LESSON 2




Procter & Gamble «Thanks Mama" for Olympics:

https.//www.youtube.com/watch2v=TaJgjkSMR7s Londra 2012
https.//www.youtube.com/watch2v=vkJOZKvUUCM Sochi 2014

hitps://www.youtube.com/watch2v=UMOPdNIinsY Rio 2016

hitps://www.youtube.com/watch2v=55ScN4o0YdRI Olimpiadilnvernali2018



https://www.youtube.com/watch?v=TaJgjkSMR7s
https://www.youtube.com/watch?v=vkJOZKvUUCM
https://www.youtube.com/watch?v=UMOPdNIinsY
https://www.youtube.com/watch?v=55ScN4oYdRI
https://www.youtube.com/watch?v=1VM2eLhvsSM
https://www.youtube.com/watch?v=-R-EEdvDrUU
https://www.youtube.com/watch?v=Q56M5OZS1A8
https://www.youtube.com/watch?v=yQmpqvoEpws

MAIN ROLES IN A STORY...

CHARACTERS

WHO SHOULD BE IN YOUR STORY




Communicating by using storytelling techniques

e a more compelling and effective route for
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First, define your brand: what do you offer, who's your
brand for, why is your brand different

econd: understand your customers
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“The most Valuable of all
talents is that of never using
two words when QONE: will do.”

— Thomas Jefferson

g



synthesis

structure _
seduction

sym-pathy
surprise

* This section is taken from content offered by Prof. Alessandro Lucchini — Poles‘rropléllo Scrittura

/




IS ’rhe most important skill for professional writers:
1g how to minimize blockers to understand,

00 fechnical and so
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LIUC — Anno accademico 2018 — 2019 - story telling and story branding ALL contents of this deck are the property of
roberta cocco and can't be reproduced, modify or distributed without prior written authorization of the author.
Students of the course are allowed to use it for preparation.



No one
grows
Ketchup
No one grows Ketchup like Heinz. like
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Knowing how to say more by writing less.
Cutting, reducing down to the bone:

oolls and boils until it
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The ability to organize the message STRUCTURE effectively:
iInterpreting the text like a geographical area:

beginning — body — end

and deciding where to position the most important parts.

Deginning, if the text has the objective of informing
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Fearless Girl case study
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Knowing how to choose the best style for each

audience and each occasion, reducing the
between written and spoken language,

D support the
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The ability to capture the reader’s attention:
helping him to avoid boredom, haste, distraction.

Language, questions, elements of surprise, the
netoric, play of words and numbers. And
’ ilon, thinking
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PLEASURE COMES IN SIX FLAVOURS
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Or befter empathy. A gift of phsychological
significance.

INg how to touch the emotional chords of the
where the text risks being




Green Matters.

Go Green. & TOYOTA
Save Earth. rrIUS






The seventh key is methodological,
transversal to all others.

e right amount of creativity



Pimples?
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Cleans pores.
Fights pimples.
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The power of a brand lies in what resides in the mind of customers

mer response to the




CBBE PYRAMID (K. KELLER)

Keller®s Customer-Based Brand Equity Pyramid

4. Relationships
What about vou and me?

3. Response
What about yvou?

2. Meaning
What are vou?

Salience 1. Identity
Who are vou?

Source: Keller, 2003




Brand Element

we s
N
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Brand Names

2 : Logos and Slogans and Packaging and
Criterion and URLs Symbols Characters Jingles Signage
~ Memorability Can be chosen Generally more Generally more Can be chosen Generally more
; to enhance useful for brand useful for brand to enhance useful for brand
g brand recall recognition recognition brand recall and recognition

and recognition recognition %

Can reinforce Can reinforce Generally more Can convey Can

almost any type almost any type useful for non- almost any

of association, of association, product-related type of of

although althougi imagery association )

] sometimes sometimes only and brand explicitly

only indirectly indirectiy personality

Can evoke Can provoke Can generate Can evoke much

much verbal visual appeal human qualities verbal imagery

imagery

Can be Excellent Can be Can be

somewhat somewhat somewhat

limited limited limited

Difficult Can typically be Can sometimes Can be modified

redesigned be redesigned TR
Generally good, Excellent Excellent Excellent

but with limits

Source: K. Keller
«Strategic Brand
Management»




Brand Associations are anything which are deeply seated in the
mind of our customers

Brand need to be associated with something
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Brand Associations are anything which are deeply seated in the
mind of our customers

Brand need to be associated with something
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SECURITY Cooltechnology




Define the Impact
Empathize with your audience
Explore the landscape







