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| Branding Building Process

1. Define and position the Brand (Vision, Mission, Values...)
2. Express the brand

3. Build awareness and reputation for the brand

4
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3. Build awareness and reputation for the

brand
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We must keep the brand promise
with our products and
services
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Product performance and brand essence 219"
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How to link product features with brand drivers

The products or services that we provide are the most important
components of branding: they must deliver the benefits that we
promise.

We must be sure that there isn’t a gap between
products’ performance and the brand
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How to link product features with brand drivers

Make a list of all key product/service features and features’ benefits:
- Functional,
- Economic,
- Emotional,
- Self-expressive, ...

s Compare this list with the brand drivers and try to connect each
benefit with at least one of the drivers
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The Value Proposition Canvas

It helps you create value for your customers

Gain
Creators

Describe how your products and
services create customer gains.

How do they create benefits your
customer expects, desires or would be
surprised by, including functional utility,
social gains, positive emotions, and cost
savings?

-

Products
and
Services

List all the products and services
your value proposition is built
around.

Which products and services do you
offer that help your customer get
eithera

functional, social, or emotional job
done, or help him/her satisfy basic
needs?

Which ancillary products and
services help your customer
perform the roles of:

Products and services may either by
tangible (e.g. manufactured goods,
face-toface

customer service), digital/virtual
(e.g. downloads, online
recommendations),

intangible (e.q. copyrights, quality
assurance), or financial {e.g.
investment funds,
financing services).

Pain
Relievers

Describe how your products and
services alleviate customer pains. How
do they eliminate or reduce negative
emotions, undesired costs and
situations, and risks your customer
experiences or could experience
before, during, and after getting the job
done?

Designed for:

On:

Designed by:

Ireration:

Gains

Describe the benefits your
customer expects, desires or
would be surprised by.

This Includes functional
utility, social gains, positive
emotions, and cost savings.

Customer ___
Job(s) =

Describe what a specific customer segment
is trying to get done. It could be the tasks
they are trying to perform and complete,
the problems they are trying to solve, or
the needs they are trying to satisfy.

Besides trying to get a core job done, your
customer performs ancillary jobsin
different roles, Describe the jobs your
customer is trying to get done as:

Buyer (e.g. trying to look good, gain power
or status, ...)

Co-creator (e.g. esthetics, feel good,
security, ...)

Transferrer (e.g. products and services that
help customers dispose

of a product, transfer it to others, orresell,

~ Pains

Describe negative emotions,
undesired costs and situations,
and risks that your customer
experiences or could experience
before, during, and after getting
the job done.

Outline in which specific context a job
is done, because that may impose
constraints or limitations,

(e.g. while driving, outside, ...)
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But what is this
customer journey?
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The customer journe 301"
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The Customer Journey map

Mapping the Customer Journey means analyzing the target costumer
in its path to find all the touchpoints.

Touchpoints are the moments in which the brand meets the consumer

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



Customer experience is the sum of all
these interactions

Brand Management & Media Palanning 13
Stella Romagnoli | LM Marketing & Digital Communication 2024-25



The customer journey: we map the perception

The customer journey includes 3 main phases (5 steps), and the goal is to
know what's happening in the customer’s heart and mind.

1. Presale

- Awareness (1)
- Consideration (2)

2. Sale

- Selection (3)
- Purchase (4)

3. Being a Customer (5)
- Satisfaction (meeting the promise and exceed the expectations)
- Loyalty
- Advocacy
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The customer journey

Others prefer a 5 steps approach:
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Awareness 2
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- I Expanded Consumer
+ /| Decision Journey

Source: Rajeev Batra & Kevin Lane Keller
- Integrating Marketing Communications:
New Findings, New Lessons, and New
|deas
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Google discovered the «Messy Middle»

Exploration Evaluation

Experience
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" McKinsey the «loyalty loop»

Brands enter and exit the consideration
set at any point up to purchase

)
The consumer considers Ultimately, the consumer
an initial set of brands. e selects a brand.

o ®

Active evaluatiop,

° \,o\l Aty loop

Initial
consideration
set

Moment

of purchase

e
c
e‘.‘e(\

'S
Ost-pyrchase e*°

@

Consumer repurchases current
brand without shopping for others.
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Customer journey mapping can be very detailed

Customer Goals

Customer Journey
& Touchpoints

Thinking

Emotions

Points of Delight

Points of Pain

Opportunities

Customer Journey Map B2B

Awareness &
Consideration
# Collect information

# Insight into products & prices
# Understand if it will add value

Q

nformatior
o research

# Does it solve my problem?

# Collect information
¢ Conwince colleagues
# Sign contract/quote

¢ Do we have the right people in

# Doesit fitinmyor
# How does it work?
4 What's the purpose of it?

» Great product demo

» Good collaboration AM's &
retention team

» Nice product

» Poor availability

» Unclear website

» No e-mall/marketing campalgns
» Too many promises that aren't

kept

# Improve website: clear
& transparent information
# Better reachability
# Content campaigns
4 Marketing emails & campaigns

our onganization?
# |5 this the right time/moment?
¢ How long will it take to set it up?

» Enthousiastic account manager
» Product itself

» Unclear website
» Expectations are not met
» No e-mail/marketing campaigns

4 Marketing campaigns

# Improve website

4 Add (new) references

4 Make it easier to sign contract

Onboarding

# Signing in
# Align within the organization

# What goals do | want to attain?
# What does the training look like?
# Who can | contact for questions?
# How do | change colors, photos?
¢ How can | change the settings?

»Easy tosetup
» Onboarding materials
{e.g. animations)

» Unclear user guide

e

» Level of training is inadequate

» Client wishes vs. product road-
map: does not align

 Improve level of training

# Create case studies

# Create instruction video's

# Improve onboarding materials
# Set up guide for users

Post - Sales

# Make use of the product
@ Get help quickly

# Insights into usage
# Insights ints h

Renewal

# Decide whether to renew
# Get

¢ How can | encourage
usage?

4 How can | personalize it?

# Who can | contact for
questions?

# Where can | submit feedback?

# Isthere alive chat avallable?

# How do | know something has
been changed?

» Product developments »Support

»User friendliness of platform  » Customer feedback day

» Contact with team » Being involved/ thinking
with the customer

» Insufficient support » Usage s less than expected
» Difficult to set up environment » No follow-up after going live
» No clear way to give feedback  » Poor avallability of AM

» Few options for personalization

# Add option to personalize
# Provide live chat

# Provide batter support

# Increase engagement

# Follow-up after going live
# More contact with clients
# Create instruction video's
4 Improve Ul

# Did the product fulfill my
expectations?

# How do | cancel my subscription?

# What can we do to improve it?

» Service calls

» Disappointing results
¥ Being surprised by the renewal
¥ Poor availability of AM/Team

# More marketing support
# Better reachability

# Proactive communication
-date
# Make it easier to terminate
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Bring data and metrics into the customer journey map

s \Where do we take the data?

- External sources:
= Industry report
s Consumer behaviour
m Neuroscience
- Internal source
s Voice of the customer
m Survey results
s Social media comments
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| Touchpoints are also media

The touchpoints analyses is not only useful to
design a wonderful customer experience, but
it's also useful to choose the right media and the
right message at each stage
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= | How to create the right message?

After defining our customer touchpoints, we
select brand drivers to emphasize in each one of
the steps with different media
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To build awareness and reputation for our
brand, we need to implement a
communication plan
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Brand Choreography: a new approach to

communication
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Brand Choreography: a new approach in IMC

Brand Choreography is a holistic, human-centric approach to
integrated marketing communication.

All communication efforts must be centered around the customer.
That's why brand choreography is designed to deliver clear, consistent
and compelling messages to the right person, in the right place, at the
right time.
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Brand Choreography process
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6-steps of brand choreography

1. Find a winning brand value proposition: the brand promise
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Y 6-steps of brand choreography

1.

2. |dentify the buyer personas (target)
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6-steps of brand choreography

1.

2.

3. Study the customer journey of the personas
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= | 6-steps of brand choreography

1.
2.

3.

4. ldentify the brand touchpoints for each phase of the customer

=
i
lé
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'] 6-steps of brand choreography

1.
2.
3.

4.

5. Create the right message to plan on Paid, Owned & Earned media
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6-steps of brand choreography

5.

6. Develop a total customer experience strategy
(not just communication: all stages of the
customer journey must be consistent with the
brand promise, from the product to assistance,
etc.)
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6-steps of brand choreography

—

Find a winning brand value proposition: the brand promise

2. ldentify the buyer personas

3. Study the customer journey of the personas

4. ldentify the brand touchpoints for each phase of the customer
journey

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

6. Develop a total customer experience strategy (not just

communication: all stages of the customer journey must be
consistent with the brand promise, from the product to assistance,

etc.)
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6-steps of brand choreography

1. Find a winning brand value proposition: the brand promise

2. ldentify the buyer personas

3. Study the customer journey of the personas

4. ldentify the brand touchpoints for each phase of the customer
journey

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

6.
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“= | 6-steps of brand choreography

1. Find a winning brand value proposition: the brand promise
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2. Develop and use buyer personas

ﬁ
(1)

J\

‘x)‘ﬁ
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| What is a buyer persona?

m Abuyer persona is a “fake” profile that sums up all the
characteristics of a specific segment of potential customers

m Personas help us to get inside the mind of our buyers, building
empathy for their needs, concerns and pain points

Brand Management & Media Palanning 39
Stella Romagnoli | LM Marketing & Digital Communication 2024-25



Sam Kusinitz (Hubspot )

Buyer personas are a semifictional representation of the ideal
consumer based on marketing research and real data about existing
customers
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Google calls them «customer portraits»

Create detailed customer portraits for those who would want
your product or service

In a digital world, there's great value to knowing who you're talking to. In order to get to know your customers, it's important to
bring context to them and their lives.

Here are some questions to consider when you're identifying your audience and drafting customer portraits for your marketing
plans.

Press the arrow to proceed to the next slide.

Let’s go back to Sam's portrait of Nicole. We
applied our questions to come up with an even

R‘k better portrait for him.

* Nicole works as a graphic designer and
? spends a lot of time thinking about her
dog
e She cares about her dog and her family
e When she's not online she's running,

0000e
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Buyer persona profile

s We create a buyer persona profile using costumer demographics,
behavioral patterns, motivations and goals

m He or she has a name, an age, a profession, hobbies, and so on...
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buyer personas are

individuals, not groups 0
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Try writing a brief bio
3-5 sentences describing each Personas, as if you were introducing
them to someone
s What are they motivated by?
s How do they spend their time? What are their favorite activities?
s Why should they be interested in our product?

s What would convince them to buy it?

W
s What problems would they like to solve?
What are they afraid of? What is bothering them?
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E.g. buyer persona profile

PERSONA PROFILE
) How he findsus __|{ B8 Painpoints

* He was referred onto + The size of the service team is
by someone he trusts. very imporant to him.,

+ He comes to the website at the * There are five other people involved
R e e
. » He st interested in using the * Hevonts 3. compesuve price
*CEQ of large financial information on the site beyond with strong experience.
ORI research.
€ 85 million.
*Has been in this role
for ten years.
e What he wants What he
* He is an innovator ’ to know ‘ doesn't want
and isn't afraid to
take risks. * Latestprojects  » Testimonials * He doesntwant to pay large fees.
* Expertise * Awards Value for money is important.
*He likesto + He is looking for a partner-led
communicate via approach
email or face-to-face.
Heis on Linkedin and
Twitter.
ety SERVICE TEAMS @,
+He reads finandal Why he buys
a-r‘deconomr. Dm us'?
mmmdal

Price and Expertise

BRIGHTSPARK
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| To better understand how to define a useful buyer personas,

= Rlet’s see how our brain works... Ty

Rational
Brain

Patrick Renvoise -The Persuasion Code: the Neuroscience of Sales, LinkedIn Learning 2020 : :
Brand Management & Media Palanning
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Harvard Professor Says 95% of
Purchasing Decisions Are
Subconscious

According to Harvard professor Gerald Zaltman, the answer to all these questions is

directly related to the subconscious mind. In Zaltman's book, "How Customers Think:
Essential Insights into the Mind of the Market," the professor reveals many exciting ideas

that can be helpful to marketers and brands.

G. Zaltman. How Customers Think: Essential Insights into the Mind of the Market. 2003
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Pain points and fears are crucial in the decision making
Process 310"
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List your customers’ key decision drivers.

Your Customers’ Key Decision Drivers

Like

Want

Pain

Fear
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Look for the insight

When you analyze your target/personas you look for the insight:

m «the capacity to gain an accurate and deep understanding of
someone or something»'.

m Adiscovery about the underlying motivations that drive people’s
actions.

'0xford Languages
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Insights are very important to find the right message.

The one that can convince people to think or do something
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That's why it is so important to study your persona in depth.

If you don’t find the pain points and the real, inner motivation (the
«insight»), personas are quite useless.

You don't use personas to find the media. Target groups are enough
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| How to get this information?

- Quantitative and qualitative research (neuromarketing research)

- Online sentiment analysis (mentions on social networks, comments
on blogs, etc.)

« Feedback from customer service and sellers

Brand Management & Media Palanning 54
Stella Romagnoli | LM Marketing & Digital Communication 2024-25



You can have many buyer personas.
Each persona represents a different cluster of
potential customers
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= | Buyer personas and customer journey analysis

After defining our target personas, we need to
analyse their customer journey to implement a
successful brand experience and
communication strategy

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



| We already know how to do this
1
2.

3. Study the customer journey of the perso

4. ldentity the brand touchpoints for each
journey
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| 6-steps of brand choreography

1. Find a winning brand value proposition: the brand promise

2. ldentify the buyer personas

3. Study the customer journey of the personas

4. ldentify the brand touchpoints for each phase of the customer
journey

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

6. Develop a total customer experience strategy (not just

communication: all stages of the customer journey must be
consistent with the brand promise, from the product to assistance,

etc.)
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Manage paid, owned and earned media
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Social media are both owned, earned and paid media!

Microsite

willh
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AUTHORITY
OPTIMIZED CONTENT
SHAREABLE CONTENT
ENGAGING CONTENT
GOOGLE AUTHORSHIP

PAID MEDIA

FACEBOOK SPONSORED POSTS
SPONSORED TWEETS
TWITTER CARDS

FAN ACQUISITION

LEAD GENERATION

OUTBRAIN

INCENTIVE
AFFILIATE

BRAND AMBASSADORS
SPONSORED CONTENT
NATIVE ADVERTISING

CONTENT

CREATE FROM EXPERTS
EMPLOYEE STORIES

CUSTOMER STORIES
USER-GENERATED CONTENT
REVIEWS

BRAND JOURNALISM
WEBINARS, VIDEOS & PODCASTS

PUBLICITY

MEDIA RELATIONS
BLOGGER RELATIONS

INVESTOR RELATIONS
..... EA R N E D INFLUENCER RELATIONS
INFLUENCER ENGAGEMENT
MEDIA RESPONSE TO DETRACTORS

DETRACTORS TURNED TO LOYALISTS
LOYALISTS TURNED TO ADVOCATES

SHARED

MEDIA

PARTNERSHIPS

| CHARITY TIE-INS
COMMUNITY SERVICE
CO-BRANDING

SOCIAL MEDIA

FACEBOOK
TWITTER
LINKED-IN
YOU TUBE
PINTEREST
INSTAGRAM
VINE
GOOGLE+
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| Someone talks also about Sold Media
“(e.g. airlines travellers magazines)

come ""l/’ ||| g N\ W
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PAID MEDIA

ATL:
- TV
- Press
- Radio
- OOH
- Cinema
- Internet advertising:
- Display
- Search
- Social network
BTL: sponsorship,
Events, influencer
marketing

POE Media: Paid, Owned and Earned Media

OWNED MEDIA

Website

App

Blog

Social network
Direct response/CRM

Point of Sales,
merchandising,
Packaging
Branded spaces

EARNED MEDIA

PR:

- Press (+digital)
articles

UGC

- reviews

- recommendations

- Social, Blogs

- WOM
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We have different communications objectives
in each phase of the customer journey
and we need to use the most proper media
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Print, Television, Radio, Brochure, retail stores.

Meguakies, o company wabsie, D
utdoor, Banners, : : g

Direct mail, SEM/Paid Digg, Youtube, Flickr,

Search, in-store media blogs, forums

Microsite, community,
Facebook Fanpage,
Mobile apps etc.

22 v
1111 N

T o T"TAPAWN

Strangers Customers
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| We use different media to reach these objectives

MEDIA & TOUCHPOINTS
CUSTOMER JOURNEY COMMUNICATIONS

STEP OBJECTIVE PAID MEDIA OWNED MEDIA EARNED MEDIA
ADVERTISING (TV, RADIO, PRINT, OOH,
NEEDS/WANTS BRAND AWARENESS CINEMA, WEB, SOCIAL), EVENTS, PR: PRESS & TV ARTICLES
SPONSORISHIP, ADVERTORIALS
ADVERTISING TV, WEB VIDEO,
CONSIDERS/EXAMINES BRAND IMAGE SPONSORSHIP WOM, BLOG, REVIEWS
WEBSITE, SOCIAL, POINTS OF SALES,
INFORMATION PRESS, BROCHURE PACKAGING
BUY ACTION PAID SEARCH (GOOGLE) DIRECT RESPONSE, POINTS OF SALES
TRUST POINT OF SALES, DIRECT MAILING REVIEWS
IS ENGAGED/INTERACTS DIRECT, SOCIAL MEDIA
CONNECTION
IS LOYAL/ADVOCATES WEBSITE, SOCIAL MEDIA, POS
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We need to know the media and
how to use them to plan effective
communications campaigns

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



Branding Foundation - Drew Boyd - Lynda.com

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

The New Marketing - Cheryl and Mark Burgess,
Sage 2020

Rajeev Batra & Kevin Lane Keller - Integrating
Marketing Communications: New Findings, New

Lessons, and New Ideas - Journal of Marketing:
Vol. 80 (November 2016), 122-145

Patrick Renvoise -The Persuasion Code: the
Neuroscience of Sales, LinkedIn Learning 2020

Brad Batesole -Digital Marketing Foundation -
LinkedIn Learning 2021

Colleen Jones- Advanced content mareting -
LinkedIn Learning 2020
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