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Paid Media

PAID MEDIA

ATL:
- TV
- Press
- Radio
- OOH
- Cinema
- Internet advertising:
- Display
- Search
- Social network
BTL: sponsorship,
Events, influencer
marketing
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v+ | Paid Media: the media that we have to buy from someone else

m Advertising ATL (Above-the-line)
- TV
- Print
- Radio
- OOH (Out Of Home)
- Cinema
- Internet (display e native: social e search)

s BTL (Below-the-line)
- Events
- Sponsorships/Product Placement/Influencer Marketing
- Unconventional (Ambient, Guerriglia MK, etc.)

Brand Management & Media Planning 5
Stella Romagnoli | LM Marketing & Digital Communication 2024-25



LUMSA

UNIVERSITA

Paid media BTL

Advertising Below the line

—_— Stella Romagnoli | LM Marketing & Digital Communicatio






Events: a powerful communication tool

Events are planned public or social occasions which have a limited
duration and a specific purpose

m The company can organize its own events or participate in events
organized by others (e.g. trade fairs)

m The strength of the event as a communication tool lies in the fact

that the event, thanks to its high capacity for involvement, is able to
create very strong interactions with the public
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In-store promotions are events

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




Events create experiences

Despite the technological advances and multiple
ways to create an event, the common ena
is based on the experience and the emotional
bonding that can be granted to the public.
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The event must leave a memory

The Event as a communication tool must:
m Have a specific purpose

m Leave a memory over time

An event that is forgotten the next day has not achieved its
objectives...
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|We could use events for internal and external communication

= Internal communication events:
- Meetings, conventions, team buiding, company days,
workshops...
s External communication events:

- Congresses, conferences, fairs, trade shows, road shows, in-
store, etc.
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Trade shows are very important for B2B (Business To
Business) marketing strategies

Trade shows are very important marketing communication tools.
Companies participate in fairs and exhibitions for:

- activation of new contacts with customers and suppliers

strengthening existing relationships

development and consolidation of reputation and image

Assessing the competition

Increasing the knowledge of the customers
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E.g. Fairs dedicated to beauty
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Expo Dubai was important for the whole nation

0ses on
Thursday after eight years of anticipation, over $7 billion in investment, 240

|
million hours of labor and six months of festivities.
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“| Events or sponsorships?....

Attention: one thing is to organize an event,
another one is to sponsor an event
(investments are different...)
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Sponsorships are an exchange relationship

A company (sponsor) provides financial or in-kind support to a
person, group or organization (sponsee) in order to allow them to
carry out their activities and, in exchange, obtains a series of benefits
in order to facilitate the pursuit of its marketing and communication
objectives
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| Which are the benefits for the sponsor?
- Visibility (the sponsor logo is showed in the sponsee

communication)

+  Free tickets/hospitality

- Licensing agreements
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| What are they useful for?
Sponsorships are useful to create awareness and position a brand (not

yet consolidated) through the image transfer mechanism

In order to obtain the transfer of values, it is necessary to have:
m Conguence of stimuli (sponsor and sponsee)

m Frequency (repetition of the association)
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The sponsee is the medium
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Companies sometimes use advertsing to increase the
awareness of sponsoriship

La nazionale punta all’Orogel.

Nagir:r?:llef::::ll:i?:;;::et: “ CielO é G ZZU rrO
forza ragazzi! soprq |’EUI’OpCI.

7 .
(orocer)

Fornitore ufficiale Nazionale Italiana Basket
www.orogel.it
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Ferrari and Formula 1

LO STILE ITALIANO
SALE SUL PODIO

\«

N~

ORGOGLIOS!I DI'ESSERE IL BRINDISI UFFICIALE DELLA FORMULA 1#

SFERRARITRENTOFI

¥
e
39

| FERRARI

Official Toast of Formula 1*
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Licensing, co-marketing & co-branding

Through licensing agreements (e.g. use of the sponsee logo) it is
possible to enhance the sponsorship also through co-marketing and
co-branding

SERIE A

Partner logo

Prada & Luna Rossa sponsorship
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Sponsorships are also useful to create contents for the
social media strategy

Cr TikTok @
May 16 - Q
Si é conclusa una settlmana da urIo per Eu sion Song Con , ma il party continua su -
TikTok. Ecco i brani di # n che stanno |sp|rando magglormente la nostra community! Y I o sta rte r p a c k p e r
J #Eurovison2022 su TikTok e unisciti alla festa x ° °
Link in bio l fq n d I

Top 3 Eurovision 2022 su TikTok

1 Kalush Orchestra

Stefania

Mahmood & Blanco
Brividi

Chanel
3 SloMo
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Sponsorship are usually quite expensive,
especially if you want to reach a broad
audience.
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Product placement

Product placement is a form of communication in which products,
packaging, brand name, logo, etc. are intentionally placed in narrative
contexts of films or television programs, games, videos in exchange
for cash or in-kind (technical supplies or free products-services)
negotiated between the advertiser company and the production
company.
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Product placement

NS

As with sponsorships, you can try
to increase the awareness of this
association through product tie-in
activities (e.g. use the main actor
of a movie as a testimonial)
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Daniel Craig was hired as celebrity for Heineken TV
commercials
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| But Product Placement can also lead to co-marketing and
“ | co-branding

JAMES BOND DAY

WS £ mbndo pac il -
Dal 1995 ¥ nostis Secma '«
*QUpIganents in oGl ma

oméea 0077
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BRANDS 80K 007" | (=

007 Might Be The The King Of Product Placement

Skyfall

Bond: Daniel Craig

Brands: Land Rover, Audi, Volkswagen, Joguar,
Aston Martin, Sony, Macallan, Heineken,
Omega, Tom Ford, Walther, Coca Cola,

SWAROVSKI

Specire

Bond: Daniel Craig

Bollinger, Proctor & Gamble, Virgin Atlantic, Brands: Crockett & Jones, Sanders and
Literary Review, Cartamundi, Swarovski, Sanders, John Varvatos, Macallan,
Honda, AgustaWestland, Anderson Wheeler, Burberry, Persol, Sunspel, Missoni,

Aurora, BBC, Belstaff, Beretta, Caterpillar,
Citibank, CNN, Courvoiser, Mercedes, Royal
DonLIton, Xperia, Scrabble <l

Gillette, MAC, Chateau Angelus, N. Peal,
N.PEAL Range Rover, Aston Martin, Belvedere,
Arsenal’s Dueller, Heineken, Bollinger,

”\ /ﬂ Tom Ford, Omega, Mulberry, Matchless,
(larks, Ghost Hollywood Salma, Globe-
HONDA Trotter, David Deyong, Interstuhl, Sony,
Fiat, Jaguar, Bollinger, Rolls-Royce,
Mercedes-Benz

y/

Gl.'k"e MACALLAN

Brand Manageme =
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The contexts of product placement have entertainment in
common

3
A

CINEMA

Entertainment is the key generator of consumers’ emotions
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~ I Product placement works in a similar way as sponsorship
“ 1 (as a communication instrument)

Product placement is a communication tool with a great emotional
impact, because it links the product to the entertainment content.

And when the product placement is in contexts with repetitive
exposure (such as videogames or TV series) there is also the frequency
«effect» that helps memorization.
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TV programs and series in Caffé Borbone's communication

strategy
BORBONE =2

Chl siamo Caffe Altri prodotti Compatibilita Sostenibilita  Cialda ECO Blog Contatti ;Sﬁoponllcw

Product placement - Caffé Borbone in TV

Caffe Borbone ha accompagnato con i suoi caffé le trasmissioni televisive piu seguite del

Forte forte forte
Made in sud
Si puo fa
-The v




Product placement, videogames & metaverse
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Videogames: Wendy & Fornites

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




When entertainment content is produced by the brand, we
have Branded Content
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L SR

Branded contents could inspire, educate or entertain (like

games)

GG is Good Game

Two letters encoded with the House s century-old DNA take on new meaning in the gaming arena.
The parting salutation of sportsmanship, "GG" or “Good Game" becomes the name and motto for

Gucci's ventures into virtual worlds as it creates hubs for play, self-expression, talent, freedom, and

individuality.

Gucci Arcade

PLAY NOW > PLAY NOW >

PLAY NOW > PLAY NOW >
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I Red Bull based a lot of its communication strategy on the
= | production of contents

Red BullMEDIA
%J\JSE OUR PORTFOLIO WORK WITH US ABOUT US CAREERS REDBULL.COM Contact Us en

ABOUT US

Red Bull Content Pool is our self-service platform for the world's
media featuring breathtaking video and stills, exclusive interviews
and news about our athletes, events, and projects.

The content is updated constantly and is available for immediate download

rights-cleared and is free of charge for editorial use.

R Free Content for Editorial Use

5 ng
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| Who is an Influencer ?

Influencer

chiaraferragni @ - Follow
Milan, Italy

Also called KOL (Key Opinion Leader) §
Or KOC (Key Opinion Consumer)

chiaraferragni @ Thanks to @Hublot
and my friends from Garage Italia for
this limited edition 2ig Bang
Millennial Pink watch
#3igBangMillznnial®ink 2adv

A person with the ability to
influence potential buyers of a
product or service by promoting

or recommending the items on
social media.

Source: Oxford Digital Dictionary
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|22% of internet users worldwide follow influencers
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The percentage is higher among young people

FOLLOWING INFLUENCERS ON SOCIAL MEDIA

PERCENTAGE OF SOCIAL MEDIA USERS WHO SAY THAT THEY FOLLOW INFLUENCERS OR OTHER EXPERTS ON SOCIAL MEDIA

v G

FEMALE MALE FEMALE MALE

16 - 24 25-34
YEARS OLD YEARS OLD

22.9%
20.7%

FEMALE MALE

35 -44
YEARS OLD

COMPARABILITY:

GLOBAL OVERVIEW

FEMALE MALE FEMALE MALE

45 - 54 55 - 64
YEARS OLD YEARS OLD

are. . <O>Mel
S ecial eltwater
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Influencers’ classification

There are 5 types of influencers:

MEGA (>1M)
1. Mega-influencers with more than 1

MACRO (500K-1M) million followers (celebrities)

MID (50K-500K) 2. Macro-influencers with 500K to 1
million followers

3. Mid-tier influencers with 50K to 500K

MICRO (10K-50K)

followers
MO ELECLS, 4. Micro-influencers with 10K to 50K
followers
5. Nano-influencers with 1K to 10K
followers
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Some Mega influencers...

# Piattaforme £ Marchi & Creator S Prezzi & Strumenti B Risorse Accesso

~

elenco aggiornato al 2024-10 Scarica )

ARGOMENTO DI RAGGIUNGIBILITA INVITA ALLA
H NOME SEGUACI ER PAESE INFLUENZA POTENZIALE SALVA CAMPAGNA

] Cristiano Ronaldo Sport  Finanza 2 —
R 640.2M 114% Portogallo ) 192.M ( Vvedi Profilo )

" @cristiano L 9 Calcio kA A7

g s Calci

@l LeoMessi BRI e —
2 \ : 503.9M 0.48% Argentina Attivita Generale 151.2M w Vedi Profilo )
@leomessi i

Interesse Gener..

Bellezza e Cura ...
=z Selena Gomez ———y
3 4 424 M 0.59% EE Stati Uniti Intrattenimento ... 127.2M D¢ _ Vedi Profilo )

>
selenagomez
@ 9 Musica  Attori

Bellezza e Cura ...

Kylie Presentazione d..

@kylisjonner 396.8M 0.62% &= Stati Uniti T 119M b Vedi Profilo

Personaggio Pu...

Intrattenimento ...

3953M  015% == Stati Uniti Attori 118.6M 7 Vedi Profilo )

Personaggio Pu...

Dwayne Johnson
y @therock

Intrattenimento ...

3 Ariana Grande _—
6 ¢ ) . 376.8M 0.48% EE Stati Uniti Musica  Cantante 113.1M w5 Vedi Profilo )
@arianagrande S S
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The micro-influencers engagement rate is higher than the
average

L'ENGAGEMENT SUL BRANDED CONTENT PER TIER O
CAMPAGNE (tag o hashtag #adv/#advertising) PUBBLICATE DAGLI INFLUENCERS ITALIARF*

Celebrities Macro Risers Micro
% Branded Post Interazione media % Branded Post Interazione media % Branded Post Interazione media % Branded Post Interazione media
pubblicati Branded Post vs pubblicati Branded Post vs pubblicati Branded Post vs pubblicati Branded Post vs
Post Post Post Post ..,
1% 12
7.2 s 8.6 - 13,2
8,7% 96% % % %

\ \ \ <

Branded
Post ' Post 9X interazioni medie & 4X interazionl medie + 2X interazioni medie +

Fonte: Elaborazione Sensemakers su dato Shareablee, Partnership Explorer « Content Pulse, Q2 2021, taka | Pattaforme: Facebook, nstagram shareadblee

A
INFLUENCER senseiinxens N | 22
MARKETING —
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Micro influencers are the most used worldwide

WHAT TYPE OF INFLUENCERS DO
YOU PLAN TO WORK WITH IN 2023?

29.5%
CELEBRITY  gym

48%

MEGA = g

81%

MACRO
72%

74%
MICRO

7%

NANO
32%

15%
AFFILIATE
21%

PRODUCT BARTER | Sadd

CCED
)

COD
COD
D
D
D
)

Con

CI

Cioe

O

21%

i 2023 ([ 2021

Source: LIMQIA The state of influencer marketing 2023 ( global data) Brand Management & Media Planning
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Instagram is the most used social platform for Influencer
Marketing

RANK THE SOCIAL PLATFORMS IN ORDER OF
IMPORTANCE OF INFLUENCER EFFORTS

INSTAGRAM
TIKTOK
YOUTUBE
TWITTER

PINTEREST

SNAPCHAT

Source: LIMQIA The state of influencer marketing 2023 ( global data)
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N The phases of an influencer marketing campaign

‘A
v v

VLU

2

1 3 2
Define targets Look for the Define the most Measure the
& most suitable effective way results
objectives influencers of collaborating
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1. Define targets and objectives:

1. Awareness and image
Sales
Traffic to the website, registration for events

Increase followers

v &~ W N

GCet more impressions /reach
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I What can create awareness and imagery of the brand
“" | through influencer marketing?

m Product demo video

s Unboxing video

m Product reviews

m Sponsored posts

m Promote contests
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| # Unboxing videos

= EYoulube" Search

)

#iphone12 #iphone12pro #anteprima

iPhone 12 e 12 pro UNBOXING PRIME IMPRESSIONI e CONFRONTO

918,165 views * 20 Oct 2020

andreagaleazzi.com
1.14M subscribers

ilp 33k &1817 P SHARE

=y SAVE ...

SUBSCRIBE

(=

TOP SECRET SMARTPHONE UNBOXING

78 UnboxThe.. @ \ponati (5 144911 GI 2 Condividi

18,2 Min di iscritti
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#2 Product demos

[e—
S

P Pl N 142171647

P Pl ) 0437700

Provare un trucco completo da SHEIN!
&g Tradotto

=8 KillerBanjo ividi James Charles @
:E-ﬁ 327 iscritti [127 3 9] A> feocg ﬁﬁ 23,8 Min di iscritti m ﬁ SARAD g] A> Condivict

Nintendo Switch Product Demo
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| do NOT recommend these products... heh

66.788 visualizzazioni * 2 mesi fa
J% Soo Beauty ~HE|

V| launched my own toner pad/#~FE|7} EI1F H=§ EHIHE! oFollow |

Such a disappointment from an amazing brand! | mm...

ayrskincare + Follow
San Juan Capistrano, California

ayrskincare Experience peace and
balance to your skin and your senses,
with Serenity Balancing Blue Tansy facial
oil.

With 100% organic oils, using Fair Trade
coops in Senegal and Kenya. Your
purchase helps women raise their
families with health care, and education,
in a safe environment. Sustainablility is
practiced too, and traditional methods of
cold processed organic oils.

Your skin will absorb this beautiful oil
blend quickly, and it will leave your face
feeling so soft and silky you won't want
to stop touching it! Antibacterial, helps
restore elasticity and supports healthy
collagen production. Check out our

oQvY W

5,517 views

@ @ Add a comment.

Brand Management & Media Planning
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#4 Sponsored posts

60 5 o N LANCOME

PARIS

' ., This necklace was a birthday |

ey

LANCOME X
CHIARA FERRAGNI

EXCLUSIVE MAKE-UP COLLECTION

ata i s
evian evianwater @ ¢ Segui

evianwater evian wishes you a happy new
year! ¥ % #evian #chiaraferragnicollection
#chiaraferragni #happynewyear

Mostra tutti e 42 i commenti
evachls Woww
arlyssgaribay @gaat8

arlyssgaribay @vgp_09 una amiga la
compro en guanajuato, jamas la he visto.
Yo vivi en USA y nada ©

vgp_09 @arlyssgaribay tengo q
conseguirla!

e petricia_g 50000 cool!!#
-
> imrizarelleve wow my dream i love
w @chiaraferragni and @evianwater
"
\l albertohd: #anfitrior ico

laurariasluna @ger.j

ev!an Ivonnemea ®ilaurars B

CHIARAFERRAGN! O Q li] m

Visualizzazioni: 12.863

Accedi per mettere "Mi piace” o

' present supplied
v
fatidan
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#5 Contests

Also called Challenge or Giveaway (because of the prizes)

The goals can be:

» Strengthen the online presence

GIVE

CiurcH

* Promote community growth

WINNER GETS A
A

* Promote the sense of belonging i s
of the community
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What could increase sales?
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| What could increase sales?

[ ;?;‘ 1 i "\‘-xt - —=
ﬁ 1 Imlaurabradshaw 18 . P8

Affiliate Marketing
Campaigns
(the influencers take a
% of sales)

This hair clip from my
new post was only £3!

Swipe up*

poLLY ) MO

Flash Sales

Discount codes
(that the influencers
share with their
community)

Tap the link and use my
ode OLIVIA20 for $20 off |

YO
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How can we find the right influencers?

‘>

2

ook for the
most suitable
influencers

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



How can we find the right influencers? .

Finding the Right
Influencers

1. Start with a Google search.

2. Try an outreach tool like
NinjaOutreach.

Inluencer Marketing Foundation| Chelsea Krost- Linkedin Learning
Brand Management & Media Planning
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There are a lot of platforms to that use algorythms to select optimal
influencers

-QNinjaOufreqch Home Instagram Search YouTube Search Case Studies Features ~ Sign In o e h
= Ninjaoutreac

Find Instagram And YouTube Influencers With
The Most Powerful Social Engine On The Web

Instagram ¥ | @username or keyword like art, sports, etc n

BuzzSum@ Features Use Cases Content Pricing Login 30 Dy Free Trial

Find the content that performs best

Collaborate with the influencers who matter

BuzzSumo
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Do not forget

W h a t m a tte rS i S New to Streaming? ~ Streamer ProgreligRMPartnership  Verified Channels
the engagement N

“The community is so warm and
\ welcoming, it's a big part of the reason
s that | came over."

rate with the =
community (NOT =

just the number of Y
followers)

Ninja

o
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Before contacting influencers we need to have clear ideas:

V)
Vo4

3
Define the most
effective way
of collaborating

Why should the influencer collaborate with us? \What

do we have in common with him / her (values /
products / service)?

What advantages or benefits do we offer to their
followers?

What form of compensation do we think we can give?

What do we expect from the collaboration? What are
our goals?
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| What kind of remuneration or benefits can we offer?
ru/‘“, x - S | OMoney

ﬂ: An exclusive experience
/7

‘ m Free products

Visibility

Include them in an affiliate marketing
program

\ \ ‘tl’ Make them brand ambassadors

(with a long-term relationship)
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Negprgeso. Wiat-2le 7,
Frequency of exposure helps too!

= It's better to keep the relationship
NESPRESSO . ]
over time, even if the program lasts a

. ?\_\ short time.

An ongoing collaboration is more
effective than a short-term one
(frequent exposure helps awareness
and image transfer)

~
www.nespresso.com *Quoid'autre ? ~ 66



THE POWER OF
PARINERSHIPS

When influencers,
become
ambassadors, it can
lead to Co-marketing
and Co-branding
activities

CoNTIRD ¢
CLOBAL 4 o
-

MIKE. MICHAEL
& X "iohoiN
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- [ Fashion business is much involved in co-marketing with
“="Qinfluencers

COLLABORAZIONI

adidas e Beyoncé lanciano
la terza collezione vy
Park

DI ELENA BARA
8 FEBBRAIO 2021

La terza collezione firmata adidas e Beyoncé & stata antici
campagna d'eccezione che vede tra i suoi protagonisti anche
Gucci Mane

< CONDIVIDI
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Project work:
do you think it would be useful
to employ influencers in your
communication plan?

Explain who they are and what
they should do for the brand
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| Ready to play?

Owned & Earned Media BTL Influencer MK

12 Questions

:9 stellaromagnoli 2
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m Branding Foundation - Drew Boyd - Lynda.com

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

Stella Romagnoli | LM Marketing &
Digital Communication 2024-25
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