioculturale, la misura del tempo? I popoli, prima degli individui in quanto tali, hanno sempre tentato di sincronizzare il proprio tempo per sentirsi uniti sin dagli albori della civiltà. Abbiamo tuttavia dovuto attendere l’intervento “sincronizzatore” dei mass media del primo Novecento per godere di un vero e proprio scadenzato ritmo nelle ore del giorno: l’ora di punta per andare a lavoro, nel traffico frenetico della città; il prime-time serale, per avere l’occasione di condividere un programma di culto con una moltitudine di persone.
È stato poi il turno dei social media, che ci hanno aiutato a sincronizzarci in tempo reale, fornendoci risposte da dare entro pochi secondi con like e emoticon: ci siamo sentiti cittadini del mondo, poiché avevamo trovato il modo di diventare una comunità che riusciva a confrontarsi, ad includere le minoranze e a renderle simboli, a creare opportunità di valore per tutti nello stesso momento.
Nel 2020, di colpo, il nostro mondo è diventato asincrono: l’orario di punta non esiste più, soppiantato dallo smart working e da ritmi dilatati e sonnolenti; l’orario di ingresso a scuola ha perso la sua centralità, perché gli studenti non vanno più a lezione tutti insieme e la didattica a distanza consente di rintracciare durante le giornate il momento migliore per imparare; l’orario della buonanotte ha meno senso, perché anche il sonno è ormai sincronizzato sul proprio tempo. Un tempo che, come è ovvio, si dilata e si restringe tenendo conto dei ritmi della pandemia.
Al centro della discussione non c’è più un palinsesto, ma le idee, gli interessi: sono le idee che vincono sul tempo che non regola più la società intera. Sono le idee che ci aiutano a diventare ogni giorno parte del cambiamento.
La centralità delle idee e la loro cruciale importanza nel dare un senso al nostro tempo “perduto” rientra tra gli scopi primari del blog “Luiss Future Makers” e dell’e-book che avete tra le mani. In quest’anno dilatato nel tempo si è voluto pertanto espandere anche i nostri orizzonti, abbracciando il più vasto mondo delle scienze sociali e virando verso una visione globale, abilmente mirata a cogliere i più sottili colori e sfumature emersi nei nuovi spazi lasciati tra le lancette dei nostri orologi.
Gli studenti hanno esaminato, con il consueto rigore e la professionalità che il confronto intellettuale richiede, casi di marketing da loro selezionati allo scopo di mettersi alla prova e, al contempo, di raccontare – tramite il loro punto di vista così fresco – la nuova realtà nella quale siamo immersi, ma non solo. Il focus della ricerca, rispetto alle precedenti edizioni, si è allargato, arricchendosi di altri due cluster tematici: quello delle politiche per la salvaguardia del patrimonio storico-artistico e culturale e la gestione dei tesori del Made in Italy e quello dell’innovazione e dello sviluppo sostenibile, curati grazie a un lavoro congiunto con gli studenti dei professori Mark Thatcher e Christian Fernando Iaione e con il team di LabGov.
Questa rassegna è uno strumento per aprire gli occhi su aspetti del nostro tempo che gli studenti hanno analizzato con cura e precisione, e la loro attenzione e accuratezza sono caratteristiche che ci auguriamo saranno sempre essere presenti nella loro futura vita professionale.
Tramite questo impagabile momento di apprendimento per loro, a voi lettori vogliamo lasciare un messaggio di speranza: nel futuro che ci aspetta dopo la pandemia, il tempo ha un nuovo inizio.
Il nostro spazio mentale non dovrà dunque essere occupato da una mera scansione di esso, ma dall’accoglimento di quell’onda trasformativa talora tanto benefica. Un’onda di idee che solo una civiltà matura e resiliente può riuscire a comprendere.
E assunto che ogni tempo ha inizio dall’ultima idea non ancora trasformata in obiettivo, vi auguriamo di diventare, giorno dopo giorno, il #cambiamento che state cercando nel mondo. Da padroni del vostro tempo, beninteso!
MARKETING EDGE
Buying Italian Identity
We Italians are very patriotic people. As quality holds importance in the eyes of Italians, so do the brand image and the emotional value that brands are able to transmit.
It is not uncommon to find shoppers from the Bel Paese opening their wallets in front of a “made in Italy” product, but how exactly do they choose among the millions of products that tick all of their boxes?
Competition drives companies to continuously look for new marketing tools to attract consumers. Right when they think that marketers may have run out of options, companies appeal to Italians’ identity, linking emotions with value. Italians’ national pride is mirrored in the products that can evoke emotion, especially at the peak of national distress.
This is the case of Barilla’s advertisement, celebrating Italians’ resilience during the lockdown. Only by reading the campaign #Italiacheresiste, our Italian identity feels empowered. This excellent strategy of emotional advertising gives the buyer a sense of hope, and the wallet opens up again in front of a blue packaging of farfalle. To increase brand awareness, the Sardinian-made beer Ichnusa released its well-known advertisement that compares the non-Italian with the local Sardinian soul (identity).
In addition, what if an enterprise could combine what makes Italians most proud of their identity? Food and landscapes. On that trajectory, Nutella created its places collection (TiamoItalia) to celebrate Italian beauty. These brands make us live the Italian dream and realise that life is better in Italy, but also that “life is better in Italian lingerie” as Intimissimi suggests from its shop windows. Once again, we fall into the trap of purchasing an item because it speaks to our heart.
So next time you find yourself dialing your credit card details, give credit to the market strategists who threw the tricolour banana peel you slipped on.
Carone Alessandra
Cardinali Pietracci Diletta
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The Influencer Marketing Power: Chiara Ferragni Case
Recent studies have demonstrated that social media has changed how people think and their perception of the world. Companies are changing their strategies in order to focus more on social media and influencers. Without scientific foundations, many still believe that Influencer Marketing is a fleeting phenomenon, a bubble destined to burst.
Influencer marketing has been around for a long time, it was just called differently: in the 1880s, the first phenomenon evidence was documented, in the 1990s it was viral marketing and, some years ago, it was known as word of mouth marketing.
Since then, social sciences and psychology have studied how groups influence human behavior; today, thanks to the pervasiveness of social networks, this has become a monitored and measurable phenomenon, with the same dignity and value of the other Marketing disciplines.
Chiara Ferragni is not only the most famous influencer in Italy, but also all over the world. She has started opening a blog called “The Blonde Salad” and she has designed a shoes collection (2014).
Last July, Chiara was in the eye of criticism due to some photos posted on Instagram (the most used social media in Italy among 20/25 y.o. people) in the “Galleria degli Uffizi” museum for Vogue Hong Kong. While this could be a cultural message to involve more people to visit museums and appreciate more Italian beauties, a lot of them disapproved of the influencer behavior.
Not only people were disappointed with her conduct, but more with the museum’s decision to publish on its official Instagram account a Chiara’s photo making a comparison with “Simonetta Vespucci” also known as “La Venere” by Botticelli.
Despite critics, the following weekend there was an increase of young visitors of 27% due to “The Chiara Ferragni phenomenon”. Moreover, this event was the proof of how powerful influencer marketing can be and how social media presence is the core aspect of our online life, particularly during/after the pandemic.
Lento Ludovica
Macchia Beatrice
Manzi Leonardo
Molinaro Iacopo
Paolini Ludovica
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Fendi X Rummo: When Carbs Meet The Catwalk
Who said that communication should be only verbal? A gesture is worth more than a thousand words… and a package of pasta branded Fendi leaves everyone speechless! Pasta and fashion: two of the most iconic symbols of Italian culture gathered for Milano Fashion Week. An impressive invitation was conceived by the Fendi Maison in collaboration with the pasta producer Rummo, for the fashion show to introduce its spring-summer 2021 collection.
Guests received a special box containing 2 packages of pasta, family pictures from Fendi’s archive and Silvia Venturini Fendi’s grandmother’s recipe of lemon pesto. A lot of care has been dedicated to the pasta design that replicates the logo of the Brand and the packaging, recalling the Fendi’s pattern and the colors used for its last collection.
It is a strategy perfectly aligned to the delicate period we are living, which has brought consumers closer to a much more intimate reality. Fendi effectively represents it with a collection even more inspired by the values of Italian culture and elegance, which explores a homely and artisanal dimension. At the same time, the Maison “renews itself through tradition” abandoning the formal communication style usually adopted in the digital channels, in favor of a more informal, familiar and sentimental message creation. In fact, this invitation has a more emotional than functional value, aimed to have a long-lasting impact on the consumer. The highly personalized pasta pack communicates the brand’s new identity, reflected in the collection and fabrics, with a more immediate and engaging message: a more “within the consumer’s reach” instead of a “cold” invitation card symbolizing the expertise of a luxury brand.
Once again, Fendi’s creative elegance distinguishes itself from its competitors for originality, contemporaneity and closeness to the emotions experienced by the consumer.
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When high fashion meets technology.
Burberry & Tencent: a conjunction between past and future
The British luxury fashion brand Burberry and China’s biggest social media company, Tencent, collaborated to create a shop that outlines Shenzhen’s growing reputation for technology: visitors to Shenzhen’s Burberry flagship store can use Tencent’s WeChat app to interact with the window display and play their own music in fitting rooms.
Tencent’s WeChat plays a pivotal role in this new customer experience as the app boasts more than a billion users across China! Thus, Tencent and Burberry have created a customized program accessible via WeChat: users create a profile and receive a digital avatar in the form of a cartoon fawn that comes out of an egg.
Thanks to the app, buyers can reserve one of the three themed dressing rooms, choose clothes and play their own music while they are trying the different outfits, all provided with QR codes, which can be scanned to display more information. Shoppers can also book a table at the store bar, Thomas Café, and arrange consultations with stylists.
Burberry and Tencent are thus forerunners of a philosophy that combines social media and retail in order to develop spaces, both digital and physical, where customers can buy, interact and explore: today’s shop is designed for the future to give the customer a unique experience.
The store is seen as a “space of discovering”, designed to involve luxury customers. It is made up of ten spaces: each has its own concept and identity that celebrate Burberry’s codes as reinterpreted by Riccardo Tisci, Burberry creative director, including the Trench Coat, the Thomas Burberry Monogram, Nature and the Burberry Animal Kingdom.
A new way of understanding the concept of stores, inspired by the past and projected towards future. The new social retail store reflects Thomas Burberry’s thinking of continuing to blur the boundaries with dreams, creativity and spirit of innovation, powered by Tencent.
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Augmented Reality unleashed potential:
how technology takes our shopping experiences to the next level
Pablo Picasso said: “Everything you can imagine, is real”.
And with Augmented Reality it truly is.
AR is one of the most innovative technologies, in 2019 it saw its growth record and it is expected to reach 1 billion users by the end of 2020.
But, why is it so attractive?
The widespread adoption of AR applications by brands lays on the fact that their consumers are able to visualize in real time what it might feel like to own the product or experience the service directly from their homes or workplaces, bridging the gap between real and virtual world and helping consumers make more comprehensive purchasing decisions.
That’s not all, if you still can’t grasp the value added of this technology imagine being willing to buy that stunning lipstick you saw on a magazine and to know how it would fit on you before buying it.
Chanel allows you to use your device camera to try on your favorite lipstick shade and have a personal preview of the final makeup, thanks to the “virtual try on” AR solution available on its e-commerce.
Now imagine you wondering how that sofa with a peculiar design in the end would work in your living room, wouldn’t it be great to know it in advance?
If the answer is yes, there is good news for you: IKEA with its Place App allows you to scan your room and place any IKEA furniture and object you like in the digital representation of your room.
Car lovers, the last surprise is for you!
Automobili Lamborghini has introduced Augmented Reality for the (virtual) launch of the new Huracán EVO RWD Spyder, which allows you to experience the majesty of the model directly from your own home.
Have I convinced you to try this technology? Take in mind that these are just a few examples, AR technology outstanding potential is still at the beginning!
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The new Starting Finance app
Starting Finance is an innovative startup whose purpose is introducing its users to the financial world. In only a few years, it has become the largest financial community for under 30s in Italy, but it shows no intention to stop here.
In fact, Starting Finance is preparing to launch its new app. With the latest round of € 600,000 from a private equity fund, they will try to structure the business even more and open up to a wider audience.
Like the entire Starting Finance business, the app will be based on 3 pillars: information, education and gamification. The community will be constantly informed about what is happening in the economic-financial world, and both paid and free contents will be offered. Finally, users will have the possibility to test the skills acquired through a brand new (or unprecedented) function, a stock market simulator which emulates a real-time share trade.
Hand in hand with the development of the platform, Starting Finance immediately understood the importance of the community, focusing from the beginning on building direct communication with the customer through social media.
This strategy allowed for the creation of several strengths necessary for the development and launch of the app. The direct channel with the user was the key to Starting Finance’s success: thanks to social networks, they managed to stay up to date on the latest trends, interests and, above all, the needs of the Under 30 consumer.
According to Edoardo di Lella, CEO & Co-Founder of SF, “The reversal of the process was fundamental. First the marketing was done and then the product was built according to the needs of the community”.
The app will have many additional features that we will be able to see only after the app’s launch, scheduled for February 2021 in the Apple Store and Google Play Store. We just have to wait and download the app as soon as it is available.
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Hyper-personalization:
when brands know you better than anyone else
Have you ever seen ads related to something you were talking about just one minute before scrolling your Facebook feed or searching on Google? Well, that’s the very beginning of next-gen marketing personalization!
Hyper-personalization is the AI-based leverage of consumer data: the aim isn’t just offering extremely accurate marketing contents (e.g. ads, discounts, coupons), but is creating stronger, more authentic customer relationships by predicting their future needs and preferences.
Progresses in marketing personalization are pivotal in shaping unique, ever-improving customer experiences: these can become reality thanks to new hidden insights that a context-aware algorithm is able to unveil. Eventually, enhanced customer experiences lead to increased customer loyalty, making thus customer retention higher.
Until now, this disruptive tool has been extensively used by few companies only as most of the firms are joining the path to common marketing personalization in order to make their products and contents more relevant and attractive; however, in the foreseeable future, hyper-personalization will be a common feature for the majority of the companies.
What does hyper-personalization look like in our daily life? It can be a simple Netflix push notification on a new TV series! For instance, Netflix uses a collaborative filtering-based recommender system that takes into account structured and unstructured data such as viewing history, viewing duration, preferred devices and similar subscribers’ tastes, habits, ratings, preferences.
This overwhelming amount of personal data is the heart of predictive analytics and machine learning algorithms: the ultimate output of this baroque algorithmic construction is nothing but a simple notification on your phone, which will probably be about your future favourite TV series. You don’t know it yet, but Netflix does!
And this is valid indeed for a Starbucks’ real time, in-app offer based on the user’s position or an Amazon recommendation based on the average number of minutes spent on searches.
Is this future worrying? Yes, it can be worrying, however, the value we’ll receive back will be way greater than our legitimate concerns.
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Marketing and political ideologies:
the role of brands in 2020 American elections
In an “Election year” out of the schemes, due to the Covid pandemic, the subsequential economic crisis and the anti-racial fights, American citizens are called to vote on November 3rd. Two are the candidates: Joe Biden, from the Democratic party, and the current president Donald Trump, from the Republican party. Past election’s statistics have shown how many American Citizens do not use their vote at all. In the election of 2016, more than a half of the 18-29 years old population did not vote.
Well aware of the influence that they can exert on both purchasing and voting decisions, several brands have personally taken the field to sensitize citizens to the importance of voting.
Different strategies have been implemented to encourage the electorate to make their voices heard, including innovative merchandising, giving the election day off to the employees to allow them to vote, or captivating marketing campaigns. One of the best ones is the last campaign of Patagonia, that added a label with a pale message on its latest collection of shorts: “Vote the assholes out”. “Assholes” are all politicians who still ignore or deny objectively important issues such as climate change.
Another great marketing campaign is the one of Absolut Vodka #VoteResponsibly with the slogan: “Vote First, Drink Second”. Absolut is a brand that has always championed participation and inclusion.
As they are asking people to make voting their top priority, and to save Absolute for after casting their vote to the ballot, on the company’s website there are many election themed cocktail recipes.
Recalling the citizens conscience to get their vote out through captivating and innovative marketing campaigns witness how these have the power to influence the human mind.
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Need to Market to Gen Z? Ask Burger King
Looking for a good laugh, and a good brand social media strategy? Head over to Burger King’s Twitter account. The US fast food giant has hit the nail on the head when it comes to every marketer’s dream – connecting with Gen Z. Namely, on Burger King’s official U.S. Twitter, they’ve mastered the art of internet humor, taking trends from memes, TikTok and connecting with key pop culture moments for the younger set. Plus – the sass. We can’t forget about the sass – they frequently call out McDonald’s, gently mocking them and their current campaigns (McDonald’s rarely responds). Below, you see a Tweet in response to a limited McDonald’s deal.
They lamented American pop star Nick Minaj’s retirement, only to celebrate her return to the music scene a few months later – garnering 18.2k likes and 3.1k retweets – all while never even mentioning their brand.
But they don’t stop with just pop culture jokes and memes, they poke fun at themselves, too – and even the current state of the world. All in all, it looks like Burger King is just having fun, but actually, they’re employing a strategy that is difficult, not only in its execution, but in its success rate.
Burger King’s Twitter team has to have their eye on the trends, the internet, and pop culture 24/7. The timing has to be impeccable, and the delivery has to be subtle enough to not ruffle too many feathers. It’s a tough balance to strike, all while promoting their various campaigns and keeping up their humorous brand voice. That’s what Burger King does best, they are always ahead of the game.
Their strategy is working, as even though McDonalds is a much larger and more profitable company, it struggles with innovation, and in 2015 the CEO called for an examination of Burger King’s recent success.
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IL RITORNO DEL COCCODRILLO
The Comeback of Birkenstocks:
Your New Favourite Comfy Shoes
We have seen them in colder months as well as in summertime, paired with sweatpants and socks or worn at Fashion Weeks. Birkenstocks have always been go-to shoes suited for any occasion. From a day at the beach or a stroll around the neighbourhood, to a day at the office or a fancy night out, these German-made shoes have come a long way in the last centuries.
Initially launched into the fashion world in the 1990s by Kate Moss, Birkenstocks have become a must-have for youngsters such as students, before becoming a trend among A-listers and, ten years later, being incorporated into the collections of top designers.
Now, family-owned Birkenstocks are back on track. Following a resurgence in 2018, when the ugly shoe fashion trend was gaining success, these shoes were reintroduced to the market with new textures and a palette comprising any colour you could possibly think of. And Birkenstocks were here to stay.
In my opinion, a key factor of the re-emergence of these ugly, but perfectly designed shoes, has been the pandemic affecting the whole world in 2020. In this period of time, people were forced to stay home, and this situation brought consumers to look for products that were considered comfy. And what shoes could be considered more comfortable than Birkenstocks? According to shopping search engine Lyst, from April to June Birkenstocks’ Arizona sandals have been the most searched fashion item on the website. The reason is people were concerned only about what to wear at home or for an occasional ride to the market.
However, these functional shoes also caught the attention of fashion figures such as Alexandra Gurvitch, market editor at Vogue, as well as supermodels like Gigi Hadid and Kendall Jenner, both photographed out and about wearing their favourite pair of Birkenstocks.
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“It’s not a bag it’s a Baguette!”:
How Fendi is bringing back the 90’s iconic it-bag
n 1997 Silvia Venturini Fendi suggested the creation of a small shoulder bag inspired by the French bakery good, the “baguette”. The bag was launched in the late 90s clashing with the minimalist trends of the time, it came in multiple colors and patterns with a lavish, over-the-top design that screamed, “Look at me!”.
The bag was an instant success and became one of the most popular accessories of the decade. A turning point for the “baguette” arrived when it was featured in the popular TV Show “Sex & the City” as protagonist Carrie Bradshaw’s favorite accessory. The bag even became a central theme in the show’s narrative.
With the arrival of the new millennium, consumer preferences changed to more practical bags, therefore, the “Baguette” lost its popularity. Until recently, consumers often preferred Fendi’s larger bags and totes.
The Comeback of the Baguette: as Millennial consumers became one of the largest buyers in the fashion market today, the industry started responding to their needs. Even though looking for practicality, Millennials also created the trend of enjoying vintage pieces. This is the reason why many trends from the 90s like “grunge” are having a comeback. Brands like Dior, Prada, and of course, Fendi, are looking through their 90s archives to modernize their beloved classics.
In an attempt to speak to its younger audience, in 2019 Fendi re-launched the baguette with a new campaign using the hashtag #BaguetteFriendsForever which stars Sarah Jessica Parker, reminding us of the iconic TV Show and 90s era. To attract more clients, Fendi introduced larger versions of the bag and showcased it through fashion influencers all over the world. Mixing some nostalgia and current trends with the use of social media is the secret to Fendi’s success in keeping the Baguette relevant.
This it-bag is here to stay!
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Scrunchies: A Big Comeback!
Between 1980 and 1990 the major icons of the fashion world, such as Demi Moore and Sarah Jessica Parker rode the wave of the new trend: the scrunchie!
Scrunchies are elasticated fabric bands used to bind the hair. Their peculiarities are that they can vary in size and that their fabric can be of any type: from silk to velvet, from cotton to jersey. This allows to create a perfect scrunchie to match every outfit, making it a real accessory!
Invented by Romy Revson in an attempt to find a valid alternative to plastic and metal hair bands and first patented in 1987, the scrunchie also owes its success to its appearances in iconic TV series.
However, it was a TV series in the early 2000s that determined the end of its era: in Sex and the City Carrie Bradshaw talks about scrunchies stressing that they should only be used by women in the bathroom while washing their faces.
This officially and blatantly marked the end of the era of the scrunchies.
Three years ago, during New York Fashion Week, the scrunchie made his comeback in style during the Mansur Gavriel fall season fashion show.
From that moment on, the scrunchie had officially been readmitted into the fashion world and nowadays they can be bought in fast-fashion chains targeting young people, such as Zara, Urban Outfitters, H&M. But also, in shops of more expensive brands such as Alexander Wang, Jil Sander, Balenciaga.
Even in Italy the scrunchie has found a way to return to the limelight in style, in particular with the Italian brand Bagni Luisa, founded by Luisa Bertoldo; that makes a plunge into the past through fashion, but with an eye to current affairs, modernity and ethics.
Following a vintage sense, the Italian brand Bagni Luisa, in collaboration with Marzoline, launched a 100% Italian scrunchie at the beginning of June 2020. It is made only with organic materials and with the purpose of evoking familiar and comfortable feelings.
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Superveloce 800: It’s Back!
Sense of freedom, wind in the face, chills down the spine, that’s what the idea of a motorcycle ride immediately brings to people’s mind. Once upon a time, bikes were raw machines able to convey the rider’s feeling down to the street. Today, thanks to the ever-evolving technologies, motorbikes are sophisticated machines winking eyes also to a new type of customer. There was the rebel, attached to the first idea of a bike, and there is the modern consumer, who values safety and aesthetics most. So why don’t merge these two concepts in one single piece of art?
MV Agusta, an historic Italian motorcycle brand, has launched Superveloce 800, “the neo-classic racer”. The bike combines state of the art technologies into a vintage suit, retro design with avant-garde technical solutions, meaning that Superveloce 800 turns out to be a piece of art able to define the limits of time.
Is it just a vintage branding marketing operation? It may be, what we know for sure though is that this offer is widely attractive in this market. The motorcycle’s one has a fair share of elder people, and the median age is getting older over time.
Given that customers buy on “hot” states of mind, relying on nostalgia or just the will to feel young again is crowding older people in, while the advanced technologies and the brand’s strength itself is enough for the younger population. Furthermore, the bike applies to hipsters’ tastes, who notoriously enjoy modern solutions dressed up in vintage clothing.
Nevertheless, the bike still remains a top competitor in the market just by its usage value. Superveloce 800 presents all the traits a high-end bike should present: abs, traction controls, 148 horsepower, delivered at a weight of 173 kilograms.
Someone’s called this masterpiece a “time paradox”.
MV Agusta’s strength comes from its good doing from far away in time. No matter if it is vintage, modern, or both, when something is well-done it will always be acknowledged.
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Challenging the “giants”:
the second youth of Lotto Sport
There was a time in which Lotto Sport was the benchmark of the sport fashion industry: it is necessary to do a big step back to the 80s, when the Italian goalkeeper Dino Zoff won the World Cup, or when worldwide athletes like Ruud Gullit and Carlo Ancelotti sowed panic in the football field with their infinite class.
At that time, all the top athletes wore Lotto.
However, the success of the brand declined with time due to the marketing hurricane created by the establishment of the top sport brands that we all know: Nike, Adidas and Puma. For Lotto it was suddenly impossible to compete against these giants… until an important shift happened in the brand.
During the 21st century, Lotto Sport totally reinvented itself in order to survive against these enormous competitors. Thanks to the foresight of its manager Andrea Tomat, the brand has completely reinvented their collections aiming at reinstating the quality of the made in Italy that recalls to the past periods of success but offering a very modern product which is more suitable for our current period.
The new line called “Lotto Leggenda” perfectly embodies this new concept: this line proudly brings to light all the shoe models that made Lotto famous during the past, but reinventing their design in a modern and fashion way. Lotto Leggenda provides shoes for running, football and tennis addicted, covering an incredible number of high-quality consumers who buy Lotto Sport for its history and relevance in the sport world.
As mentioned before, Lotto Sport cannot directly compete with the sport leader firms (Lotto’s turnover is 48 times lower than Nike). For this reason, the brand decided to adopt a “multi-niche” strategy aimed at directly targeting customers who are looking for high quality and performance rather than covering the whole market. Lotto Leggenda perfectly fits in this strategy.
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The New Reality From An Old One: The Push Scooters!
It’s not uncommon now to walk through the center of a big city and see yourself overcome by silent and futuristic scooters. The simple but functional idea of fitting an electric battery to a vehicle that had disappeared from the radar of the average citizen seems to have ridden to perfection the needs of the new society: flexibility, independence and sustainability.
Helbiz, Lime, Bird, Dott, Hive are just a few examples of the leader companies of the scooter-sharing market. To have made this product successful, in fact, it has contributed to the extreme spread of the phenomenon of sharing economy: the ease and comfort of use, the playful nature and practical accessibility, make the electric scooter a real mass asset – although the term mass does not fit perfectly with the concept of sharing economy.
If until not so long ago this reality seemed far away from our national territory, following the health emergency of Covid-19 and thanks to the combination of state incentives and people’s mistrust towards the public transport, the electric scooter has actually entered the life of Italians. According to a survey conducted by the mUp Research Institute in collaboration with Norstat and commissioned by Facile.it, there are already 1.4 million users of the vehicle in question, 800,000 of which are proper owners.
Yet, different are the issues on which the topic is discussed: from the need for a balance between the obsolete road regulations and the new reality of vehicle sharing, to the visual impact of the numerous “hives” of scooters on the sidewalks, up to the diatribe regarding the need to take out insurance policies for a vehicle equated to bicycles, but which objectively has little to share with the latter.
Surely, however, we will continue to hear about electric scooters: a perfect example of how from a simple idea, combined with the contingencies of the market, it is possible to create a millionaire business.
Passamonti Alessandro
Pastore Federica
Proto Fabio
Raffaele Federica
Randazzo Giuseppe
Sources:
Salzano, I., “Monopattini, un mercato di 2,5 milioni di persone”, la Repubblica, 20 agosto 2020, https://www.repubblica.it/motori/sezioni/attualita/2020/08/20/news/monopattini-265056210/.
Photo Source: “Electric scooter just like hoverboard just for sale, but prohibited on the street”, Teller Report, https://www.tellerreport.com/tech/2019-09-02---electric-scooter-just-like-hoverboard-just-for-sale--but-prohibited-on-the-street-.rJxJgtqSB.html.
Once Upon a Time… The Camperos!
It was 1966 when Nancy Sinatra used to sing: “These boots are made for walking”, like a tribute to the boots which were beginning to get famous all over the world.
Camperos, Texano, Western boots, Cowboy boots, Rodeo, Vacheros: you can choose the name you prefer, but the image that comes to mind is just one.
Low, wide and just a bit inwards heel, rigorously upward pointed and triangular-shaped: these are the ‘‘rules’’ that Camperos boots must have, for everything else the creativity can indulge.
They were worn for the first time in 1923 by Texas Girls, to celebrate the 75th year from the foundation of Fort Worth city, but their notoriety must wait a few years.
It is the 1961 when the stunning Marylin Monroe wears these Texan boots, and the ascent of the iconic Camperos begin. They have been in fashion throughout the 1970s and confirmed their fame when John Travolta wore them in 1980, remaining a must have for the decade to come.
Then they took off.
After they have been missing completely from the fashion world for over 20 years, Camperos are now back in vogue.
Nowadays these boots are widely preferred by women, and they are strongly reaffirmed and widespread.
The “new’’ Texan boots show many and interesting features: leather or suede, knee high or ankle high, smooth or with embroidery, studs and buckles.
Camperos have returned a must have for all the fashion addicts: you can find them in the millions of girls’ shoe racks and in the most important catwalks.
These western boots have been proposed by every type of brand: from the cheapest one to the most important fashion brands, for instance Miu Miu, Zadig and Voltaire, Casadei. They are the perfect match for a casual look or with a more elegant style.
A revival to buy and to use for all the winter season, and why not, maybe also for the spring-summer one!
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Champion revival: collaborations and ’90s nostalgia
as key factors for the new brand strategy
In 2019 sportswear brand Champion celebrated 100 years of history. The century-year old brand could have not marked its milestone in a better way. Since 2017 the company experienced an extremely successful revival and is expecting to reach $2 billion in sales by 2022. Two key elements must be accounted for this achievement: collaborations and ‘90s nostalgia.
Champion was founded in 1919 by the Feinbloom family and became famous in the ‘30s for providing sweatshirts and tees to universities. Major innovations introduced by the brand were the hooded sweatshirt and the Reverse Weave sweatshirt to prevent shrinkage. The products’ growing success made Champion official outfitter of all the 27 teams of the NBA from 1989 to 2001. Since then the parent company SaraLee Corporation lost interest and Champion had to resort to selling at Walmart and Target.
In 2006 HanesBrands Inc. became the new parent company and set Champion on a completely new path. They invested in social media channels, updated designs, new brick-and-mortar locations and…Collaborations!
The first collaboration with Supreme in 2010 proved to be a huge success and paved the way to other partnerships with streetwear labels like Vetements and Off-White, and more recently the SS20 capsule collection with Chiara Ferragni and the latest with Craig Green for FW20.
These collaborations have helped Champion highlighting the brand’s versatility and exposing the brand to a new segment of shoppers, exploiting the “hype” surrounding those upmarket streetwear brands.
When Champion was coming back with all its collaborations, logo apparel was having a revival along with ‘90s fashion and streetwear, leading to the rediscovery of nostalgic, iconic designs.
Champion has been able to successfully take advantage of the new trends, refining the brand strategy with a focus on classic, iconic styles renewing them for today’s consumers.
If Champion will continue to keep an eye on the new trends while reconnecting to its century-old heritage and bet on smart collaborations, its success will definitely last for another century at least!
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Pepsi Generation: Nostalgia Commercial
Sometimes they come back. It was in 1992 when the super top model Cindy Crawford drove up to a dusty gas station, bought a Pepsi out of the machine and drank it. It was 28 years ago, but that iconic advertisement didn’t stop us dreaming: in 2018, year of its 120° anniversary, Pepsi has recreated that moment and many others that include timeless idols, on occasion of the Super Bowl commercial.
This advertisement is based on what we call ‘nostalgia marketing’.
In the modern society, purchasing and consumption activities respond more and more to symbolic needs rather than functional ones and products have a strong emotional value. In line with this, a lot of brands started using nostalgia as lever to trigger emotions.
According to a study published in the Journal of Consumer Research, nostalgia in advertising allows brands to connect with their audience on a powerful emotional level convincing them to spend money and to continue using the product because it promises an immediate return in the form of happy memories. Actually, remembering and reliving the past has the power to create a sense of belonging to the consumer, who, keeping in contact with a nostalgic advertising campaign, will experience the feelings of security and connection with past times.
Pepsi throwback advertising is narrated by Jimmy Fallon and includes a new version of the famous 1992 Pepsi Super Bowl with Cindy Crawford and her son Presley Gerber. The spot also features iconic celebrities of Pepsi’s past and present, like Britney Spears, Michael Jackson, Jeff Gordon, “Uncle Drew,” and a cameo from the famous DeLorean Time Machine from “Back to the Future.”
The commercial ends saying “This is the Pepsi for every generation”, highlighting the connections between past, present and future: celebrating the best past moments, they create new iconic ones for today and sets the stage for an exciting future, allowing Pepsi to be the choice for decades to come.
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INTERVIEWS
“This change is called Innovation”
Carlo Alberto Pratesi is full Professor of Marketing, Innovation and Sustainability at the Roma Tre University. Rector’s Delegate for Startups. Consultant on communication and marketing issues for leading companies. President of EIIS – European Institute for Innovation & Sustainability. One of the founders of the Italian Marketing Society. Member of the Order of Journalists and columnist of the Corriere della Sera.
We had the pleasure to interview him on some very important matters, such as innovation, sustainability, Covid-19 and social media marketing.
Carlo Alberto, how do you think these topics are related?
“Products, services and company’s processes become more sustainable if they change the way they are made and the way in which they operate: this change is called innovation. For being sustainable we must innovate, and to get more advantage in the market, we must prove to be more sustainable than others. Innovation is the lever to improve sustainability and sustainability is the key to make a good marketing strategy.”
About social media, “I hope that common sense can prevail. My feeling is that those who have something to say for the good of humanity must learn to use social media as well as Chiara Ferragni and Fedez, rather than criticize them. We must try to encourage the emergence of new influencers who bring the right message.”
As to the future leading generations “The suggestion which I would give is to keep open minded and curious as much as possible. Imagine our CV as a shopping cart, which fills up with lots of contents, some are a bit imposed; like when you go to the supermarket and there are things you have to buy, that’s the university study plan, while for others you can choose from an immense shelf that is the world of the internet. The person who has done his shopping best, will have done the shopping intelligently and will then be able to present himself to companies or to the world with a more varied and complete preparation, will clearly be rewarded.”
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Valerio Marra: The Evolution of Innovative Services
in The Energy Market
With +25 years of experience through commercial and marketing divisions of Vodafone and WindTre, Valerio Marra is now the Chief Commercial & Trading Business Unit Acea, Executive President Acea Energia and Sole Director Acea Innovation.
By joining us to talk, he shared some insights about the shifting scenario of the energy market and the changing of consumers’ demand.
What type of market scenarios do you suppose Acea is going to face, both in the short and long term?
“New sustainable trends, together with digitalization, have substantially changed the opportunities in the energy field. In this scenario, Acea launched a startup strictly related to the energy revolution, named ‘Acea Innovation’. Its’ aim is to accelerate the responses to the continuous changes in the market with an approach of ‘net innovation’, a method that relies on creating new services through strategic partnerships with third parties, competent in developing and implementing innovative ideas.”
Has Covid-19 changed consumers’ behaviours in the energy market? How are you preparing?
“Firstly, the consumer and business side have had different reactions, strictly due to the Italian lockdown. The former achieved an increase in energy consumption, while the latter faced a tremendous decline. Secondly, both subjects have pushed towards a more digitalized relationship with the company rather than a physical one. Therefore, in response to consumers’ needs, Acea implemented new digital CRM services that enabled the company to understand clients’ readiness to a more omnichannel strategy.”
Given your past important managerial roles, which advice would you give to young students who are about to enter the world of work?
“Due to my professional experience, I would encourage students to have positive perspectives towards new changes, since they are part of our individual life and career. Then, I would suggest them to be patient, trust the process and focus on working day by day so as to become valuable and recognizable within the company. Give yourself time to mature!”
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LINKIESTA
Elon Musk “Cybertruck” Epic Fail
Flop presentation for Tesla. The indestructible glass breaks the first time.
Crazy live worldwide for Elon Musk, CEO of Tesla.Inc, during the presentation of his Cybertruck.
“It is indestructible.” But it shatters!
Thousands of potential consumers totally changed their brand perception guided by two effects:
- Laugh effect: the breaking of the windows made consumers laugh enough to unleash social networks like Instagram and Twitter with memes providing advertising!!!!
- Little confidence: consumers give less trust to Tesla and this had a negative impact on its business.
As a consumer, what would be your reaction to this failure?
“Maybe you hit him a little too hard”. During the live presentation, Elon Musk reacted by saying so.
These words proved that Musk is able to manage every failure in the best possible way, exploiting his behavioral characteristics that contradistinguish himself.
In fact, he is regarded as one of the most disruptive and eccentric characters of the world.
From that moment, he has been working on different initiatives in the electric automotive sector launching new Tesla cars with a series of advanced hardware that can offer Autopilot functions and allow for fully autonomous driving in the future. Using updated software to improve functionality over time, these cars are able to perceive the road at 360 ° up to a radius of 250 mt. following the best path to avoid obstacles!!!
Fall to learn how to get back on your feet! This is the main motto of this innovative and brilliant man.
Can a single man revive a brand?
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Orange Fiber – Making Fashion Sustainable,
One Peel of Orange at a Time
In 2011, Enrica Arena and Adriana Santonocito, two girls from Sicily, Italy, launched a startup named Orange Fiber. The goal was to exploit the peel of citrus fruits in order to make clothing materials.
As bizarre as it sounds, the idea was based on valid studies and therefore won the two girls many important awards, which got the attention of well-established, fashion firms.
Indeed, the goal of Orange Fiber is just to provide an “empty canvas “which other fashion firms can print on. Orange fiber has had experience with brands like Salvatore Ferragamo and H&M, which embraced the cause for sustainable fashion by launching collections made only with recycled materials.
So, how is it possible to convert the peel of citrus fruits into fabric? Orange Fiber claims to take advantage of the otherwise wasted, 700.000 tons of citrus juice by-product that are produced every year in Italy: they use that to extract the citrus cellulose, which turns into a polymer apt to be spun and later turned into high quality fabrics.
Orange Fiber’s revenues are currently growing, but the main goal is still in the works: up until now, because of the still, relatively high production costs, the firm has only been able to supply materials to big brands which plan to make niches products. In order to disrupt this process, Orange Fiber is trying to find partners which can help to apply economies of scale, making the production process cheaper and more sustainable.
Actually, a big partner has already been found in people: in July 2019, Orange Fiber closed a crowdfunding campaign which raised €650.000 in just 3 months!
Luckily, sustainable fashion is a growing trend amongst young generations; supporting it can be as easy as recycling the peel of an orange.
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Nikola: Will Heavy Vehicles Take Off?
Nikola has many ambitious projects at the base, but it is not sure what is going on in Phoenix, what will happen?
Nikola Corporation was founded in 2014 by Trevor Milton in Salt Lake City, Arizona.
The goal set by the founder is to create a line of zero emissions trucks, through the use of batteries that exploit hydrogen to generate electric traction.
The markets immediately welcomed the idea with enthusiasm.
The promises of the company to create trucks with great autonomy upset the market, causing a strong attraction from investors.
In 2020, after several public previews and a huge event, the company was listed in the stock market to overcome the need for a wide capital to support the beginning of the miraculous projects that had been proposed.
The prospects appeared strongly prosperous. The introduction of hydrogen in the American market attracted the attention of many companies, including CNH industrial (FCA) and later General Motors.
The latter, after a strong growth of Nikola’s shares value, bought two billion dollars of shares, acquiring the 11% of the company.
Despite the positive trend registered, in the autumn 2019, the company had presented numerous uncertainties about the development of batteries’ technology: “We have innovative batteries, but we will present them in the near future,” said Nikola’s CEO Milton.
To date, that promise seems to have remained so, as nothing has yet been presented to the market.
Meanwhile, news bounced off the markets until, in September 2020, Hindenburg Research published an article entitled: “How to parlay an ocean of lies into a partnership with the largest Oem car in America”.
In this article is inscribed the evidence of the ineffectiveness of the numerous statements of science regarding the innovation discovered by Nikola.
Among these, is relevant the statement of a former employee about the published videos of trucks moving at high speeds.
Nikola’s own trucks were moving at high speeds due to the result of a strong descent from the hill on which they were placed, says the employee.
Uncertainty permeates the air… will Nikola be the future of trucks?
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Luxury shopping while sitting on your couch?
The dream came true!
What if we told you that you could find your new favourite piece of clothing, from your favourite luxury brand, without taking off your pajamas? All of this is now a reality: it’s the latest innovation introduced by Amazon Luxury Stores.
Since forever, Amazon had the ability to distinguish its platform from competitors’, especially in terms of innovation. One of the latest developments in this sense is Amazon Luxury Stores, a brand-new shopping experience allowing Prime users to purchase high fashion products directly from the app. This is not just Amazon’s latest attempt to tackle competitors in the high-end fashion sector. It’s also a new way for brands to foster their brand awareness, improve their management of inventory, selection and prices, and exploit the massive visibility of Amazon in order to attract new customers.
A huge portion of the volume of sales of the company is already coming from the clothing sector, – Amazon is USA’s biggest seller of clothing – but it’s mostly fast fashion products. Amazon never managed to attract or retain luxury brands and high-end designers, because the purchase experience on this platform was considered too generic and the outlook was too “cheapish”. Nike, for example, cut any direct selling through Amazon in 2019, preferring a “more direct customer relationship” with respect to the one offered by Amazon.
To make up for the lack of uniqueness in the purchase processes taking place on its platform, the USA-based e-commerce giant is now ready to give high-end fashion suppliers what they want for their brand. It will give the possibility to promote new luxury clothing collections with a digital version of flashy shop windows, with creative layouts and photographs with an innovative 360°-view. This is another important step towards the optimization of the online shopping experience, which is getting more and more realistic, almost tangible. According to researchers, the average human being processes visual contents 60.000 times faster with respect to verbal contents. That’s why it’s crucial to focus on fancy layouts and 360° view photos, which create the illusion to have the product already in your hands while browsing on Amazon. It’s especially interesting to monitor this innovation during the Covid-19 pandemic. And, once again, it’s not a surprise that Amazon is leading the change.
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BRAND HUNTERS
Positive Body Message or Marketing Strategy?
The most judged figure of the Milan Fashion Week 2020 is with no doubts Armine Harutyunyan, the 23 years old model chosen by Gucci.
Since Alessandro Michele took the role of the creative director, Gucci has taken various actions to overturn the conventional beauty standards we are used to. From its takeover, Michele has initiated to revolutionize not only the designs, but also the use of communication channels by choosing unconventional figures to represent the brand around the world.
A clear example of this new approach is certainly represented by the choice of the model Armine Harutyunyan, characterized by angular features, with thick eyebrows, long nose, thin lips and deep, dark eyes. Having purely Armenian features, the model differs greatly from the typical Western beauty canons, for this reason, right after her debut, all socials were overloaded with a mix of contrasting opinions. On the one hand there are those who supported Gucci’s choice in launching a positive body massage by defining the model as an unconventional beauty, on the other hand there are those who stated that beauty is something else.
Due to her features, Armine quickly became the victim of body shaming on social networks and in particular Instagram, where beauty standards different from hers have always been praised. Despite the criticisms, the model continued to post her photos fearless, declaring to national paper la Repubblica that “People are scared by everything that is different, there are many different ways of being beautiful.”
What is sure in this story, regardless of whether the model may like or not, is that Gucci came out as a winner from this choice, recording a notable increase in online research. Whether it was a choice to spread a positive body message or a marketing strategy, with no doubt the Italian Company Gucci won, managing to make people talk about itself worldwide through posts on social networks and newspapers.
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Durex: When Creativity Meets Success
If you own a social profile, either on Instagram, or Facebook, or Twitter, you cannot have missed the Durex profile, and we are sure that with their unique and hardened marketing they managed to catch your attention.
Durex, a company which sells condoms and products related to the “sexual-well-being”, adopted in the last years a strategy aimed at removing the embarrassment that people may feel when purchasing these products. It is very important for a company like Durex to eliminate this embarrassment because it may prevent people from buying, and cause revenues to decrease, which of course is not desirable at all.
The key words for Durex marketing strategy are: friendly and engaging communication. Through a few images, and some ironic sentences, the spectator will become enthusiastic, and acquire the precious “brand awareness”. Over the years, they managed to create a relationship with their target, based on transmitting the sense of safety and wellness.
What they do in practice is understanding the trend of the moment, either a political or social one, and then they construct upon these trends a story and transmit a message communicated in a very “relaxed” way.
One of the most recent examples of this unique and brave marketing approach is the Instagram post published after all the issues that rose about the last iPhone, since it will be sold without the charger.
The suggestive post claims: “We always sell this to you with the charger” referring to their electric products. If you go on their Instagram profile and read the comments, you easily understand how they succeed in capturing the appreciation of their followers.
Well, Durex managed, another time, to ride the wave and make people talk and remember about them.
Good Job Durex!
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L’Oréal: the importance of staying
on the right side of history
Would you have ever thought that make up could be the protagonist of an ad for men? The unexpected campaign developed by the advertising agency McCann for L’Oréal, launched in April 2019, transformed cosmetic products of the famous beauty firm in graphs representing women’s contributions to business.
This advertising was based on a research conducted by the agency and the brand that inquired the role played by gender in the corporate industry. The main finding of this investigation emphasized how even though most positions of authority are attributed to men, it is women who are able to attain significant accomplishments when given power in companies. This is what led L’Oréal to put pen to paper to the found data with the help of make-up infographics, while reminding men the unexploited value of female power.
This was not the last time that McCann collaborated with L’Oréal to point out the potential that lies in each individual. In fact, a year later the brand partnered up with the academy award winner Viola Davis to create a video with the aim of highlighting how we “never depreciate in value”, a concept in line with the motto of the company “Because I’m worth it”. The powerful message of the video acquired even more significance at a time characterized by the revival of “Black Lives Matter” and by the Covid pandemic.
These instances are perfect examples of how it has become pivotal for companies to communicate to its customers and to society. Staying relevant in a world where moral standards are changing can only be done by creating value for “activist” consumers through the ethical reputation of companies, aside from the quality of their products. L’Oréal, therefore, is not only exhibiting a smart communication strategy, but also seems to be on the right side of history!
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Brands, Germs, New Trends
How can you market and distribute a product when people are not allowed out of their homes? How can you catch customers’ attention with a bright, colorful advertisement if the streets are empty?
The pandemic of Covid-19 has profoundly modified habits, attitudes and everyday life, with sizeable repercussions on companies and businesses. A particularly hard-hit industry is the fashion and luxury market: from disruptions in the supply chain to closings of retail shops, the sector has suffered important losses in the first half of 2020. Despite the grim economic outlook brands are trying to bounce back on track, aided by new, innovative strategies and digital marketing techniques. For the first time in 2019 the digital advertisement market has surpassed in terms of revenues the traditional one, [capturing more than half of the total spent on ad campaigns]. This trend, accelerated by the pandemic, has pushed brands to embrace new guerrilla-marketing initiatives, to be realized and carried out in a completely digital space.
A good example of this new approach is represented by the Gucci Beauty launch campaign: in order to promote its first mascara, the company has created a virtual party, to be joined interactively through its social media channels, as well as a special Instagram filter to simulate the application of the product. Instagram stories, with more than 500 million daily users, are a formidable instrument to develop and improve brand awareness.
This type of campaign (employed by other firms in the same market segment, such as Burberry and Prada) combines the traditional advantages of guerrilla marketing, such as low cost and high visibility, with the dynamism and the fast growth associated with social media platforms. Elements of community building (with a special attention to inclusivity), structured partnerships with social media influencers and viral, fast-growing hashtags create customer engagement, shaping a positive brand image with a direct impact on revenues.
Is this what the future of advertising looks like? It is still hard to tell. But in any case, digital guerrilla-marketing is here to stay.
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Mercedes as a Marketing Attacker
Have you ever seen an advertisement that made you speechless? Have you ever wondered who imagined such a mad billboard? If you did, then you were probably facing an example of guerrilla marketing advertisement.
Just like in guerrilla fighting, the key objective is to surprise enemies (sorry, consumers). Being a low budget technique, it aims to create a strong emotional reaction in the few people who see the real life “guerrilla” advertising. Word of mouth would do the rest: spreading the news to a much wider community compared to the one initially targeted.
Recently, different guerrilla marketing’s approaches have been applied by the automotive industry.
Indeed, an example has been Mercedes’s innovative campaign to promote its new hydrogen fuel cell technology. To present it, they decided to simulate an invisible car. How? Simply by putting a screen on one side of the car, cameras on the other, and projecting on the screen the view that would have normally been blocked by the car! The result was fascinating: a fully transparent car.
Another Mercedes’s ad campaign was launched against competitors just before the market entry of the new Class A in 2012. The tactic was brilliant: Mercedes attached its own emblem on the other cars above their badges! This strategy ended with many car owners totally convinced about a better look of their car with the presence of the new emblem: the Mercedes one!
To conclude, even if these campaigns were successful, Mercedes should pay attention to the competitors’ responses. For example, ask BMW about the spot made when the famous Mercedes CEO has retired, but this is another story.
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The Power of Chipotle Storytelling:
The King of Meaningful and Captivating Short Movies
As customers are getting tired of traditional advertising, companies are exploring the incredible potential of brand storytelling. Instead of promoting their products, enterprises are developing original fictional stories that capture the attention of the audience through a simple emotional narrative.
A branded tale does not only entertain with amusing videos, but also creates a strong connection with consumers who may identify with the brand’s values.
Among great storytellers the first place goes to an American restaurant chain which is trying to bring sustainability into the fast-food industry: Chipotle Mexican Grill. Chipotle is a master of non-traditional advertising and its touching stories reflect its commitment to transparency and integrity of food. Instead of just promoting its products, Chipotle promotes the brand’s purpose by creating stories that invite customers to embrace more responsible eating habits. And the results speak for themselves: increased awareness, loyalty, word-of-mouth and revenues.
Back to 2011 the company won the Cannes Grand Prix and the Grandy Award for its short animated movie “Back To The Start”, where a farmer transforms his farm into an animal factory but realizes his mistake and goes back to sustainable farming. Another hit released in 2013 is the short “The scarecrow”, where the protagonist witnesses animal mistreatment at the food factory he works for. Back home he starts cooking with vegetables from his garden and in the final scene where he serves fresh tacos we see Chipotle’s slogan “Cultivate a better world.”
Worth the mention is the 2016 short “Love Story”, where the owner of a lemonade stand has a crush on his rival and starts a challenge to gain her attention; this competition gives rise to two fast-foods and after realizing their self-destructive actions, the protagonists go back to fresh food and finally fall in love.
Together with the comedy series “Farmed and Dangerous” and the 2019 documentary “Behind the Foil”, Chipotle is proving that visual content based on authenticity and creativity is key for a meaningful and memorable communication.
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Spotify Viral Marketing:
How Big Data Generates Engagement
Viral marketing is a Guerrilla Marketing technique that leverages users’ feelings and attitudes to push them to share characters of the campaign. One of the best examples of viral marketing is Spotify’s end of the year campaign.
The Swedish streaming platform collects ‘the year in music’ for every user and presents to the subscribers an interactive interface, natively made to let them share their world of music on social media. Thanks to the enormous amount of data collected day by day, Spotify ‘nudges’ users to share with the community their listening habits.
In 2016 Spotify put advertising boards around the streets of 14 different countries across the world for the “Thanks 2016. It’s been weird!” campaign. Through big data elaboration, the company was able to run an ironic and involving campaign to expose the weirdest habits of their users. Thus, for the first time Spotify was sending each user this ‘end of the year report’ in an easy-to-share format. The campaign soon showed its great potential and the users started acting as a real community, sharing in mass their reports, hogging social media for days.
The campaign was confirmed year by year. At the end of 2019 had a striking impact on social media and generated hundreds of millions of engagements. Spotify kept the ironic cut and the detailed report but also implemented an overview on the users’ best music of the last decade through playlists, revivals, rankings, statistics. It had a stunning success.
The appointment has become not only an occasion for viral marketing, but also a strength showdown by Spotify because of the high-fidelity demonstrated by their subscribers. Thanks to feelings leveraging, big data and share-native contents, Spotify managed to achieve the goal to associate an entire life experience and a sense of community with the fruition of their service.
Curious to know how it will evolve? We just have to wait for the 2020 campaign!
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Coke or Pepsi? That’s The Eternal Dilemma!
More than a mere commercial rivalry, it is a real “war” played across a lot of different battlefields and made by advertising campaigns more and more striking to acquire the supremacy of the carbonated soft drink (CSD) market.
The so-called Cola Wars are some of the most famous and long-lived commercial feuds in history. It all started in 1975 when Pepsi launched the “Pepsi Challenge”, a side by side blind taste test between the two brands, in which the outcome was that consumers preferred Pepsi to Coke. This was a splendid move that still stands out in the history of marketing as one of the great fights between these two companies due to the great success achieved.
The comparative advertising became a strategic tool often used by Pepsi to point out the ways its brand was stronger than the market’s leader Coca-Cola paying particular attention to the weaknesses of the latter.
The most impressive spot that still lives in people’s mind is surely the one with the child that wants to get a Pepsi from the vending machine but is not tall enough to reach the Pepsi’s button. It is brilliant how he gets around the difficulty: he inserts coins and buys two Coke cans to stand up on them and finally is able to press the Pepsi’s button.
This particular advertising practice continues to be used by Pepsi to this day: in 2013, for Halloween, a funny advertising campaign was launched in which the can of Pepsi was dressed up as a frightening Coca-Cola!
Of course, without this endless competition, we would not have some of the most iconic advertising campaigns that have revolutionized the industry and shaped pop culture as we know it today. All that remains is to wait for the next battle of the Cola Wars!
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The Colenso BBDO Campaign for Express Couriers
Today’s consumer is no longer a passive actor who spends his time zapping on the couch, but an active subject who chooses the content he finds most interesting, through online channels, such as social media, and offline, such as television or radio.
This is why businesses, whether small or large, need unconventional methods of communication to attract consumer attention.
The best answer to this need is guerrilla marketing!
The concept was born in 1982 with the book of the same name by Jay Conrad Levinson, according to which armies in situations of inferiority resort to the technique of the guerrilla to take the opponent on the back foot through unexpected and rapid actions.
As Umberto Eco says, “in an era in which information has become the main asset and only those who control the media have the power, the winning move is given by guerrilla, understood as a form of communication parallel to traditional media”.
How can we not talk about the campaign of the agency Colenso BBDO for Express Couriers!
This is one of the most iconic examples of ambient marketing strategy: posters that become interactive and play with another dimension of the surrounding environment, the time!
The advertising sign created for the Express Couriers shipping company presented the headline “This message will self-destruct in exactly:” under which a monitor that counted down and next to it the ticket “when we give you a time, we mean it”.
At the end of the countdown the advertising poster exploded, and the Express Couriers achieved a truly remarkable media explosion, despite the cheapness of the campaign – the Colenso agency said it spent about $20,000 for its realization.
The campaign has also received several awards, including a Gold at the Spike Awards, Best in Show titles at New Zealand’s Axis awards and the Clio Award 2008.
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Gamification in the luxury fashion industry:
Gucci partners with Tennis Clash
Nowadays the luxury fashion industry brands have the opportunity to exploit digital tools of all kinds to communicate their exclusive value proposition. It is against this background that the famous Italian brand Gucci took advantage of the growing Gamification advertising experience trend to promote a new capsule collection within the successful video game Tennis Clash.
A common ground for the fashion and videogames industries is represented by the great engaging experience videogames are able to create. As Kai Hountari and Juho Hamari recall, the concept of gamification is built right on this perspective and defined as a process that makes use of game experiences to support an ongoing value creation for users. This innovative marketing tool can be therefore adopted by a company to increase community engagement, bringing customers closer to the brand, its products, and its services.
Louis Vuitton, Kenzo and Raf Simons are among the most famous brands that started to test the water on digital channels, but this year Gucci really raised the bar. In June 2020, the Florence-based Maison announced a partnership with the app Tennis Clash, designed by Wildlife Studios, that today boasts more than 10 million downloads just on Google Play Store. Following the success of Gucci Arcade, 70s and 80s inspired video games accessible directly from the Gucci brand’s app, the House has introduced a variety of content within the Wildlife game that simulates tennis matches. Players can participate in a virtual tournament entirely sponsored by the fashion house (Gucci Open) and, above all, they can customize their avatars with exclusive Gucci branded suits, which are also directly available for purchase thanks to an immediate connection to the e-commerce of the maison.
There is a blurred line between virtual dimension and reality, and marketing campaigns of this kind can provide manufacturers very high returns on brand image, getting potential customers to live a completely immersive experience.
What will be the next step of Gucci? Serial game players will for sure be first to find out!
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Horror Movies and Guerrilla Campaigns:
Are You Scared of Marketing?
In a world in which consumers receive multiple marketing messages every day, non-conventional communication tools are necessary to win their attention. Two cases in which Guerrilla Marketing has been used in a successful way are the ones related to the promotion of the horror movies The Blair Witch Project (1999) in the US and It (2017) in Australia, countries in which this industry is constantly evolving and so it requires groundbreaking advertisements.
The promotion of The Blair Witch Project started two years before the release of the movie, and it began with the broadcasting of a mock documentary shot in the forests of Maryland by three students, who apparently disappeared during the filming. The mysterious vanishing was associated with the frightening legend of the witch by the directors of the movie and the campaign also included the creation of a website containing fake evidence, such as police documents and the missing person posters of the students to add more realism to the event.
The use of these tools increased the interest of the public and the website was visited 100.000 times after one week; in this way, a low-budget movie shot by emerging directors became one of the biggest marketing cases in the movie industry.
Guerrilla Marketing has also been used to promote the last adaptation of It, when the famous red balloon that everybody associates with the movie captured the attention of the inhabitants of Sydney. On the city streets, in fact, many red balloons were attached to manholes and the claim “It is closer than you think” was written with chalk next to the sewer grates.
Just like the one conceived for The Blair Witch Project this campaign was successful and many people published photos of the initiative on their personal social media, demonstrating that Guerrilla Marketing campaigns can always amaze and involve the audience.
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Vote the Asshole Out:
Patagonia Stands Up Against Climate Change Deniers
In September 2020, two months from the presidential elections in the U.S., Patagonia launched a harsh but brilliant campaign that urges people to ‘vote the assholes out’.
The phrase was printed on the backside of the tag of the brand’s men shorts: a tiny detail – an easter egg, one would say – that could have easily gone unnoticed and that instead went viral on the web, gathering support and approval from all around the world.
The “assholes” to whom the etiquette is addressed are all the politicians who deny climate change and ignore science evidence, putting at risk the future of our planet. And as we all know, the Trump administration turned out to be exactly so. Just to mention a few, in the last years of office it decided to withdraw from the Paris Climate Agreement, allowed oil drilling in a wildlife refuge in Alaska and approved the downsizing of many natural parks and protected areas in the U.S.
“The 2020 U.S. Senate races will have a significant, long-lasting impact on the strength of our nation’s climate policies” states Patagonia, and thus, if we want to preserve the existence of our wild places, this year “we need to elect climate leaders”.
The company’s commitment is so strong that they even decided to publicly endorse candidates for the upcoming election. On their official website there is a section called “make a plan to vote” in which Patagonia recommends politicians who really stood out for supporting green initiatives and being sustainability leaders.
We are looking forward to seeing the results of the elections.
What is sure is that Patagonia’s activism will continue to make the news for a long time and, in case you were wondering – yes, all the shorts have gone sold-out.
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Red Bull: Much More Than Just a Soft Drinks Company
In an era when customers’ attention span is getting shorter and shorter and competition on traditional advertising channels and social media is increasingly fierce, Red Bull differentiates its communication strategy and the way it reaches customers thanks to its unique combination of product placement and sponsorships of a huge variety of events.
Over the years, Red Bull has sponsored hundreds of racing and charity events, music and arts festivals, building up a strong brand identity associated with a cool and adventurous lifestyle.
The company has gone beyond this by directly entering the sport business and securing greater control over strategic decisions. Indeed, Red Bull is heavily present in the football markets, owning several teams in different professional leagues. The most well-known team is RB Leipzig which has already established a record, reaching the Champions’ League semi-final in 2019 despite only being founded only in 2009.
Red Bull also owns several teams in professional ice hockey leagues and car racing competitions. The most famous is the Red Bull Racing team in Formula 1, which has won 4 World Drivers’ Championships and 4 World Constructors’ Championships.
This unique communication strategy gives Red Bull an edge compared to its competitors. Red Bull is not just a can on the shelves of a store, but it conjures up an image of fun-loving parties and adventures, outdoor activities and professional athletes, such as Dovizioso, Iapichino and Berrettini.
Lastly, Red Bull has also consolidated its product placement in Hollywood movies, linking its products to adventures which reach a wide audience.
The unconventional marketing strategy of Red Bull and the peculiarity of the channels chosen by the company give it a huge competitive advantage which enhances its brand equity and ensures the company superior performances.
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How Guerrilla Marketing has changed advertising: McDonald’s and Nike cases
What is the famous Guerrilla marketing that everybody is mentioning?
Well, Guerrilla marketing is a non-conventional form of marketing characterized by low-budget actions aiming at surprising and stimulating the curiosity of people.
In order to fully understand what this concept represents, we have to keep in mind what marketing is, and according to Jay Conrad Levinson, father of Guerrilla Marketing:
“Marketing is every bit of contact your company has with anyone in the outside world”.
The difference between the old-fashioned marketing and Guerrilla marketing is that the latter relies on different concepts: rather than focusing merely on profits, views or sales, Guerrilla Marketing is based on cooperation and customer consolidation as fundamental aspects.
Guerrilla marketing can be thought for small-businesses owners due to its take-no-prisoners approach to find clients: you either have a strong positive impact on clients or you get completely rejected by them. Moreover, it is focused on the so-called “you” marketing, in which every idea and word is addressed to the customer.
The reason for its popularity and success reside in the ability of surprising the targeted audience by creating at the same time deep and simple associations with a brand, inducing reflections.
McDonald’s is one of the most famous international companies to have used this unconventional form of marketing.
An amazing example was realized in California: the idea was to transform a streetlamp into a carafe of coffee that is poured into the classic hot drink glass.
But think also about that time when the company modified simple pedestrian crossings in Zurich by designing fries in the classic McDonald’s branded bag.
And how about the funny bench with Nike’s logo but without a seat? The message is: “think about health, don’t sit down, run”, maybe in Nike clothes… Undoubtedly brilliant!
Born for small-businesses, it is now also used by large-business who have understood how effective it is, by stimulating certain psychological aspects that change purchasing decisions.
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Fendi X Rummo: much more than a partnership
A personalized pack of Rummo pasta and some family photos comprehending multiple Fendi generations. This was the invitation Fendi designed for the SS21 collection’s presentation at Milan Fashion Week.
The box, which contained two pack of pasta designed as the iconic Double F logo, the Nonna’s lemon pesto recipe and the Fendi family photos had the goal of recalling a homely and Made-in-Italy atmosphere, thanks to the collaboration with the Italian pasta brand, renowned for its artisanal aesthetics and bronze drawing technique. An artisanal choice that went perfectly with the clothes shown during the Fashion show, in which cotton and lined were the masters, and an affectionate irony related to the domestic dimension that the World had to rediscover during recent months. The collection is intimate and discreet, while the straight lines of the dresses tell the stories of Italian craftsmanship.
American entrepreneur Claire Olshan, who owns a boutique and café in New York, explained the relationship between fashion and food during an interview with CR Fashion Book:
“In this day and age, consumers want value from their purchases. They are not just buying the product, they are buying the experience and the inspirational world that the product holds”.
A pack of pasta that celebrates the never explicit union between fashion and carbohydrates is, with no doubt, a bizarre concept. Nevertheless, it is not the first time that the culinary world dialogues with that of fashion shows.
During the 2020 Fashion Week, GCDS presented its collection in collaboration with Barilla, with the same goal of paying homage to its roots, while Gucci sent out baskets of fresh vegetables as an invitation for the Epilogue presentation.
Every family passes on stories and tales: the Fendi family has always praised the value of beautiful and simple things, such as handing down the trousseau and the sheets.
Fendi with Rummo wanted to enhance the luxury of tradition, patience and hard work: this invitation is destined to remain in the history of fashion.
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Guerrilla Express – Departure:
the ’80s, Destination: 2020
Companies use Guerrilla Marketing to catch the public’s attention with extraordinary actions and unusual forms of communication. This article is a journey through different eras in which Guerrilla Marketing techniques have been used.
The journey starts at the end of the ’80s. In a club, a pretty lady asks a young man to buy her a drink. But not any drink, only a specific Brand X drink will do. He buys the drink, and she continues talking about why that specific brand is her favourite. This technique was largely used back then in the ‘80s and is still used today because of its simplicity and effectiveness.
The second stop in our tour into Guerrilla Marketing is 2007. In Germany, a passer-by is walking on the pavement directed to work and suddenly she stepped on something sticky that she was not able to see. No, it is not a chewing-gum, but instead a special sticker designed by UNICEF to raise awareness to the dangers of landmines. The stickers were invisible until they stuck on people’s feet. When the passers-by removed the sticker, they were surprised to see a landmine picture on the bottom side and reflected on the fact that they were very lucky not to risk stepping on a real one.
Our third and final stop is 2020. To advertise the series Dracula the BBC creatives had a brilliant idea. A white billboard with the title of the show written on the right-side and on the left-side wooden stakes and oozing blood apparently randomly placed. Just apparently, because with the dark as the light is switched on, the stakes cast a shadow of the famous vampire himself.
During this historical journey we have witnessed very creative Guerrilla Marketing execution. In the future we can expect new remarkable ideas, but history teaches us that some elements of the execution will remain the same: low budgets, combination of different technologies and memorable moments.
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FUTURE MAKERS FOR GOOD
A letter to my inner warrior
“Life isn’t about waiting for the storm to pass.
It’s about learning to dance in the rain”
Vivian Green
What would I tell myself the day that I learnt that I had breast cancer? Hey you! Here you are, on the day you hear the doctors say: it is cancer. I did not visit the doctor until that day. What in God’s name was I thinking about? If I knew that there was an organization called Susan G. Komen which is committed to investing in breakthrough research to prevent and cure breast cancer, saving my life would have certainly been easier. But when something unexpected happens in your life, you just react and I remember myself thinking: “I have to be strong, fight on, I will kick this cancer out of my body”.
But Susan G. Komen revealed the real secret, when they told me: “You need to be vulnerable, stop trying to feel that you could save the world when first you must save yourself”. No one ever tells you that the hair on your nose comes out too – it is just hair, it does grow back. I was worried it could change my marriage, it could change me as a mom, and it did not. Therefore, be patient with your family and friends because they love you. Accept help, ask for help, ask for a lot of it, by all the volunteers who work on a daily basis to make you feel loved, cared for and understood. Use your gifts from your journey and help who walks the same path. Don’t be hard on yourself and laugh at yourself. Start dancing in the rain. Hence, it is critical that staff examinations along with mammograms become a part of our routine medical care.
We must find a cure, and we must keep fighting. In some days, I will be celebrating 10 years of being cancer-free and this makes me a lucky one.
In the end, what I would tell myself on the day I was diagnosed would be to close my eyes and see the inner warrior that Susan G. Komen made me find.
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MARKETING CASES
Prendi un cliente, trattalo male
L’aumento dei players nel mercato accresce la necessità per le aziende di creare un quid che sia non solo distintivo rispetto ai competitors, ma anche memorabile per i consumatori. Le principali teorie di marketing collimano con l’idea di puntare alle emozioni dei clienti, ma non è sufficiente sorprenderli, poiché bisogna farlo quando loro non se lo aspettano. Le azioni in questione non sono di facile applicazione, poiché un’iniziativa sbagliata può causare un effetto boomerang a causa del quale i consumatori silenziosamente si allontanerebbero dal brand.
Burgez è un’azienda italiana e il quid distintivo e memorabile è presente in ogni parte di essa: dall’idea vincente al punto vendita fisico e, in modo particolare, alla strategia comunicativa. L’idea di Burgez è partita dagli Stati Uniti, ha attraversato l’Oceano e ha trovato le sue radici nella città di Milano. Tra le caratteristiche principali che contraddistinguono la strategia comunicativa troviamo la sorprendente capacità dell’azienda di stupire i consumatori tanto attraverso il canale fisico quanto attraverso il canale online.
Al fine di rendere unica la propria strategia, la celebre catena di hamburger fa largo uso di diverse strategie di comunicazione: l’utilizzo sinergico di guerrilla marketing, metacomunicazione e un forte focus sull’omnichannel ha dato a Burgez la possibilità di portare il concetto di customer engagement a un livello superiore.
In diverse occasioni Burgez ha dato piena dimostrazione del proprio potenziale creativo. Per concretizzarlo, ha realizzato campagne che, per chi apprezza le sue modalità comunicative, ne hanno aumentato la fidelizzazione; per chi, invece, era estraneo a questo tipo di messaggi, hanno portato in alcuni casi a reazioni di forte dissenso. Nel bene o nel male l’obiettivo di Burgez viene sempre raggiunto: far parlare di sé.
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Food and music: il caso di Barilla e Spotify
Accompagnare il cibo con della buona musica: questa è la nuova ricetta proposta da Barilla.
Partendo dall’idea base che per cucinare una buona pasta sia fondamentale affidarsi ai tempi di cottura, l’azienda ha deciso di sperimentare in collaborazione con Spotify le “Playlist Timer Barilla”. Si tratta di raccolte di brani musicali, sia classici, sia di tendenza tra i giovani d’oggi, che hanno la stessa durata del tempo di cottura di alcuni dei formati di pasta più apprezzati e prodotti dall’azienda. Attraverso questa iniziativa, Barilla ha generato customer engagement dando valore a momenti di vita quotidiana solitamente poco considerati. La scelta di Spotify, che consente l’accesso gratuito ai suoi ascoltatori, ha permesso a Barilla di raggiungere un target più ampio. Il consumatore non è più destinatario passivo della comunicazione da parte del brand, come succede con i classici spot pubblicitari, ma diventa un soggetto attivo, coinvolto in una nuova esperienza. Dall’analisi del caso è emerso come al giorno d’oggi i consumatori non desiderano più soltanto prodotti che soddisfino un bisogno transitorio, ma tendono a ricercare e preferire un’esperienza da vivere, un momento significativo da ricordare, che sia il più possibile personalizzato. Per tali motivi per le aziende è importante, soprattutto in questo momento storico, riuscire a coinvolgere l’intera sfera sensoriale, al fine di stimolare la propensione all’acquisto e una maggiore fedeltà nei clienti.
Il presente studio si apre con un’introduzione all’azienda, seguita da un’analisi approfondita del caso, indagando i principali aspetti della strategia adottata da Barilla. A seguire, alcuni studi teorici sono stati riportati come supporto alla nostra analisi sui concetti di customer engagement e sensory marketing. Infine, vengono messi in evidenza potenziali suggerimenti pratici rivolti non solo all’azienda esaminata ma anche a tutte le altre, che hanno lo scopo di coinvolgere i consumatori in modo innovativo e originale.
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Protect Paradise:
Corona Extra oltre il concetto di azienda
Natura incontaminata e spiagge paradisiache: e se tornarci fosse davvero solo un sogno? E se rilassarsi in riva al mare con una buona birra fosse ormai un desiderio lontano? Affinché questi sogni non rimangano irrealizzati, Corona Extra non si dà per vinta e sceglie l’ambiente, tuffandosi in una nuova mission: preservare e tutelare i mari e chi li abita dall’azione dell’uomo è ormai la nuova priorità e il brand ne ha fatto la propria ragion d’essere.
Considerata la crescente attenzione nei riguardi della sostenibilità e dell’ambiente, la campagna “Protect Paradise” lanciata nel 2017 da Corona Extra è un esempio lampante di un’iniziativa di successo che è riuscita a coniugare il business dell’azienda con problematiche di rilevanza sociale e globale. Analizzando le implicazioni teoriche che sono alla base delle scelte strategiche dell’azienda, emerge che quest’ultima, facendo leva sulla propria forte immagine associata all’idea di evasione dalla frenetica quotidianità per rilassarsi in angoli di paradiso, si è schierata in difesa del pianeta, facendo della tutela dell’ambiente il proprio brand purpose. D’altra parte, la campagna si prefigge lo scopo, attraverso l’utilizzo di strumenti propri delle scienze comportamentali, di introdurre dei behavioral standards che spingano a adottare comportamenti sostenibili, riducendo così l’impatto ambientale. A tal proposito, l’azienda fa leva su molteplici tools relativi a alcuni bias cognitivi, come il social proof, la strategia di nudging e il feedback.
“Protect Paradise” rappresenta un elemento di novità in quanto scardina i numerosi pregiudizi attribuiti al marketing, dimostrando che, se ben fatta, un’iniziativa può apportare cambiamenti radicali importanti non solo a livello economico per l’azienda, ma anche a livello sociale per l’intera comunità. In questo modo, il brand è andato oltre il concetto di azienda, dando voce a un problema reale e ponendosi alla pari dei consumatori invitandoli a agire per una realtà più sostenibile.
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Coca-Cola: perché berla quando puoi ascoltarla?
Come può un marchio anche dopo tanti anni rimanere sempre la prima scelta nella mente di ogni persona? Una possibile risposta è il corretto utilizzo delle strategie di marketing affinché un brand rimanga top of mind per i consumatori. Un esempio è l’azienda Coca-Cola, con la sua campagna pubblicitaria con slogan “Try not to hear this”, diffusa in tutta Europa. Il brand ha sfidato il pubblico a riprodurre, nella propria testa, il suono legato all’immagine che visualizza. Ma come è possibile sentire un suono che effettivamente non viene emesso? La risposta è la sinestesia, una condizione neurologica che fa sì che il cervello combini le esperienze sensoriali in modo inconsueto. Una persona sinestetica riesce a provare sensazioni diverse allo stesso tempo, mentre solo un senso viene stimolato. I vibranti primi piani mostrano immagini macro di momenti classici legati al brand, il frizzante delle bolle, lo stappare una bottiglia o l’aprire una lattina. Lo slogan agisce come un trucco di psicologia inversa, cercando di far ricordare agli spettatori un suono che è stato detto loro di evitare. Mostra al pubblico, tramite un’illusione uditiva, come sia necessario un semplice ricordo, legato alla memoria sensoriale, per sentire il bisogno di un qualcosa, come una Coca-Cola rinfrescante. Al giorno d’oggi i consumatori spesso credono di essere immuni agli effetti della pubblicità, innumerevoli sono le statistiche che mostrano come molte persone ignorano attivamente gli annunci. Così Coca-Cola ha creato uno spot che ha costretto le persone a fermarsi, guardare e ascoltare.
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Cadillac at Super Bowl: a nostalgic advertising
On the 7th of February, for the championship final of the National Football League, the 55th Super Bowl edition, Cadillac presented an original and melancholic advertising. The company, which is part of the holding General Motors, chose to present to the public its latest product “LYRIQ SUV – Coupé – its first electric car, with a hands-free driving system.
The product was introduced to consumers through a storytelling that narrates the everyday life of Edgar Scissorhands, played by the young and popular Timothée Chalamet. The character is Edward’s son, specifically created by Cadillac for the commercial.
Reviving the iconic Tim Burton film “Edward Scissorhands”, the advertising shows to consumers how Cadillac’s car technological innovations allow Edgar to overcome his problems, making him able to drive a car.
The company’s objective is to bring back viewers to old memories, with a recall to frames of the original movie and thanks to the presence of Wynona Rider, Edgar’s mother in the advertising and
Edward’s girlfriend in the Tim Burton cinematographic work. Through the combination of an iconic movie, of its original actress and of a best-loved actor, this advertising combines elements of nostalgia marketing and current trends. Indeed, the advertising makes consumers experience positive feelings, activated through mnemonic associations that attract older generations and at the same time uses nowadays tendencies to attract younger people – Millennials and Gen Z.
With this content, the company aims to reinforce brand image and to generate product awareness, indeed the car is not currently on the market, so the main objective is not to increase sales. Cadillac was able to convey in an original and emotional way the technological innovations of its product, generating hype for the new SUV. We only need to wait to see the social and economic results of this nostalgic advertising!
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Brands taking a stand:
Flowe, between Sustainability and Gen Z
The influence of Gen Z, the first generation of true digital natives, is now expanding and topics like social issues and believing in certain values affect their behavior and reflect in their consumption patterns. The incomparable level of connectivity, given by new technologies, makes generational shifts more important and speeds up digital and social trends as well. In this general scenario, Flowe is a fintech initiative launched in 2020 by the Mediolanum bank group. Flowe is an innovative, fully digital banking service and is dedicated to all those who are sensitive to the demands of sustainability and social evolution. The link between innovation and sustainability can be seen from the choice of brand’s colors to the multiple initiatives supported. Flowe values sustainability as an integral part of its vision and mission and this makes this company particularly interesting from the point of view of Brand Activism. Brand Activism consists in the business efforts to promote social, political, economic, and/or environmental reform with the desire to promote improvements in society.
The desire of Gen Z is to take charge of their own lives and to pass the uncertainty about the future given by the multiple crises in which they live. Businesses are now expected to be agents of this change, it may be an opportunity for them to occupy a new role in the society. It is not a coincidence that among the ten mega trends of Reputation Institute for 2020, five of them are, directly or indirectly, connected to brand activism: Higher purpose, Responsible investing, Mistrust of big institutions, CEO activism and Sustainability and responsible sourcing. For brands, it is no longer a question of deciding whether or not to take a stand. Abstention is no longer an option.
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La psicologia inversa come driver
per la creazione di valore: il caso Zalone
Mettere al centro le persone, studiandone con attenzione comportamenti, aspettative e reazioni. È questo l’obiettivo del marketing sociale non convenzionale che si rivolge ad un pubblico sempre più stanco dei classici spot pubblicitari e, sfruttando l’effetto domino del “passaparola”, mira a sorprendere il destinatario per mezzo di una narrazione imprevedibile, originale e carica di ironia.
Con lo scopo di spingere il pubblico a donare per la ricerca sull’atrofia spinale muscolare, l’associazione Famiglie SMA ha realizzato un inusuale spot di beneficienza con Checco Zalone e l’indimenticabile Mirko Toller, puntando a attrarre maggiormente l’ascoltatore non solo attraverso la riflessione su una tematica molto delicata, ma anche attraverso uno storytelling carico di umorismo e autoironia.
Fondamentale per la buona riuscita della campagna promozionale è stata la tecnica dello “shockvertising”, cioè una forma pubblicitaria che, rispetto a una comunicazione più tradizionale, genera un forte impatto emotivo nel pubblico, catturandone l’attenzione nei modi più stravaganti e originali. Riuscire a sorridere e a sdrammatizzare di fronte alla malattia non è per niente facile, ma Famiglie SMA ha raggiunto il suo intento, riuscendo a rendere gli spettatori maggiormente consapevoli dell’importanza dell’iniziativa benefica.
Tutto questo è stato possibile per mezzo di una perfetta raffigurazione dei personaggi, in grado di aggiungere valore al messaggio e di amplificarne la sua efficacia. La comunicazione non convenzionale di Famiglie SMA ha quindi sfruttato la forza del neuromarketing, attraverso il quale il pubblico ha avuto la possibilità di entrare in empatia con i protagonisti dello spot, comprendendone le diverse emozioni.
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La collaborazione è la chiave del successo
Cosa succede quando uno dei brand più famosi del mondo si unisce con il rapper più in voga del momento? Per scoprirlo abbiamo analizzato il caso della collaborazione tra McDonald’s e Travis Scott che ha suscitato una enorme attenzione mediatica a livello internazionale o come si dice in gergo: un grande “Hype”.
L’idea di questa collaborazione nasce dall’esigenza del fast food americano di cooperare con qualcuno che fosse in grado di catturare l’attenzione del più vasto pubblico possibile, senza discriminazioni. E che potesse essere inoltre anche da propulsore per superare un periodo caratterizzato da inattività e perdite a seguito delle chiusure causate dal Covid-19. Per queste motivazioni la decisione è ricaduta su Travis Scott. Considerato dai più come il “rapper di tutti”, la scelta del brand dagli archi dorati è risultata vincente su tutti i fronti, dalla campagna pubblicitaria, alla realizzazione fino alla risposta del pubblico.
Dal canto del rapper di Houston, il McDonald’s ha invece rappresentato un’ulteriore sfida per incrementare ulteriormente le sue attività che lo hanno portato a espandersi in nuovi settori apparentemente lontani dalla musica e a allargare ancora di più i suoi orizzonti aggiungendo un ulteriore lustro alle già numerose e stravaganti partnership portate avanti finora. Su tutte la linea di calzature ideata con il colosso americano Nike e l’idea rivoluzionaria del concerto live all’interno del videogioco Fortnite.
Parlando di questa collaborazione possiamo, pertanto, renderci conto di come il marketing sia praticamente e realmente all’interno delle nostre vite e che interagisce con noi con mille sfaccettature e sfumature diverse, a volte più evidenti e altre più nascoste. La collaborazione si è quindi concretizzata in due fasi: la creazione del “Travis Scott’s Meal”, menù ideato dallo stesso Travis in onore di ciò che preferiva nell’infanzia e venduto a 6$ da McDondald’s e la realizzazione di una “ special capsule collection” firmata Cactus Jack.
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IKEA sbarca sull’isola di Animal Crossing:
un catalogo innovativo al passo con i tempi
Il mondo sta cambiando, all’improvviso la pandemia ha stravolto la routine dei consumatori e con essa anche i loro bisogni, priorità e interessi. Rinchiudersi in un mondo virtuale sembra l’unica via di fuga che rincuora gli animi, per fuggire da una realtà fuori dall’ordinario. Nella consapevolezza del ruolo che il digitale sta avendo nelle vite dei consumatori, anche le aziende si sono dovute adattare sviluppando un diverso modo di comunicare e relazionarsi con i propri clienti. Non basta realizzare prodotti altamente competitivi per differenziarsi in un mercato sempre più saturo e influenzato dalla realtà virtuale, dai social network e dalla tecnologia. Diventa fondamentale capire i bisogni espressi e latenti dei consumatori, facendo leva non solo sulle necessità materiali ma anche su quelle emozionali. Nel 2020 IKEA Taiwan ha realizzato un catalogo interamente ispirato al nuovo videogioco Nintendo, Animal Crossing: New Horizon, anticipando una nuova strategia di marketing per raggiungere un’audience ben distante da quella a cui è abituata. L’idea innovativa è stata quella di associare il proprio brand a un altro apparentemente lontano dal proprio, raggiungendo gli obiettivi di business prefissati in un periodo di crisi economica mondiale. Lo studio è volto a analizzare in che modo real time marketing, scarcity marketing, isolation effect e value co-creation hanno contribuito al successo di IKEA per dimostrare come l’utilizzo di tali strategie giovi alle aziende in termini di awareness e reputazione, facendone risaltare originalità e innovazione. Al fine di verificare tale ipotesi, è stata scelta l’azienda IKEA, tra le prime capace di conseguire questo obiettivo comunicazionale con successo.
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“Basta Netflix”: il ruolo del buzz marketing
nella psicologia del consumatore
Cosa evoca il significato della parola “basta”? Quali sensazioni e percezioni vengono alla mente dopo averla letta o ascoltata? È probabile che una larga fetta di persone associ questa parola a un feeling negativo, alla cessazione di un fenomeno presumibilmente spiacevole. Ebbene, Netflix Italia ha lasciato i suoi utenti in balìa di questa domanda per circa due giorni. Ma andiamo per gradi.
Nel settembre 2018, l’azienda statunitense ha lanciato una campagna pubblicitaria geniale sfruttando due strategie chiave di marketing communication: il buzz e l’influencer marketing. Con sopra affisso un claim volutamente ambiguo ossia “Basta Netflix”, l’azienda ha tappezzato di cartelloni pubblicitari le città di Roma e Milano.
La chiave di lettura dominante, di coloro che si sono cimentati nell’interpretazione di un messaggio apparentemente criptico, è stata una critica al sempre più diffuso binge-watching, ossia l’abitudine di fare vere e proprie maratone di film o serie tv, pur rimanendo incollati al divano. Abitudine, quest’ultima, di cui ognuno di noi detiene un suo personale record. Ciò che ha maggiormente preoccupato i fan della piattaforma è stato poi il silenzio da parte di Netflix che in quei giorni non rivendicò alcunché, anzi inscenò un vero e proprio hacking della pagina instagram, cancellando i post e cambiando l’immagine del profilo, sostituendola con una foto nera contenente lo slogan “Basta Netflix”.
Pochi giorni dopo, alcuni influencer e personalità note al pubblico italiano, come Tommaso Paradiso e Jake La Furia, hanno postato foto e video sui loro profili social indossando quello che poi si è rivelato essere il merchandising ufficiale di una campagna pubblicitaria firmata Netflix. A loro, infatti, l’azienda ha affidato il compito di decriptare il claim dell’iniziativa, spiegando attraverso i loro volti che quel “basta” in realtà era da leggere in un’accezione tutt’altro che negativa. Basta Netflix, per essere felici e per stare bene. D’altronde, come dar loro torto?
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Unieuro rivoluziona le campagne
social media marketing
Unieuro, con la nuova strategia di marketing divenuta recentemente virale sul social network Facebook, fornisce un chiaro esempio della spiegazione del concetto marketing tone of voice. Esso è divenuto un elemento chiave nel mondo delle campagne social media marketing, poiché è il mezzo principale tramite il quale avviene la comunicazione tra brand e consumatore.
Grazie al tone of voice, a seconda di come si decide di utilizzarlo, è possibile entrare empaticamente in relazione con il consumatore, instaurando così un legame profondo di fiducia con quest’ultimo. In questo modo, si ha la personificazione del brand, poiché il consumatore conferisce a quest’ultimo una personalità nella quale può rivedere anche i suoi valori.
Unieuro ha stravolto l’ordinario utilizzo del tone of voice finora applicato dalla società, decidendo di adottare un linguaggio prettamente informale, costituito prevalentemente da termini che richiamano sia lo slang giovanile sia parole che appartengono alla generazione dei boomer. Così facendo, l’azienda è riuscita a attirare l’attenzione anche dei più giovani sui social, rendendo virale un semplicissimo post che ha per oggetto prima un televisore e poi una lavatrice. L’innovazione di Unieuro però non è dovuta semplicemente all’inserimento di parole informali nella caption del post, ma è data dal fatto che i loro contenuti sono caratterizzati da conversazioni nei commenti sottostanti a essi su orari relativi a scadenze e pause pranzo fra i membri del team Unieuro e da flussi di pensiero del social media manager che richiamano lo stile del flusso di coscienza di Joyce, nei quali si parla di tutto tranne che delle caratteristiche tecniche dell’oggetto presente nella foto. Concludendo, l’abilità di Unieuro che le ha conferito tale successo, riguarda il fatto che la società ha saputo pubblicare questi post su Facebook con i relativi commenti al momento giusto, con le parole giuste.
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Amanda Gorman: 3 milioni di emozioni
Nel tempo ha assunto un ruolo sempre più importante il concetto di emozione, non visto più come semplice impulso e componente irrazionale nei processi decisionali, ma come aspetto fondamentale nel complesso meccanismo quotidiano di predilezione.
Raramente ci troviamo a scegliere e approvare alternative senza l’impulso irrefrenabile delle emozioni, le quali sono componenti imprescindibili degli esseri umani.
Il marketing tradizionale si è da sempre occupato delle emozioni come fonte di ispirazione per tutte le politiche attuabili nei complessi aziendali ma, col tempo, trova ampio spazio il marketing emozionale che tende a mettere in pratica ciò che negli anni è stato apprezzato solo in teoria.
In tale contesto, trova importanza di studio il fenomeno Gorman: la giovane studentessa americana laureata a Harvard che, chiamata nel giorno dell’insediamento dall’attuale presidente degli Usa Joe Biden, ha incantato tutti col fascino delle sue parole, coinvolgendo il pubblico con la forza delle emozioni.
Amanda Gorman, veicolo in un complesso strategico più ampio, spiega come i cambiamenti a cui stiamo assistendo nelle politiche di marketing siano innumerevoli, che oggi più che allora, non necessitano di un prodotto da commercializzare o un servizio da erogare per essere attuate.
Le stesse strategie politiche che, dagli albori della storia contenevano un sottotesto di consenso e potere, possono difatti essere oggetto di strategie di marketing che trovano nelle emozioni un forte mezzo per creare approvazione e sostegno elettorale.
È possibile, infatti, asserire con certezza che il cambiamento a cui stiamo assistendo, porta l’uomo a essere non solo il soggetto della contesa, ma anche uno strumento nelle mani di chi, per raggiungere i suoi scopi, sceglie la persuasione.
Proprio come la fenice, animale mitologico che rinasce dalle sue ceneri, la rinascita a cui stiamo assistendo coinvolge tutti, rendendoci emblema, ma a volte preda, dell’irrefrenabile impulso degli uomini verso l’affermazione dei propri interessi.
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Distinzione come forma di valore:
quando una scatola di scarpe diventa un flagship store
Questo articolo parte dall’assunto per il quale il crescente sovraffollamento pubblicitario è causa della riduzione della soglia di attenzione da parte dei consumatori: basti pensare alla tendenza crescente delle applicazioni che offrono una versione a pagamento, che esonera gli utenti dalla visualizzazione dei banner pubblicitari. In questo contesto si inserisce il guerrilla marketing, una tecnica di marketing non convenzionale che sfrutta l’effetto sorpresa per catturare l’attenzione dei consumatori.
Questa strategia ha dei risvolti importanti in termini di visual identity, intesa come l’insieme di forme comunicative del brand verso l’esterno, incrementando perciò la brand awareness.
Nello specifico, si fa riferimento al caso dei boxshop esposti da Adidas al festival di Lollapalooza e a Londra, con l’intento di ricreare il celebre packaging della scatola di sneakers blu del marchio tedesco.
Con tale strategia, Adidas mira a rafforzare la propria visual identity, comprensiva di logo, immagini, colori e design creativi che contraddistinguono il brand rispetto ai propri competitor nei settori dell’abbigliamento sportivo e del lifestyle. In un contesto come quello precedentemente descritto, diventa fondamentale in ottica manageriale puntare su strategie unconventional in grado di coinvolgere emotivamente i propri clienti.
I contributi di marketing che questo caso offre fanno riferimento all’influenza positiva che le campagne di guerrilla marketing, sorprendenti e creative, hanno nell’intenzione di acquisto del consumatore. Esse, puntando su un approccio emozionale, provocano una attitudine positiva nei confronti del marchio, e generano al tempo stesso un WOM positivo.
Infine, la forte immagine del marchio Adidas aiuta l’azienda a trasmettere affidabilità, fiducia e competenza ai clienti, facendo rimanere i propri prodotti impressi nelle loro menti.
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Google Street View becomes the new catwalk
of Zalando Spain
“Street it All” is the new ground-breaking campaign by Zalando Spain in collaboration with Google Street View that has been rocking the country. Europe’s leading online fashion platform has discovered an original way to advertise its new Spring 2021 streetwear collection.
In a time when the world closes in, Zalando has decided to step out on the street, bringing streetwear back to its place of origin.
The street turns into the runway and through the first 360° geo-localized virtual look-book, users can discover the new collection in the same way they search for any address in a city on their smartphone or computer. The campaign photos were geo-located and linked directly to the company’s website, so customers have the possibility to purchase the collection’s items through the website.
This strategy employs an alternative communication channel, Google Street View that became an ambient medium. In recent years the focus of marketing has shifted to the experience, the brand is called to create increasingly engaging messages that grab the attention of an audience constantly exposed to advertising messages; the discussed strategy of Ambient marketing goes in this direction. In this strategy, where the environment becomes the protagonist, the purpose of environmental advertisement is to surprise consumers with its positioning and at the same time succeed in delivering the message to consumers. By doing so, Zalando enhances the likelihood of achieving a top of mind recall within target audiences. In order to achieve this purpose at the best while providing authentic and truthful communication, Spanish influencers very close to the local streetwear community were selected for starring the campaign.
Zalando Spain’s strategy has succeeded in drawing the attention of marketers around the world, exploiting the marketing trends of the time by setting up a new way of communicating through the virtual and real environment.
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Il caso Eco Bio Boutique:
l’e-commerce durante la pandemia Covid-19
La pandemia di Covid-19 ha prodotto in Italia e nel mondo cambiamenti radicali del modo di fare impresa per aziende operanti in molti settori. Si è passati dal fisico al digitale nel giro di pochi mesi, modificando non solo l’organizzazione dell’azienda ma anche la produzione, la distribuzione e la comunicazione. Il mondo digitale è così diventato un elemento essenziale per la sopravvivenza delle aziende, le quali hanno dovuto applicare energia e determinazione per fronteggiare le sfide imposte dal virus.
In questo contesto lo studio si prefigge di analizzare come il coronavirus abbia impattato sull’e-commerce. In particolare, si andrà a esaminare un’azienda di cosmetica completamente digitalizzata, la Eco Bio Boutique, evidenziando come la sua organizzazione flessibile abbia fatto fronte all’emergenza sanitaria globale Covid-19.
Eco Bio Boutique, marchio di un’azienda del Made in Italy, opera da vent’anni sul mercato skincare. Grazie alla qualità dei prodotti e alla capacità di adattamento e flessibilità nei confronti del mercato, nell’ultimo anno ha dominato il settore, emergendo rispetto ai competitors. Con l’avvento del lockdown nel marzo 2020, l’azienda ha registrato un incremento di fatturato pari al 1200% e ciò ha richiesto una ristrutturazione aziendale e non solo. Infatti l’azienda ha investito su nuove assunzioni che hanno portato alla creazione di nuove divisioni, come quella per l’email-marketing post vendita, la customer care e il settore del design.
La ricerca mostra che la flessibilità di un’organizzazione piatta (c.d. flat organization) ha consentito all’azienda di assumere decisioni operative a carattere innovativo e in un tempo relativamente breve e che il rafforzamento dei canali social ha permesso all’impresa di conquistare i nuovi clienti presenti su tali piattaforme. I dati raccolti, ai fini del caso di studio, provengono da ricerche precedenti e da un’intervista a Giacomo Imperiolini e Simone Spizzichino, CEOs di Eco Bio Boutique.
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By Rotation e fashion renting: la moda del cambiamento
Il consumo eccessivo e la pratica del fast fashion contribuiscono al giorno d’oggi all’aumento dei rifiuti tessili, una preoccupazione ambientale in crescita e una grave minaccia per il pianeta. A partire dalla consapevolezza di tali problematiche sono emerse diverse iniziative di business innovative, tra cui assume un ruolo rilevante la pratica del fashion renting. Si tratta di un trend affermatosi negli ultimi anni che permette al consumatore di noleggiare capi di abbigliamento e accessori senza l’onere della proprietà. Il caso studio analizzato, rappresentativo di tale pratica di consumo, è By Rotation, un’app di social fashion renting fondata da una giovane ragazza inglese.
La piattaforma, il cui utilizzo è molto diffuso nel Regno Unito, coinvolge i consumatori nella pratica del noleggio, attraverso la creazione di una vera e propria community online. Il presente articolo indaga l’atteggiamento ambivalente del consumatore rispetto alla pratica di consumo del fashion renting, per poi approfondire i due modelli di green economy e consumo collaborativo (CC), rilevando infine il ruolo di questi rispetto alla tematica della sostenibilità. Il CC consiste in una pratica di consumo basata sullo scambio di beni e servizi che incoraggia il riutilizzo di prodotti ed è in grado di ridurre gli acquisti e gli sprechi; la green economy, invece, punta a risparmiare e a utilizzare in modo efficiente risorse e energia al fine di generare benessere inclusivo e tutelare il capitale naturale.
Dallo studio emerge che la tendenza del fashion renting è in crescente evoluzione e questo è da ricondurre da un lato alla maggiore attenzione che i consumatori rivolgono alle tematiche della sostenibilità, dall’altro ai numerosi benefici che tale forma di consumo è in grado di apportare all’ambiente, agli stessi individui e alle aziende che la implementano. By Rotation è la perfetta rappresentazione dell’esigenza di un necessario cambiamento culturale e ambientale.
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Crisi, Covid e cambi di mercato,
così Ramazzotti si reinventa per un futuro meno amaro!
“Il cambiamento, con tutti i rischi che comporta, è la legge dell’esistenza” questa frase di Robert Kennedy, pronunciata più di sessant’anni fa, sembra riassumere alla perfezione il senso della sfida commerciale e produttiva di un marchio storico del settore Spirit come Ramazzotti.
Il suo cammino, iniziato da più di duecento anni, non si è mai fermato, trovando la forza e la capacità di superare ogni tipo di ostacolo, resistendo alle molteplici crisi e sfruttando le stesse come occasioni di crescita.
È stato così fin dall’inizio, l’amaro composto da trentatré erbe fece la sua prima comparsa nei bar e nei salotti milanesi per non lasciarli più.
Da allora è stato un continuo succedersi di trasformazioni per intercettare nuovi consumatori, adeguandosi alle continue evoluzioni del gusto e della socialità, ma anche all’affermazione delle nuove tecnologie e dei social. Dall’amaro classico, simbolo della Milano da bere degli anni Ottanta, capitale della moda della finanza e del glamour, all’amaro menta, originale alternativa al liquore dopo pasto, fino alla Sambuca. Successivamente, l’ampliamento dell’offerta legato alla crescente affermazione del momento dell’aperitivo come occasione di socialità e svago ha portato l’azienda a riposizionarsi sul mercato come un prodotto da consumarsi prima di cena, in una bella giornata primaverile e estiva.
Anche di fronte alla pandemia, Ramazzotti ha saputo reagire, diversificando la propria produzione con la nascita di un disinfettante per mani ricavato da una parte di distillato al cui interno è inserita una profumazione d’arancia, così da trasferire a chi lo utilizza una nota dolce all’olfatto in una fase così critica.
Una capacità davvero fuori dall’ordinario, quella di Ramazzotti, di reagire a eventi imprevedibili e negativi, i cosiddetti “Cigni neri”, che possono trasformarsi da problemi in opportunità: per farlo è però necessario mostrarsi resilienti e antifragili.
A tal fine, non basta solo resistere all’evento critico, ma anche sfruttarlo per migliorarsi e diversificarsi. Questo è il caso di Ramazzotti, nonché di altri notissimi brand che hanno dato vita, durante l’emergenza sanitaria, a nuovi prodotti come i ventilatori polmonari della Ferrari, i camici per i sanitari di Armani, Gucci e Prada e i gel disinfettanti di Bacardi.
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Il co-branding nel luxury market
come strategia di successo: Off-White per IKEA
Il co-branding è in grado di creare una strategia vincente per congiungere i mondi luxury e inexpensive e al contempo rendere il prodotto ancora più esclusivo. Possiamo indagare in profondità l’adozione di tale attività di marketing attraverso il caso di successo “Off-White x IKEA”, aziende che hanno lanciato la collezione MARKERAD.
Off-White è un’azienda che opera nel settore dell’abbigliamento di lusso e che ha segnato il suo sviluppo attraverso le molteplici collaborazioni stabilite negli anni. Infatti, lo stile avanguardista e innovativo si riflette nelle sue collaborazioni tra cui spicca, per la sua nota inusuale, quella con IKEA. Dunque, l’azione di marketing discussa offre la possibilità di reinventarsi. La scelta strategica dell’azienda con cui operare, che appare atipica agli occhi dei consumatori, conferisce un tocco di creatività e stravaganza che dona maggiore forza e freschezza ai brand. Attraverso un’ampia e approfondita analisi dei framework teorici e delle marketing contributions si illustra come l’edizione limitata, reperibile solo in un breve lasso di tempo, accresca la desiderabilità dei prodotti in quanto unici. In tal modo si genera un senso di appartenenza nei consumatori, i quali acquistano un’esperienza ancora prima che un prodotto, enfatizzando l’uso di un oggetto anonimo nella vita quotidiana.
La collezione aumenta il numero di potenziali acquirenti per ambedue le aziende, dato che rappresenta un’opportunità e un touchpoint per ampliare la dimensione della clientela che si interessa a nuove esperienze di consumo, anche a posteriori. In tal senso, la collaborazione genera dei benefici poiché consente di sovvertire gli standard canonici e di ottenere dei risvolti notevoli sia in termini economici che di scambio di immagine. Ciò permette di arricchire i brand di sfaccettature identitarie, dandogli valore aggiunto.
Tutto ciò rispecchia l’essenza di Off-White: promotrice di innovazione e cambiamento nel mercato.
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The chopstick scandal:
how D&G turned a fashion show into an epic-fail
L’avvento dei social media ha rivoluzionato le modalità con cui i consumatori comunicano e interagiscono con i brand, riducendo i gap temporali, fisici e culturali. Inoltre, la rivoluzione digitale ha dato ai consumatori un elevato potere, rendendoli in grado di influenzare notevolmente la brand reputation e facendo sì che la gestione da parte dei brand manager fosse più complessa a causa della grande quantità di user generated content pubblicati online. Questi ultimi, se negativi, possono generare un negative word of mouth e innescare una social media firestorm, proprio come è successo al brand Dolce & Gabbana, che è stato protagonista di uno scandalo in Cina. Nel novembre del 2018, per sponsorizzare una sfilata, i due stilisti italiani hanno pubblicato un post su Weibo, un noto social media cinese, il cui contenuto è stato considerato fortemente discriminante nei confronti della cultura orientale. La protagonista, nel video, cercava con difficoltà di mangiare del cibo italiano con le classiche bacchette cinesi, suscitando, in questo modo, un sentimento di odio verso il brand. Il problema principale è sorto a causa dell’incapacità del luxury brand di gestire la digital crysis, perché i due stilisti italiani hanno ignorato l’accaduto, sottovalutando, quindi, la gravità delle conseguenze sulla brand reputation. La strategia adottata da Stefano Gabbana e Domenico Dolce, infatti, non ha consentito di arginare la crisi, anzi, ha solo contribuito a alimentarla, in quanto la disapprovazione degli utenti verso i comportamenti del brand è aumentata sempre più quando i due hanno pubblicato sul loro account ufficiale Weibo un video di scuse, che, però, è stato ritenuto dagli utenti poco sincero e forzato.
Questo scandalo permette di comprendere in che modo non dovrebbe essere gestita una crisi online, poiché se essa viene sottovalutata, si possono generare grandi e irreparabili danni reputazionali di lungo periodo.
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Gucci X The North Face
Negli ultimi anni l’acquisto di capi di lusso green e ecosostenibili sta aumentando, diffondendosi sempre di più, soprattutto grazie a diversi impegni e obiettivi che le organizzazioni e le aziende si stanno prefissando. Un esempio recente che ha destato scalpore nel mondo della moda è la collaborazione tra Gucci e The North Face, un’innovativa unione di lusso e outdoor che ha riscosso risultati straordinari, nonostante le differenze stilistiche che caratterizzano i due brand.
Attraverso il co-branding, i due marchi hanno unito i loro valori e in particolare la loro attenzione verso le questioni ambientali, dando vita a una collezione interamente sostenibile con un forte richiamo alla moda anni Settanta. I due brand hanno, inoltre, implementato strategie di marketing innovative e poco diffuse nel mondo del lusso come, per esempio, l’ambient marketing e il branded entertainment. A tal proposito, hanno fatto ricorso all’art wall per pubblicizzare la collaborazione, sfruttando la visibilità di punti strategici in grandi città come Hong-Kong, Shanghai, Londra, New York e Milano.
In relazione al branded entertainment, la maison fiorentina Gucci, ha introdotto nella collaborazione un nuovo partner, ovvero Pokemòn GO. Il videogioco free-to-play, basato sulla realtà aumentata geolocalizzata, permette ai propri utenti di cercare i vari avatar con i capi della collezione limited edition, creando così entertainment, per catturare e mantenere l’attenzione del consumatore.
Gucci in passato aveva già avvicinato il mondo del lusso a quello del gaming con ottimi esiti; in particolare, è fondamentale per i marchi di lusso catturare l’attenzione di un target di persone di età compresa tra i 18 e i 34 anni poiché, secondo gli studi, sono quelle che costituiranno tra il 50% e il 60% dei compratori nel 2025.
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No Super Bowl No Party? Come il Covid
ha influenzato le strategie pubblicitarie di Budweiser
Come ogni anno il mondo della pubblicità, a febbraio, si ferma per osservare gli storytelling che ogni brand ha deciso di esibire durante il Super Bowl. Negli anni il Super Bowl è diventato per la pubblicità sempre più sinonimo di genio, creatività e innovazione.
Nel Super Bowl 2021 abbiamo registrato un’inversione di tendenza con assenze illustri, come Coca-Cola, Pepsi e soprattutto Budweiser, costante e affermata presenza negli spazi pubblicitari della manifestazione. Budweiser quest’anno ha infatti deciso di devolvere il budget destinato all’advertising a una causa sociale, sostenendo la prevenzione e la cura del Covid.
Al contrario, per Budlight Selzer, dal profilo comunicativo fortemente ironico, c’è stata una strategia differente, infatti si è guadagnata un post(o) in prima fila sui social e sugli schermi, utilizzando uno spot conforme al prodotto, al target e con i topic che la marca madre ha sposato. Lo spot di un minuto, infatti, indica il 2020 come l’anno “that gives you lemons”.
Tramite un influencer assolutamente sui generis ha creato un perfetto mix tra il guerrilla marketing e l’influencer marketing. Il soggetto in questione è @dudewithsign (7,4 milioni di followers). Il “dude with sign”, ha iniziato a spopolare su Instagram grazie a immagini che lo ritraggono con un cartello in mano, nel bel mezzo delle strade di New York con messaggi – molto ironici – da lanciare World Wide (non solo Web). La formula funziona e Seth Jacob Phillip viene contattato da Budlight Selzer Lemon per far sponsorizzare la propria bevanda, in maniera non convenzionale. La strategia mira a sfruttare sia la notorietà dell’influencer, sia una campagna di guerriglia marketing, attraverso l’utilizzo dei cartelloni esibiti da quest’ultimo durante il Super Bowl.
La trovata ha scatenato una grande WOM, nonostante diversi commenti non lusinghieri. La foto immortala infatti un assembramento, ma anche una sorridentissima donna, entrata per sbaglio nell’inquadratura, con la mascherina abbassata. Sappiamo bene quanto un contenuto curato sia importante, per questo nel futuro queste iniziative a nostro avviso saranno sempre migliori e frequenti.
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Supreme – Less Is More? Yes, But Supreme!
“We’ve never really been supply-demand anyway. It’s not like when we’re making something, we make only six of them. But if we can sell 600, I make 400”.
Il marketing considera il concetto di scarsità come il meccanismo capace di incrementare la desiderabilità dell’offerta di prodotti di lusso dell’alta moda. Questa strategia cattura in modo particolare l’attenzione di un nuovo target di clienti, ovvero quello delle Generazioni Z e dei Millenials, comunemente definiti nel settore con il termine “hypebeast”. Svariati brand di lusso che operano nel segmento della moda hanno investito particolarmente su questa nuova linea di condotta. Tra gli altri, il marchio Supreme ha sfruttato questa strategia facendone il suo cavallo di battaglia, con l’obiettivo di creare hype intorno al suo stesso nome. Settimanalmente l’azienda “droppa” o, per meglio dire, rende disponibile una nuova capsule collection limitata (in alcuni casi in collaborazione con altri brand esclusivi) senza ricorrere a un’eccessiva promozione, piuttosto al semplice passaparola. Tale scelta certamente non è casuale: la “drop strategy” alimenta il fenomeno dell’hype, il quale, facendo leva sull’eccitazione collettiva dei collezionisti, incrementa un desiderio smisurato per i prodotti stessi. Nel consumatore il bisogno di esclusività stimola una necessità di possedere questi articoli, tale che il valore economico degli stessi passa in secondo piano a favore degli attributi emozionali, garantendo un maggiore profitto per l’azienda. L’esclusività fomenta la parte irrazionale del consumatore, inducendolo a concludere il customer journey in modo impulsivo e di conseguenza più rapido: perdere l’occasione di acquistare quel determinato articolo provoca nei consumatori un forte senso di rimorso. La strategia di marketing che ha permesso a Supreme di sfruttare questa teoria di hype branding è composta da quattro fattori: scarsità, autenticità, identità e percezione.
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Diesel – “When Together”.
L’amore, tra separazione e ricongiungimento,
fa emozionare lo spettatore!
Diesel, azienda multinazionale italiana nata dallo stile creativo di Renzo Rosso, attualmente rappresenta uno dei leader del denim e della moda casual grazie alla sua abilità nell’anticipare le tendenze. Da sempre il brand si è distinto per essere socialmente attivo, realizzando campagne pubblicitarie irriverenti e all’avanguardia, volte a coinvolgere emotivamente l’audience.
L’ultima campagna pubblicitaria “When Together”, realizzata per la nuova collezione primavera/estate 2021, celebra il vortice di emozioni provate da otto coppie che si ricongiungono a seguito del lockdown imposto dalla pandemia da Covid-19. Nello specifico lo spot intende esaltare la connessione tra il prodotto denim offerto e i sentimenti suscitati da un amore universale che trascende razza, sesso e diversità. Una peculiarità di tali coppie è quella di essere personaggi comuni che, in qualità di fonte autentica, permettono agli spettatori, in virtù dell’esperienza vissuta, di sentirsi coinvolti in prima persona all’interno dello storytelling. L’analisi del framework teorico alla base della campagna pubblicitaria permette di comprendere come la sua promozione, attraverso differenti piattaforme digitali e social, renda la brand experience coinvolgente. I punti focali sui quali si basa lo spot sono l’emotional contagion e l’emotional appeal con la finalità di aumentare il grado di apprezzamento dell’advertising da parte del pubblico e generare una risposta emotiva che si traduca in un maggior coinvolgimento verso i values del brand. Il fine ultimo di tale strategia di marketing è quello di supportare il decision making del consumatore, quindi incrementare la purchase intention e successivamente la brand loyalty.
Attraverso la creazione di contenuti pubblicitari emozionali, Diesel riesce a differenziarsi dai competitors (stand out) e a emergere (stand up), creando una relazione empatica e culturale con il consumatore che va oltre l’acquisto dei prodotti. Indossare capi di abbigliamento Diesel rappresenta uno stile di vita e il consumatore che decide di adottarlo diventa in prima persona promotore dei valori del brand.
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