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Let’s get to know each
other...

Born in Italy, adopted
by UK and married to
Thai

Actor, musician,
marketer and
planner

New hubby, new
daddy



My over 12 years
marketing experience



Some things we’ve done in
~ Thailand in the past 2 years
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Exercise

* 5mins to talk to someone you don’t know

e tell them your name and one thing why we
all should remember you

e Everyone presents the other person with the
name and the one thing

Suggestions
 Think something memorable
e Listen







Few basic rules...







Vo)
L
O
i
(O
Vo)
M
Q
>
-
O
O




Workshops not
lectures -




Our plan

* Frame communication within the big picture

* The phases of communication development
— Planning and strategic development

— Communication development - executions

— Judging and testing communication
e Social media: how it works and why is it important
e Case studies and work on a specific project

. ¢ Exam




Our reference

Advertising and Promotion: An
Integrated Marketing
Communications Perspective,
Global Edition 9t

G. BELCH - M. BELCH




One word on
evaluation

Participation: SPEAK UP or | won’t know if you're
alive!

Case study: let’s get our hands dirty...

Mid-term and final written evaluation: I’'m not
interested in “memory test”, I’'m interested in
smart-asses who want to understand some

useful concept and play with them...but it doesn’t
mean is going to be easy

Final result will be based 50% Practice
(Participation and Case Study) and 50% on theory
(written exams)
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One last thing before we start...

.




In fact...




- Let’s start from the very

(0)

,.\ - big picture...

)A




The context

A

marketing

communication



The big picture

e Business: the core activities of a company
(trade of goods, services or both to
consumers)

e Marketing: it is an integrated process
through which companies build strong
customer relationship and create value for
their customers and for themselves
(Kotler)

* Communication: one of the activities of
L the marketing mix



How many P’s in marketing mix?




Marketing Mix
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Promotion

Is one of the ‘unknown’
number of P’s

A mean to an end

A tool that can be used
to convince consumers

A tool that can be used
to influence behaviors,




So when we talk...

e Business: we talk sales, selling products
or services, turnover, profit, margins...

 Marketing: we talk activities to launch
new products, to increase consumption
of existing ones...

e Communication: we talk generating
awareness of products, convince
people to try, change existing
behaviors...




The context

A

marketing

communication



Many touch points under
“promotion”

Promotion

| | | |
Brand Social N IS |
activation media PR Direct mktg Promo

Advertising







This course’s focus:
integrated communication

e How it works
* How agencies develop strategies

* How agencies create executions




Integrated Communication:
what is it, how does it work
and why?




What is it?

Communication™® (kemyol oni'kasHen): the activity
of conveying information

When it comes to brand communication it is the
act through which a brand shares info about
itself or its products/services with the intention
of influencing the behaviors of specific target
groups (from stakeholders to shoppers)

In this course we will mainly talk about
shoppers behaviors and how to influence them
through integrated brand communication

* from the Latin word "communis” - to share



Half the money |
spend on advertising
is wasted; the trouble

is | don't know which
half.

John Wanamaker (July 11, 1838 — December 12, 1922) was a United States
merchant, religious leader, civic and political figure, considered by some to
be the father of modern advertising and a "pioneer in marketing.”
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Integration of the brand communication
channels in order to provide a more
impactful, consistent and compelling
message about the brand or its products
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Brands need to change today or

face the consequence of being extinct.




Brands who will succeed are those
who create believers, not

consumers

Like a rock-band... not people who
buy a record, but fans who live and
breath the band, do what the band

does, behave as the band
ambassador...




To be able to do this
brands need to establish
‘conversations’ with people
in all relevant channels...

...different from
bombarding target
consumers with
commercials




Advertiser vs. consumer




e 2 ways conversations

e Multi-channels
e Listen...
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The process

Marketing ' : /
Strategy and  Target Marketing Marketing Planning
Analysis Process Program Development Target Market

Promotion
. to final buyer

Internet/
L Interactive

| Promotion
to trade

Purchase







The client’s side

1
1 1 1 1 1 1
B Brand L Trade
manager marketing

Brand
manager (...)

Market Researches: Trends, Needs and
Motivations, Market segmentation

e Marketing mix development

* |nnovation

e  Communication

* Pricing strategies

* Positioning

e Pack design

e Agency management

* Support to sales

Mktg
services



agencies

Deliver specific services according to the nature of the agency:
*Researches

eAdvertising

*Media planning and buying

*Web solutions

*PR and influence plans

*Packaging design




The ad agency side

I —————— ]
Client . . - . .
i Planning Creative Digital Production Finance HR
services

Manage clients and
supervise the projects

Define communication
strategies and researches

Develop actual executions

Develop web solutions and
integrate

Responsible for actual
production (ex. shooting)

The boring thing
Finance and HR do



Different type of
advertising agencies

Big multinational groups (WPP, IPG, Omnicom,
Publicis); full set of departments, highly
integrated usually handling global accounts

Local strong players (in Thailand: Matchbox,
Prakit, Bangkokshocase) born as spin-offs from
bigger agencies or from local talents. Mid-small
sizes focused on core services

“Creative boutiques” focused only in creative
development. Known for out of the box thinking
mainly work on ad hoc projects
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