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My experience
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Welcome to the methodology of marketing communication

Ø Focus on the marketing communication channels
Ø Focus on KPI’s
Ø Focus on the marketing practices
Ø Interactive sessions
Ø short break each hour

1. Marketing channels
2. Advertising
3. Sponsoring
4. Events

Course outline
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III. Forms of communication

1. Marketing communication channels: 13.45-17.45

1. 13.45-14.30 Marketing channels
2. 14.45-15.30 Advertising
3. 15.45-16.30 Sponsoring
4. 16.45-17.30 Events
5. Brand activation POS
6. Brand activation Digital
7. Brand activation Direct
8. Meaningful Marketing

Course outline
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Session 3 : 
Marketing communication channels

Define the  
“Why” of your 
brand
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Why How What – Simon Sinek

Session 3: 
1. Marketing communication channels
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Why How What – Simon Sinek

Session 3: 
1. Marketing communication channels

7
7



8

Why How What – brands

Session 3: 
1. Marketing communication channels
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Session 3 : 
1. Marketing communication channels

Make your 
campaign 
omnichannel
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2.3. Omnichannel

Session 3 : 
1. Components of marketing communication

Source : Add Retail

Omnichannel marketing combines online and offline channels.

The consumer uses more and more channels, at different 
times
to build your strategy, you need to
-define the objectives
-start from the customer journey
-use customer data

Today you have to be Phygital:
- if you have a physical shop, you must also be online
- if you are online, you have to offer a physical experience 
(pop up stores, events, etc.)
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Session 3 : 
1. Marketing communication channels

Adapt your 
your channels 
to your 
objectives?



Session 3 : 
1. Components of marketing communication



Session 3 : 
1. Components of marketing communication

Source: sproutsocial
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2.3. Channels/objective

Session 3 : 
1. Components of marketing communication



Objectives 2018 - 2022

CHANGE IMAGE / 
DRIVE 

CONSIDERATION

INCREASE 
AWARENESS

2018
CREATE BROKER 

REFLEX

2020 2022

INCREASE CUSTOMER BASE

I 15

Session 3 : 
1. Components of marketing communication



Session 3 : 
1. Components of marketing communication

Source: sproutsocial

Persona
Customer journey

https://www.boardofinnovation.com/tools/
customer-journey-map/

1. Choose a persona: Un persona est un personnage imaginaire
représentant un groupe ou segment cible dans le cadre du 
développement d’un nouveau produit ou service ou d'une activité
marketing prise dans sa globalité. Le persona est généralement doté
d’un prénom et de caractéristiques sociales et psychologiques.

2. Design the customer journey: la « Customer Journey » peut se 
représenter facilement sur une « map ». Une carte graphique qui décrit
le parcours de vos utilisateurs et l’ensemble des interactions avec vos
différents « touchpoints » sur le trajet de la découverte de la marque.

3.

https://www.boardofinnovation.com/tools/customer-journey-map/
https://www.boardofinnovation.com/tools/customer-journey-map/
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2.3. Channels/objective

Session 3 : 
1. Components of marketing communication

Source : Add Retail
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Session 3 : 
1. Components of marketing communication
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Session 3 : 
1. Components of marketing communication

https://medium.com/@alvindang.magestore/top-5-kpis-to-track-for-omnichannel-retail-c6aa71617af9
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Session 3 : 
1. Components of marketing communication

questions? 
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1. Advertising

Session 3 : 
2. Advertising 



Source: Kantar BrandZ



Source: Kantar BrandZ

UPDATE



Source: Kantar BrandZ



Source: Kantar BrandZ



Source: Kantar BrandZ
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UPDATE
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1. Advertising
Mass communication made in mass media, necessarily subjective,

designed to support a sender, clearly identified.
This sender offers a contribution of any form (money or other) in

exchange for his promotional message to be embedded in dedicated
areas, external to editorial contents.

The message is as such made accessible to the audience of the media
considered.

Session 3 : 
2. Advertising 

Source : Publicitor, 2014, Larousse
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Forms of Communication
Persuasive and informative advertising: convincing with rational
arguments
Projective or integrative advertising: highlighting the belonging
to a group or the possibility of belonging to a new social group
Mechanistic advertising: mechanical repetition of the message,
the customer consumed by habit
Suggestive advertising: psychological approach of the target, we
are going to play on the mechanisms of the unconscious and the
influence of the image on our senses (Pleasure, dream or fantasy,
identification,.... )
And Meaningful advertising…

Session 3 : 
2. Advertising
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Session 3 : 
2. Advertising projective & integrative
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Session 3 : 
2. Advertising projective & integrative
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Session 3 : 
2. Advertising mechanistic
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Session 3 : 
2. Advertising suggestive
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https://www.youtube.com/watch?v=Opj_QRdXY5I

Session 3 : 
2. Advertising persuasive & informative

Lidl

https://www.youtube.com/watch?v=Opj_QRdXY5I
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Session 3 : 
2. Advertising persuasive & informative
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Session 3 : 
2. Advertising persuasive & informative



Session 3 : 
2. Advertising meaningful
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Forms of Communication

• Unilateral communication and subjective (≠
untrue or unfair) sometimes comparative.

• Sender(s) identified as such (except teasing)
in mass media

• Define your USP (Unique Selling
Proposition)

• Investments are decreasing but weight in
media mix remains important/relevant

Session 3 : 
2. Advertising
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Session 3 : 
2. Advertising

Forms of Communication
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Pretests & Posttests
Objective = directly or indirectly support company activities

= create or improve brand awareness, brand beliefs, brand 
image, … & impact engagement and preferences

Session 3
2. Advertising pretests & postests

PURPOSE: 
To measure the reaction of members of the intended audience to the 
concepts and messages of materials, before final production.

3 MEANINGS:
Pretest – of a questionnaire before implementation
Pretest-posttest – before/after measure 
Pretest – of communication material 
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Session 3
2. Advertising pretest
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Session 3
2. Advertising pretest
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Session 3
2. Advertising pretest
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Les temps changent, le courtier s’adapte



OUTDOOR|
RESULTS POST TEST

Session 3
2. Advertising post test



OUTDOOR| RESULTS POST TEST 

Session 3
2. Advertising post test



OUTDOOR| RESULTS POST TEST 

Session 3
2. Advertising post test



• KPI’s:
different according to objectives & marketing funnel

Session 3
2. Advertising KPI’s

Awareness: spontaneous, aided, 
top of mind

Consideration: likes, ambassadors, shares, 
Performance:
Performance: #sales, Sales Revenue
Cost Per Lead, Customer Lifetime Value
ROI
Traffic-to-Lead Ratio (New Contact Rate)
Lead-to-Customer Ratio
Landing Page Conversion Rates
Organic Traffic
Social Media Traffic (and Conversion Rates)
Mobile Traffic, Leads and Conversion Rates
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Classic TV is the best performing
media to increase all brand KPIs. 
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26.09.22 - 27.09.23
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Content : storytelling

• evokes and manages tension
• story that relies on dramatic intensity (conflict btw subjective 

expectations and cruel reality) solved by determination and willpower”
• creates (emotional) fellowship (empathy)
• encompasses a place (with symbolic values) and an experience

Session 3 : 
2. Advertising content

Source : Pera, Viglia & Furlan, 2016; Sole and Wilson, 1999

Sharing knowledge and experience through a story and episode to deliver a 
complicated idea, concept and causal relation (Sole and Wilson, 1999)
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Session 3 : 
2. Advertising content 
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Content : advertising, native or editorial? 

Session 3: 
2. Advertising: content

• Content advertising is the process of producing content with the 
intention of promoting that content through paid distribution channels. This 
can include paid social, sponsored placements, and any other type of paid 
promotional opportunities.

• Native advertising is a type of advertising, mostly online, that matches 
the form and function of the platform upon which it appears. ... Instead of 
embedded marketing's technique of placing the product within. 
the content, in native marketing the product and content are merged.

• Editorial content that contributes to the positioning of the brand, 
demonstrates expertise and expands exposition (earned media).

Source : Pera, Viglia &Furlan, 2016
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Emotions drive the effectiveness of viral ads

Session 3
2. Advertising content

https://www.youtube.com/watch?v=Sz14OF-p1Cw

https://www.youtube.com/watch?v=Sz14OF-p1Cw
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Session 3 : 
2. Advertising content: les infuenceurs
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Session 3 : 
2. Advertising content 
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Session 3 : 
2. Advertising

questions? 



Session 4
3. Sponsoring

64

https://www.dailymotion.com/video/x6z22ev

https://www.dailymotion.com/video/x6z22ev


Sponsoring
When an organization finances totally or in part 
« activities/events/person » in exchange with the right to be 
associate with the later activities/events/person
The objective is for the organization, its brand or offer 
(products or services) to be put forward while being associated 
with the positive image of the events/activities/person.  

Session 3
3. Sponsoring
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Session 3 : 
3. Sponsoring



Session 3
3. Sponsoring



Primary objectives:
q Awareness and preferences

q Increase awareness
q Offer a positive, original and differentiating image of the company

(brand, product, services)
q Develop, strengthen or change the company’s image (brand, product,

services) through specific associations.
q Positive emotional associations (pleasure, positive mood);
q Positive cognitive associations (quality);
q Reinforce values

Session 3
3. Sponsoring



Secundary objectives:
q Activation

q Increase sales volumes
q Specific targets

q On current or new markets

q Support sales forces
q Ease relationships with retailers
q Ease relationship with clients (B2B & B2C)

q Create a positive experience

Indirect objective
q Strengthen employees involvement in the organization’s project
q Support stock price/value

Session 3
3. Sponsoring



Targets
¨ Allows selected audiences

q B-to-B and B-to-C
q B-to-C: Direct and indirect audiences
q B-to-B: « hospitality marketing »

Session 3
3. Sponsoring
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Session 3
3. Sponsoring
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Session 3
3. Sponsoring



¨ Differences between
1. Sponsoring
2. Endorsement
3. Societal Marketing / Cause marketing
4. Mécénat (culture, art, social causes)

Material support provided to a person, or activity directed to society’s
welfare, although no compensation is expected, directly or indirectly

Session 3
3. Sponsoring
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Session 3
3. Sponsoring
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Session 3
3. Sponsoring



Session 3
3. Sponsoring



Main types of events / activities
q Sport
q Culture
q Television programs
q Films or TV productions, videos, games, books, ..
q Societal issues

q Environment
q Social or humanitarian

q Research ( scientific, medical or techn(olog)ical)

Session 3
3. Sponsoring



Session 3
3. Sponsoring



Session 3
3. Sponsoring
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Session 3
3. Sponsoring



Support to societal causes or issues

Session 3
3. Sponsoring

Source: Unilever presentation Kris Michiels- sept 2020



Session 3
3. Sponsoring



q Measure of direct audience
q Measure of indirect audience
q Spontaneous or aided awareness
q Image dimensions
q Memorization
q Attribution test
q Investment

Session 3
3. Sponsoring – ROI & KPI



Session 3
3. Sponsoring ROI
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Session 3 : 
3. Sponsoring

questions? 
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Session 3
4. Fairs
Session 3
4. Fairs and events
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Session 3
4. Fairs
Session 3
4. Fairs and events

update
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Session 3
4. Fairs
Session 3
4. Fairs and events
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Session 3
4. Fairs
Session 3
4. Fairs and events

89
89
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Session 3
4. Fairs
Session 3
4. Fairs and trade shows

“Le marketing événementiel est un type de marketing qui 
implique la promotion d'une marque, d'un produit ou d'un 
service par la voie de l’organisation ou la participation à des 
événements. Le marketing événementiel vous aide à construire
des relations plus profondes avec les clients et à les informer 
sur votre produit.”



Session 3
4. Fairs and trade shows



Objectives
- Activation : Sales (e.g. up to 35-50% % of yearly sales are made

during BMS or Batibouw)

- Awareness : Image building
- Innovation (launch of new products)
- Presence on the market (« must be »; not to leave room for competition)

- Engagement and preferences : Networking
- For targets/visitors : Visitors experience

Targets
• B2B and B-to-C
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Session 3
4. Fairs
Session 3
4. Fairs and trade shows
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Session 3
4. Fairs
Session 3
4. Fairs and events
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Session 3
4. Fairs
Session 3
4. Fairs and events
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Session 3
4. Fairs
Session 3
4. Fairs and events

https://www.youtube.com/watch?v=OPcGfDSbc_c

https://www.youtube.com/watch?v=OPcGfDSbc_c


Session 3
4. Fairs and events



EXPERIENCE / 
Contest EXPERIENCE

ADDRESSES 

EMAIL

VIRTUAL 
REALITY

442.111 
visitors

28.752
visitors 

with 
broker’s 

bags

1.384 VR      
1.153 
leads

qualified
Leads

BMS: good visibility & participation

97

S
10

Session 3
4. Fairs and events
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Session 3
4. Fairs
Session 3
4. Fairs and events
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Session 3
4. Fairs
Session 3
4. Fairs and events



EXPERIENCE / 
Contest EXPERIENCE

ADDRESSES 

EMAIL

VIRTUAL 
REALITY

257.000 
visitors
-10%

25.750
distributed 

bags 
at the caravan

845 VR 
leads

Contact 
forms

+ check 
ups

S
500€

10

Batibouw: good visibility & participation

Session 3
4. Fairs and events



• A virtual event is an online event accessible in whole or in part on the 
Internet for a defined period of time. This type of event is realized 
using a virtual platform allowing the webcasting of the content.

• Webcasting allows the transmission of live or on-demand audiovisual
files over the Internet. There are several formats of virtual events 
ranging from webinars with a single session, to interactive virtual 
conferences with multiple concurrent sessions, virtual trade shows and 
networking.

• Virtual events can therefore take many forms whether it is a 100% 
virtual event or a hybrid event combining a physical event with one or 
more virtual components simultaneously.

• However, hybrid events should not be considered as a simple virtual 
replica of the physical event. The goal here is to create two distinct 
experiences that maximize the engagement of your community.

101

Session 3
4. Fairs
Session 3
4. Fairs and trade shows

https://www.jpdl.com/fr/article-evenement-virtuel/

New types of events after covid
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Session 3
4. Fairs
Session 3
4. Fairs and events
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Session 3
4. Fairs
Session 3
4. Fairs and events

Popular event KPIs include:

•Ticket sales (leading up to the event)
•Attendance / Registration (day-of)
•Number of sales leads generated
•ROI (return on investment: whether 
the event made or lost money, and 
how much)
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Session 3 : 
4. Fairs & Events

questions? 
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Session 3 : 
Components of marketing com

To be continued on 
Nov 30th 13.45 -17.45 


