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Course outline

» Focus on the marketing communication channels
» Focus on KPI’s

» Focus on the marketing practices

> Interactive sessions

» short break each hour

1. Marketing channels
2. Advertising
v 3. Sponsoring
z, & 4. Events
oV COMU
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Course outline

Ill. 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
;\‘*""’/{z_ 8. Meaningful Marketing
us COMU
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Session 3 :

Marketing communication channels

o Define the
“Why” of your

/|
__!A brand
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Session 3:

1. Marketing communication channels

Why How What — Simon Sinek
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Session 3:

1. Marketing communication channels

Why How What — Simon Sinek
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Every organization on the planet
knows WHAT they do. These are
products they sell or the services

Some organizations know HOW
they do it. These are the things

that make them special or set them
apart from their competition.

Very few organizations know WHY H O w

they do what they do. WHY is
not about making money. That's
SV,

a result. WHY is a purpose, cause W HAT
or belief. It's the very reason your
,///A“\\\ organization exists.
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Session 3:

1. Marketing communication channels

! T

”We will accelerate the world’s
”We will create a better everyday transition to sustainable energy.”

life for the many people.”

Google

”We will provide access to the
world’s information in one click.”
»

”We will bring inspiration
P and innovation to every

~ ‘ athlete in the world.”
v, . . )
s Think different:
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Session 3 :

1. Marketing communication channels

" Make your

campaign

/|
_!A omnichannel
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Session 3 :

1. Components of marketing communication

2.3. Omnichannel

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.)

SV Awareness Service Loyalty
z S
U
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Session 3 :

1. Marketing communication channels

- Adapt your
| your channels
‘A to your

objectives?
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Session 3 :

1. Components of marketing communication

E Recap: modéle pour une stratégie de marketing en ligne de base

Unaware

— itors: E
Competitors: — S E Phase inconsciente

$ *  Nescafé Dolce Gusto (Sensibilisation)

e Senseo
= /" T om THINK Envisager les options
. 2 (Considération) 9 2

»1 Consideration Buy:
' «  Online webshops Achat du i
produit/service

/v ) NE boutiques

Buy

"' i CARE Acheter a nouveau, . B
W [echiecaptnles (Fidélisation) bouche 3 oreille & i@
Use ‘ Sl
W ’ Generic capsule Google Atelier Digital
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Session 3 :

1. Components of marketing communication

The Marketing Funnel

Above the Line
(A1)

Below the Line
(BTL)

S =
TN

LO UVAI N Source: sproutsocial

Strategies for Each Stage of the Marketing
Funnel

The marketing funnel works as a unified whole. This means that every
section needs to work perfectly for the journey to be successful. There
are many things that reduce friction in their marketing funnel. For
instance:

e Awareness: Branded content strategies appeal to audiences and
make them receptive to future interactions.

e Consideration: Brand advocates and social proof assist customers
when they’re comparing you against competitors.

e Conversion: A simple purchasing process reduces the risk of buying.

e Loyalty: A loyalty program with regular discounts, email interactions
and social media maintains customers.

e Advocacy: Receptive individuals in your loyalty program support your
future marketing funnels.

coMu
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Session 3 :

1. Components of marketing communication

2.3. Channels/objective

Trouver ses clients en ligne: les bons canaux par phase

SEE

A o : Réseaux sociaux, banniéres, vidéos
(Sensibilisation)

THINK

— Moteurs de recherche, sites d'évaluation
(Considération)

™M

CARE

E-mail, réseaux sociaux

(Fidélisation)
/ N -
S,
;’; $ Google Atelier Digital
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Session 3 :

1. Components of marketing communication

Objectives 2018 - 2022

INCREASE CUSTOMER BASE

2018 | 2020 | 2022

CHANGE IMAGE /B oA TE BROKER

DRIVE
CONSIDERATION REFLEX

INCREASE
AWARENESS

///M% COMU
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Session 3

1. Components of marketing communication

PERSONA MARKETING

Simple Step by Step

THE IMPORTANCE OF TARGETING

Personalising emails using
personas improves click through
rates by 14% and conversion rates

The use of marketing personas
makes websites 2-5 times more

effective and easier lo use by 10%
CREATING PERSONAS
H!MGI ANALYSE & SURVEY

Gathe
v S 2310 300

4l thrckgh survieys .|.||

START CONSTRUCTING YOUR PERSONAS

You can now start to tultd your
FEraonas a7 go through tho key
g

DATA FOR PERSONAS

Fid out: UkeaOratins
Vitues and rmads

NAME & DEFINE

Eetviotral dain -um :kuramh ‘starant
# purss of ha ausance
DEMOGRAPHICS, BEHAVIOUR, : . -
LIFESTYLE

Naming your peesona hekps oualiso 1o
v

each of youe difieror

" Ungersieng the key insemation
( st i )
l IStOI I ler Ol I rl le e o SITUATION & ATTITUDES
e o et

PRODUCT USE

Corsidar bolh P mothaion of
Why YBU PEHONAS Wouk Be U
YOUr prodct and how iy woulk

50 it IMerently 10 TR Greups SCENARIDS

o ¥s mn the peescna in ming creme
BCenanas of what happans when
'=* the perscoa uzes e product

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 e lele)
marketing prise dans sa globalité. Le persona est généralement doté peri | sy
V.. d’un prénom et de caractéristiques sociales et psychologiques. MARKETING J copsanty st mton ooes s
- - work 4 persona X7° will help yeu
s '{ 2. Design the customer journey: la « Customer Journey » peut se g o o can e a o
E g représenter facilement sur une « map ». Une carte graphique qui décrit
// \\ le parcours de vos utilisateurs et I'ensemble des interactions avec vos © TARGET INTERNET
N  P: . . ,
différents « touchpoints » sur le trajet de la découverte de la marque.

LO UVAI N 3Source: sproutsocial
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https://www.boardofinnovation.com/tools/customer-journey-map/
https://www.boardofinnovation.com/tools/customer-journey-map/

Session 3 :

1. Components of marketing communication

2.3. Channels/objective

Brocom Courtiers Brocom et
Courtiers

Awareness ~ Consideration ‘ Service

G Sem | Maling RP T uinkedin ™ Courtiers
O o ; Evénements
; Site web 8 Customer S call. Flyers/affiches Facebook @ Agences
i/
o
%2
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Session 3 :

1. Components of marketing communication

START FROM THE

TOP
Y -\

Metrics and measures
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Session 3 :

1. Components of marketing communication

&

AWARENESS

- Traffic generation
- Activation or visit

rate

Qv

U
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ENGAGEMENT

- Product
recommendations
and offers per visit
- Conversion rate
on product
recommendations
- Conversion rate
on product offers
- Length of visit

EXCELLENCE & ETHICS IN BUSINESS

 —
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TRIAL

- Product tried per
visit
- Conversion rate

on product trial

CONVERSION

- Cross-channel
conversion rate
- Cross-channel
basket rate

\

LOYALTY

- Advocacy

- Lifetime customer
value

- Revisit rate

- Revisit frequency

Google Ad Spend Social Ad Spend

490 2.752

Email Contacts Email Subscribers

165k 42k

Bounce Rate Email Open Rate

24% 19%

Followers / Subs by Platform
Facebook (FB) 60.770
Instagram (IN) 81.952

Twitter (TW) 196.315
Linkedin (LN) 34.911
YouTube (YT) 59.033

Sales by Platform
Website
Email
Facebook (FB)
Instagram (IN)
Twitter (TW)
Linkedin (LN)
YouTube (YT)
Total

comu



Session 3 :

1. Components of marketing communication

3

. 4
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Session 3 :

2. Advertising

1. Advertising
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Cross-Category Trends
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Source: Kantar BrandZ
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IKANTAR BRANDZ

2023 VOST VALUABLE GLOBAL BRANDS

BRAND ARAND WALUE (USSM) BRAND BRAND VALUE (U5$
* APPLE 880,455 " RBC 3,744
* GOOGLE 577683 = INTEL 33253
* MICROSOFT 501856 * WELLS FARGO 2464
* AMAZON 48737 * SAMSUNG 32303
* MCDONALD'S wi0? * MEITUAN 202
* VISA ¥3092 “ HDFC BANK 3,159
7 TENCENT 141,020 * UNITEDHEALTHCARE 30938
* LOUIS VUITTON 124822 * HUAWEI %084
* MASTERCARD 10,631 * HAIER 0,485
* COCA-COLA 106,100 * XBOX 30,404
" ARAMCO 06,800 “ PAYPAL 30,296
= 93,004 “ TOYOTA 2253
™ ORACLE a9z ** VODAFONE 27030
' ALIBABA n;we *JD 2,600
= AT&T 83999 * GUCCI 26306
297 “ INFOSYS 26,156

 IBM Fp62 *TD 25969
= MOUT) 87524 ** LP. MORGAN =4
2 76299 IcBC 25410
* THE HOME DEPOT 74954 ™ SHEN 24250
* NIKE 74,890 "' MERCEDES-BENZ 23978
= ACCENTURE 73,640 7 MERCADO LIBRE nm
* UPS 73,598 ™ CHINA MOBILE 2,29
“* NVIDIA 72,685 ™ BCA 2,684
- 7,662 ™ CHASE 243
* TELEKOM/T-MOBILE 45103 ™ AIRTEL 233
# STARBUCKS 534 7 SIEMENS 28
* WALMART wes . 22067
bt sa047 ™ EXXONMOBIL 2,068
* MARLBORO 5757 = KFC 22056
* CHANEL e * NONGFU 4
* GUALCOMM 54013 * BANK OF AMERICA 21548
= COSTCO 55,363 = LOWE'S n%0
* YOUTUBE 53,007 * NTT 2385
™ ADOBE 51247 " PING AN 283
* NETFLIX H73 = |KEA 2040
: LINKEDIN 43529 : BMW 20944
csco am L]
> DISNEY 45970 - m 19,400
“ XFINITY 44,554 " AIA nm
0 44,349 “ PEPSI 18826
“ TATA CONSULTANCY SERVICES w1564 = DHL w723
“* TEXAS INSTRUMENTS oz * RED BULL wa
bl Nwl wmar “ ZARA 395
= Lol PARIS 35,084 = COLGATE 18,360
“ SPECTRUM 37346 * UBER 1832
“ AMERICAN EXPRESS n2w " FEDEX L%
““ SAP 34824 " SHELL nes:
“ SALESFORCE 24209 ” SONY vam
* AMD 3379 = PAMPERS 73
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Despite this, brands continue to grow

2022 TOP10 MOST VALUABLE GLOBAL BRANDS

Rank

2022 Brand Brand Value 2022 ($m) % Change 2022 vs 2021
1 APPLE $ 947,062 55%
p) GOOGLE $ 819,573 79%
3 AMAZON $ 705,646 3%
4 MICROSOFT $ 611,460 49%
5 TENCENT $ 214,023 1%
6 MCDONALD’S $ 196,526 27%
7 VISA $ 191,032 0%
8 FACEBOOK $ 186,421 -18%
9 ALIBABA $ 169,966 -14%
10  LOUIS VUITTON # $ 124,273 64%

KANTAR BRANDZ

School of Management




2022
Top 10 Brands STRONGEST

BELGIAN BRANDS

#1 #2 #3 Hel #5

g-':g @ colruyt

Proximus Jupiler Colruyt Cote d'Or

#6 #7 #8i #8ii #10

AT | 'l:'
II By =

Netflix McDonald’s Telenet Local Fritkot Youtube

KANTAR B R A N DZ 2022 551304 Branos 1
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Top 30 Brands

2022

STRONGEST
BELGIAN BRANDS

#11
#12
#12
#14
#15
#16
# 17
#18
#19
# 20

FACEBOOK
ORANGE
DELHAIZE
BELFIUS
CARREFOUR

KBC

BOL.COM

BNL BNP PARIBAS
KINDER

QUICK

Info, News & Search
Comms. Providers
Grocery Retailers
Banking

Grocery Retailers
Banking

General Retailers

Banking

Chocolates & Confec.

Fast Food

# 21
# 22
#23
# 24
# 25
# 26
# 27
# 28
# 29
# 30i
# 30ii

LEONIDAS
ALDI

LOTUS SPECULOOS
LIDL

MILKA
ARGENTA
LEFFE
ACTION
FERRERO
PRINCE
BURGER KING

Chocolates & Confec.
Grocery Retailers
Biscuits

Grocery Retailers
Chocolates & Confec.
Banking

Beers

General Retailers
Chocolates & Confec.
Biscuits

Fast Food

KANTAR BRANDZ 2022

School of Management

STRONGEST
BELGIAN BRANDS




Kantar Global Issues Barometer:
In September, the war is much less dominant, although it remains the leading concern.
Economy and Inflation have gained importance.

May 1320  Sept14
% People mentioning as one of 3 things happening in the world that they are most concerned about right now W e ,.fv:“a".':'fc'.d

= Wave2 mWave3

B B Global major disruplive forces
# © Contextual issues

a7% 1
38% !
20%
25% 2% —
16% 1
1i6 ml% ‘l’% el o it o 1%l 1% 10n)

Economy Climate & Covid-19 Saocial problems  Violence & Crime Work, Pay, Health Resources / Gavernment and
Environmental Unemgployment Energy Politics
ssues

4 - sgnnicantly wormigher vs pravious wave

I(ANTAR 04 Can you name 3 things happening in the workd thal you are most concemed bout it now? Cpen Enced 8
Base Wave 3 Total

- E———

QY2

N
20

U
LOUVAIN Source: Kantar BrandZ

Lol

SUSTAINABILITY

Showing up where it matters and
differentiating where possible

PRICING POWER

Justifying your price with positive perceptions

MEANINGFUL

Mgking life a little better, ecsily, everyday

DIFFERENT

Reducing the risk of being substituted

SALIENT

Reminding consumers of your presence

COMU

ECOLE DE COMMUNICATION
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KANTAR BRANDZ

(\ Most
> Meaningful

ane

KANTAR BRANDZ 2022 e ranos

Wv

Wi

%sﬁ’
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Different

2022

STRONGEST
BELGIAN BRANDS
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Salient




IKANTAR BRANDZ

ﬁ TOP30 New comers

FERRERO

Leaving the TOP30
PRINC

ING =

2022

STRONGEST
BELGIAN BRANDS

v.
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STRONGEST e
BELGIAN BRANDS"™

KANTAR BRANDZ 2022

QA

Top 10 Risers

. Google
. Burger King

. Disney +
. Bol.com

1
2
3
4
5
6. KFC
&
8
9
1

. Kinder
. Zalando
. Kruidvat

0.Merci

KANTAR BRANDZ 2022 20 sranos Part of Top 30 20

LOUVAIN
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of people are prepared to
take action to live a more
sustainable lifestyle

SUSTAINABLE
KANTAR TR ANSFARMATIAN

\W2,

.
>

\[
/|

U

LOUVAIN

But, sustainability
products come

at a premium and
get in the way of
mass adoption

@

68%

believe that products that are
better for the environment and
society are more expensive

32

65%

want to do more to be more
mindful of the planet and the
environment, but their
increased cost of living
prevents them from doing so

Source: Kantar Sustainability Sector Index 2022. Q26 Out of the below statements, which ones would you be

willing to do all the time, if it was easy, accessible and there was nothing stopping you from doing it? 37

coMu

School of Management EXCELLENCE & ETHICS IN BUSINESS



Purpose expectations shift to two priorities

F1
68%
3/4

LOUVAIN

School of Management

The climate crisis is now
acknowledged globally as the
most important issue we face

of people think the world is
going in the wrong direction,
ataglobal level

people think we are livinginan
environmental crisis, at a global level

people are also reporting feeling the effects
of crisis within their day-to-day lives.

report being
,Onan everyday level

of those personally affected by crisis feel
it

Interestingly, or more crucially,

for people we spoke to, above health crisis;
societal crisis; environmental crisis; and political
crisis. Above everything.

agree that brands should
before
taking a wider role in society

EXCELLENCE & ETHICS IN BUSINESS
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What does it mean to be meaningful in 2023?

Welcome to the “Me-conomy,” where purpose gets personal

We're moving into an era where the world'’s biggest problems are being felt on a much more individual level. Meanwhile,
as life gets more challenging, people are looking to brands to enhance their lives in both practical and emotional ways.

Today's Meaningful Brands™ help planet and people - while also enhancing the everyday.

Overall, the

of people believe that companies and
brands should be doing more to improve
and support my health and well-being

as well as the wider
world issues

LOUVAIN
School of Management
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Today's most Meaningful Brands™ perform =
@oB
<7

better on delivering personal @
benefits compared to
the average brand
S Y B ——S— :;;-1
pii

VY
Pl
s )

o©

LOUVAIN

School of Management
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“Help me express
myself as an individual”

“‘Help me feel
energized and alive”

“Give me a sense
of happiness”

“Help me
simplify my life”

“‘Help me save
time and money”

33



Session 3 :

2. Advertising

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.

Wy,
wy

/|

v
US>

coMu

Source : Publicitor, 2014, Larousse
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Session 3 :

2. Advertising

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,....)

\[}

Wy,
wy

/|

And Meaningful advertising...

2\

LOUVAIN
School of Management



Session 3 :
2. Advertising projective & integrative

b "
_‘
< <
B ] KY0 2020 = TOKYD 2020 o TOXYQ2020_ - — TOKY02020
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de e £
. i
O

y Q.

EXCELLENCE & ETHICS IN BUSINESS




Session 3 :
2. Advertising projective & integrative

@ Kruidvat

#9 Top risers Belgium 2022

Kruidvat - Sustainability is a marker of brand growth

Kruidvat is growing on main sustainability indexes.

Kruidvat is offering a wider range of Health &
. ) Beauty sustainable products, with low prices
116 Socially responsible accessible to everyone. They are making
efforts on ingredients and packaging.

118
I ‘il 08 104 +10
I Treats employees well

Power Brand Purpose Sustainability “How pleasant it is to do good around you”
+8

138

Deal fairly with suppliers

Meaningful +4
Different 86
Salient 107

.§"”2 KANTAR BRANDZ 2022 5505 Seanos
US>

L
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School of Management




Session 3 :

2. Advertising mechanistic

(( ) ( )
e Y

’s
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Session 3 :
2. Advertising suggestive

o

e

‘ . (
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Session 3

2. Advertising persuasive & informative

< ALDI BE LI » Tesé UETUDES D T8
LES PRODUITS ALDI SONT AUSSI BONS
E QUALITE QUE LES GRANDES MARQUES. ILS SONT
[AT51 PROUVEE SEULEMENT MOINS CHERS.
@
= LITTLE LION, LITTLE PRICE!
‘JJ;U . REGALO * HEINZ CLASSIC®
e ketchup ketchup
y @“ cam& "bv
Ty &
&'&

ﬁ-'\“s %5, 4y

N’ECONOMISEZ PAS ] -
SUR LA QUALITE. o )
nrive Bad DEQ g b
5 Little Lions

SEULEMENT SUR LE PRIX. Floralys Fas2
- . " ) — Gold Effie

Lidl

COMU

LOUVAIN
EXCELLENCE & ETHICS IN BUSINESS
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https://www.youtube.com/watch?v=Opj_QRdXY5I

Session 3 :
2. Advertising persuasive & informative

QOnze promofolder heb je nu overal binnen handbereik! Check hem waar en
wanneer je wil online of in je My Delhaize app.

Check onze promofolder
online of in je My Delhaize app

: RAL .

y £ 20 \ €S :

e AN CO NS
s “-ws“‘“ii »

LOUVAIN

School of Management EXCELLENCE & T IN BUSINESS




Session 3 :

2. Advertising persuasive & informative

Delhaize — Experience as a route to drive difference

Delhaize is one of the leaders of Brand Experience in its category.

3 DELHAIZE

#13 Belgium 2022

Brand Experience

Difference Offer a good range of products
Attribute — difference from expected

+9

-1

“Little Lions” campaign to better meet the needs of the
Belgian population by answering the decline in
purchasing power and offering a greater brand
experience after a huge Belhaize campaign.

KLEINE LEEUW? v

1 KLEINE LEEUW?
KiEwe PRt | e

ALTUID KLEIX GEPR1ISO. Colruyt Delhaize

Carrefour

KANTAR BRANDZ 2022 525 sranos

|~ =

%W‘\\\\
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Session 3 :
2. Advertising meaningful

WANT ZO'N.TERUGKOOPACTIE,
DA'S EIGENLIJK OMGEKEERD SHOPPEN

-

| _~

U

LOUVAIN

School of Management EXCELLENCE & ETHICS IN BUSINESS

/|

Sliver Effle + Special Mention of Excellence in CommToZero CO M U




Session 3 :

2. Advertising

Forms of Communication

e Unilateral communication and subjective (#
untrue or unfair) sometimes comparative.

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

e Define your USP (Unique Selling
Proposition)

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

v,
M

by COMU
LOUVAIN
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Session 3 :

2. Advertising

Forms of Communication

1. Evolution of gross media investment 2015 - 2023

Share of voice

|||
s

* Figures from 2023
(until June 2023)

2015 2016 2017 2018 2019 2020 2021 2022 2023

*CINEMA « DAILY PRESS » DIRECT MAIL « FREE SHEETS ¢ LOCAL TELEVISION » MAGAZINE « ONLINE ¢ OUT OF HOME « RADIO =TV

3. Grass isedia spend per ccomomie greap

[~

U

€0 2022, un montant brut de L0 milkards @'euros a 66 dépensé en

PUIiciés dans los madias en Belgique. Emvitan 3 moitié de cette

I 0 U VA I N somme a ét6 comsacrée 3 des points de contact digitaax.

School of Management EXCELLENCE & ETHICS IN BUSINESS




Session 3

2. Advertising pretests & postests

Pretests & Posttests

Objective =directly or indirectly support company activities

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

>

s\\“’l’

U
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Session 3

2. Advertising pretest
3. Approche méthodologique

» Une étude qualitative, complétée par une phase quantitative pour confronter les findings a un plus grand

échantillon de personnes et tester des optimisations

» Afin de comprendre les moteurs derriére les décisions ou évaluations, les motivations rationnelles autant

qu’émotionnelles.

» Pour permettre de dégager et approfondir les insights clefs (valider/ invalider les hypothéses) et surtout de travailler sur les

attentes et leviers d’action concrets a mettre en place.

PHASE 1 :
L'ethno
perso

PHASE 2 :
discussions

de groupe
en ligne

Avec mix de phases :
- individuelles

- discussion/ échanges
- sélection/ choix

LOUVAIN

School of Management EXCELLENCE & ETHICS IN BUSINESS

PHASE 3 :
confrontations
des findings au
réel dans une

phase quanti
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Session 3

2. Advertisin

4. Profils & quotas — phase quali: le panel

Sur base des objectifs d’étude, nous avons rencontré les profils suivants :

* Tous sont responsables ou coresponsables de la gestion des assurances au sein de leur
ménage et contact avec |'assureur et/ ou le courtier.

* Tous sont détenteurs d’un bon mix d’assurances : 60% en IARD - 40% en VIE (cf. : solde
restant dQ, habitation, voiture, hospitalisation, plan pension, assurance responsabilité civile,
assurance déces, vol, ...)

* N = 3 ayant des contrats via un courtier/ N = 3 ayant des contrats d'assurances en direct avec

N = 3 groupes en ligne I'assureur (mix en termes produits et compagnies)
* N =1 groupe aupres de Bruxellois m
Critéres linguistiques et de ville « N =1 groupe auprés de Wallons .
@ 2h30 « N =1 groupe auprés de Flamands w
Par groupe :
o * N =3 hommes
m Critéres de sexe par groupe g -
- : * N =3 entre 25-35 ans
Shiisieediagde » N =3 entre 36-45 ans
| = 6 répondants/groupe - S e : :
Bon mix en termes de situation de vie (single/ prefamily/ avec enfants) & professionnelle (tous
actifs dont un indépendant par groupe)
v Catégorie sociale élevée A, B, C1 (veuillez avoir un bon mix par ville)
s B e
%2
LI\
School of Management EXCELLENCE & ETHICS IN BUSINESS
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Session 3

2. Advertising pretest

Piste 2 : Close calls

Le <at change.

Suis-jeblen assuré ?

@ mon courtler,
c’est son métier.

Jen parle A mon eourtier, Yeou parie i mon courtien Yo parte & mon courtion,
<‘est son metier

<'ust son métier. Cest son métier,

&
Wat als.:

Wosevaimesaring

Even checken mat Even checkan mat

m'n verzekaringsmakelaar, m'nverzekeringsmakelaar,
“tis zjn vak, H 'tis zijn vak,

]

ot

A HEEES » ! S RS

0 e g
mebwlearinvartsheringen b

= =

US>
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w.es temps changent, le courtier s'adapte
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Session 3

2. Advertising post test

OUTDOOR|]|
RESULTS POST TEST

jl.‘ re
qio 'o\""
' on el

HM«rciMm\comnn

| Sm—

17% 17% - .
13% 14%
12%
0% .
M Votre courtier - Cobra - 01 - 2019
® Votre courtier - Cobra - 05 - 2019
"//' W Votre courtier - Cobra - 13 - 2019
N\ 7
S 4: ® Norm Generic Brand Awareness < 20%
' \
(///A“\\ Recognition Attribution

LOUVAIN
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Session 3

2. Advertising post test
OUTDOOR| RESULTS POST TEST

Creation

Top 2 scores : fully agree + agree

Origined = Votre courtier - Cobra - 13 - 2019 - Campaign recognizers
m Votre courtier - Cobra - 05 - 2019 - Campaign recognizers
m Votre courtier - Cobra - 01 - 2019 - Campaign recognizers
=mNorm 2m?
injoyable
Message
Top 2 scores : fully agree + agree

= Norm Banks, insurances
; Relevant

%\\\\\\ Suitable

LOUVAIN

School of Management EXCELLENCE & ETHICS IN BUSINESS
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Session 3

2. Advertising post test
OUTDOOR| RESULTS POST TEST

Brand image

Top 2 scores : fully agree + agree

= \otre courtier - Cobra - 13 - 2019 - Campaign recognizers
m Votre courtier - Cobra - 05 - 2019 - Campaign recognizers
m Votre courtier - Cobra - 01 - 2019 - Campaign recognizers

Different from other brands

Positive feeling

»Norm 2m?
= Norm Banks, insurances
New information o
Call to action
Top 2 scores : fully agree + agree

Inciting

Word of Mouth

Store visit
SV,
=l
" N
(//I‘“\\\\ Online Search

LOUVAIN
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Session 3

2. Advertising KPI’s

o KPI's:
different according to objectives & marketing funnel

Figure 3: Thinking about your advertising campaigns, which of the following are
the most important objectives for your advertising?

63%
58%

61%

Increased sales
New customer acquisition
Brand awareness

Customer retention

25%
27%

Driving traffic to a website

; 25%
Increasing engagement 27%
8%

Supporting a product launch F 11%

Supporting a wider campaign 8;/‘;6

. g 6%
Driving fooffall in store P 8%

6%

Changing brand perceptions 10%

1%

Other 1%

0% 10% 20% 30% 40% 50% 60% 70%

mCompany respondents Agency respondents

\ | )
\\" '/’ Company respondents: 1,050
\\ (ﬂ‘ Agency respondents: 940
| _~ Sy
N

U
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Classic TV is the best performing
media to increase all brand KPIs.

%%45,0%
45, 00/0 42,2% 43 8% -

0 39,0:/0
30 1% 30 3:/0

36,6
4°/
35,0% 9
0
30,0% TRL
24,
25,0% 3505 9%
20, 00/0 15 oo, 17 10/017 8% 13 5%
° 14,9%
15,0% 12,225 3/6% 13, 10/14 2% 14, 2% 0
10,0%
o 5 75/p7 0 & oz/a " 7%
5,0% I I
0,0%

Awareness Fam|I|ar|ty Total consideration Top 3 Preference
consideration

Feb-21 mSep-21 @Feb-22 mMay-22 mNov-22 @Feb-23 mMar-23 mMay-23

KL
"

ot COMU
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26.09.22 - 27.09.23

Key Performance Indicators

B Acquisition : Visits 325,610

¢ 36.8% from previous 367 days
0.2
§-13.9%

B Engagement : Engaged visits* 66,352
¢ 17.8% from previous 367
123
t 78.5% J’

Conversions : Broker Search** 52;874

¢ 43.9% from prg

\J

",
Wy

/|

=
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Session 3 :

2. Advertising content

Content : storytelling

Sharing knowledge and experience through a story and episode to deliver a
complicated idea, concept and causal relation (Sole and Wilson, 1999)

* evokes and manages tension

e story that relies on dramatic intensity (conflict btw subjective
expectations and cruel reality) solved by determination and willpower”

e creates (emotional) fellowship (empathy)
* encompasses a place (with symbolic values) and an experience

",
Wy

/|

\J

TN
LO UVAI N Source : Pera, Viglia & Furlan, 2016, Sole and Wilson, 1999

School of Management EXCELLENCE & ETHICS IN BUSINESS

COMU



Session 3 :

2. Advertising content

ORDER FROM MCDONALD’S.

We never thought we'd be asking you to do this. Just like we never thought
we'd be encouraging you to order from KFC, Quick, O'Tacos, Domino’s Pizza,
Subway. Eat Sushi. Pizza Del Arte, Hippopotamus. Pitaya, Sushi Shop.
Big Fernand, Mamma Primi, Chez Michel, Le Bistrot Basque, Café Kokomo,
Yima... or any of the other independent food outlets. too numerous to
mention here. In short, from any of our sister food chains (fast or not so fast).

We never thought we'd be asking you to do this, but restaurants employing A D
thousands of staff really need your support at the moment. %OVJ"\ - omnweMaine

So. if you want to help. keep treating yourself to tasty meals through home d&nﬂ% e - g “ T} A
delivery, takeaway or drive through. Getting a Whopper is always best, A
but ordering a Big Mac is also not such a bad thing. } em Bqﬂ%ﬁ""

(o morcnads L3 Jwm!

¥ ~ Tocooio.

( Pan conlne AR dos B 0. )

\\\\\V"If

=

U

LOUVAIN

School of Management EXCELLENCE & ETHICS IN BUSINESS

>

/|

COMU




Session 3:

2. Advertising: content

Content : advertising, native or editorial?

« 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

LOUVAIN , ‘
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Session 3

2. Advertising content

Emotions drive the effectiveness of viral ads

SPREADING THE VIRUS: EMOTIONAL TONE OF VIRAL
ADVERTISING AND ITS EFFECT ON FORWARDING
INTENTIONS AND ATTITUDES

Petya Eckler and Paul Bolls

ABSTRACT: Viral advertising has attracted advertisers in recent years, yet little is known about how exactly it works from an
information processing perspective. This study extends knowledge by exploring how the emotional tone (pleasant, unpleasant,
coactive) of viral video ads affects attitude toward the ad, attitude toward the brand, and forwarding intentions. Results indicate
that pleasant emotional tone elicits the strongest attitude toward the ad, attitude toward the brand, and intention to forward. The
effects were weaker for coactive tone and weakest for negative emotional tone. These results challenge the common approach of

shocking or scaring online users to motivate them to forward a viral video.

https://www.youtube.com/watch?v=Sz140F-p1Cw

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

Session 3 :
2. Advertising content: les infuenceurs

2 — Aurélie Van daelen — 849k
followers

Avec le développement des blogs et des réseaux sociaux,
certaines personnes ont réussi a se faire connaitre, a étre
appréciées par les internautes et a créer une communauté. Ces

personnes sont appelées des influenceurs. Zoom sur ces - F
A =58 ____/
influenceurs qui font la pluie et le beau temps du Web. P8

Notre créatrice de contenu lifestyle est devenue une véritable star pour sa
communauté, Mals aussi pour les margues qul s'empressent de collaborer avec

elie, On peut en citer quelques-unes taelles que Yves Saint Laurent, Coco Chonel,
\\\"),'/, Tommy jeans, Nike, Dior, Givenchy, le magazine Vogue font partie de son carnet
\\ ' /é d'adresse
-
—= ‘- e e P e T e o]
N

Comu
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Session 3 :

2. Advertising content

makeup.com Q

BY L'OREAL

HAIR STYLING

8 Braided
Hairstyles to Try
This Fall

15 HOURS AGO

| _~

- COMU
LOUVAIN N
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Session 3 :

2. Advertising

3

. 4

|
—!ll questions?
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Session 4
3. Sponsoring
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https://www.dailymotion.com/video/x6z22ev

Session 3

3. Sponsoring

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.

\J/

Wy,
N

s

S
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Session 3 :
3. Sponsoring

Une Jupiler rouge pour soutenir les
Diables

La Jupiler Red, une biére a la robe rouge en édition limitée, sera
distribuée dés la mi-mai et pendant deux mois, dans les magasins et
I’horeca, a I'occasion de 'Euro de football, a annoncé jeudi AB InBev.
\ | I/
N\
S
[ -

U
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Session 3
3. Sponsoring

-

S O

7 Décembre 2023

Voir I'événement

Red Bull Street Style
Global Championship

TFO\’ ".')jp"! anl (= Drel d =

".'f'-'_wgmpagie 203

Voir la vidéo

\\\\\V’I'

ll\\\\

—_ Tommy G prend la 9e
u Red Bull

KN e
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Session 3

3. Sponsoring

Primary objectives:

Awareness and preferences

Increase awareness

Offer a positive, original and differentiating image of the company
(brand, product, services)

Develop, strengthen or change the company’s image (brand, product,
services) through specific associations.
Positive emotional associations (pleasure, positive mood);

Positive cognitive associations (quality);
Reinforce values

\J

Wy
wy

/|

[
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Session 3

3. Sponsoring

Secundary objectives:

Activation
Increase sales volumes
Specific targets
On current or new markets

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

Create a positive experience

Indirect objective

Strengthen employees involvement in the organization’s project
v,
U

LOUVAIN

School of Management EXCELLENCE & ETHICS IN BUSINESS

Wy
wy

/|

Support stock price/value

\

comu



Session 3

3. Sponsoring

Targets

Allows selected audiences

B-to-B and B-to-C
B-to-C: Direct and indirect audiences

B-to-B: « hospitality marketing »

\J

Wy,
N

S
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Session 3

3. Sponsoring

Mastercard a annoncé aujourd’hui le renouvellement de
son partenariat avec I'UEFA Champions League pour les
saisons 2021-2024, prolongeant ainsi une relation nouée
en 1994. Ce partenariat inclut également les droits de
sponsoring de 'UEFA Super Cup en 2021, 2022 et
2023. 19 oct. 2020

§\V*’I

%>
U COMU

LOUVAIN
School of Management

T\



Session 3
3. Sponsoring

Allianz @ ‘ memor ial

vandamme

see you on

08.09.2023

Tickets > www.alliaonzmemorialvandamme.be

Allianz @ ' (@) Athletics

N\ 2
N Get ready
(///“\\\ for the best

LOUVAIN
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Session 3

3. Sponsoring

o Differences between

1.

Wy,
wy

/|

v
US>

LOUVAIN

School of Management

Sponsoring

Endorsement

Societal Marketing / Cause marketing
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

COoMU
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Session 3
3. Sponsoring

OW
Can

AXA Assurances

grice Se dépasser en toute confiance

Know you can

Bronze Effie

AXA Assurances - Publicis
+ Wavemaker

Campagne de marque/d'image
Q2 ’

S
r

U
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Session 3
3. Sponsoring

VIVALITE

# Replay Podcast Emissions Horaires Agenda  Retrouveruntitre  Concours  Ticketing  Viva+ Ecouter en direct Q)

£n ce moment : Viva sport le direct - Pierre ROBERT Ecouter en direct (E)

|
La pauvreté c’est inacceptable.
Chez les enfants;c’est Insup;}ortable.
J FAITES UN DEFI >

Accueil La cause Ecoles Défis VFL Tour FAQ Partenaires Contactez-nous

Nos partenaires

PLANET (2 PA ﬁ
BrozE

WE e
rr ey —
@ 16 cctobro 2019 ® 16 octobre 2019
< Planet Parfum fait la différence Viva for Life et les Jouets Broze :

pour Viva for Life un objectif commun

Banque & Assurances

Depuis 2017, Planet Parfum soutient

activement les projets Viva for
entend poursuivre sur cette voie,
Cette année encore, NOUS avons...

associations liées 4 l'enfance dans les
domaines du sport, de la culture ou...

@16 octobre 2019
Be(flus se donne a 100% pour Viva for Life !

\\\\V’I

US> COMU
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Session 3

3. Sponsoring

Mécénat : les chiffres clés et les tendances
nationales

En Belgique, prés d'une entreprise sur deux pratique le mécénat (48,3%) : 43,9% des TPE et 50% des
PME. Quant aux grandes entreprises, elles sont 3 sur 4 (75,9%) a étre mécénes.

En premier lieu des disciplines soutenues se trouvent les initiatives sportives (46,7%), les projets
humanitaires (43,4%), les projets sociaux (39,8%) et la culture et la sauvegarde du patrimoine
(19,2%).

L'étude révele également les disciplines culturelles les plus soutenues. Viennent en téte la musique
(32,6%), I'architecture et I'urbanisme (29,5%), les arts plastiques (29,1%), le patrimoine classé (21,8%)
et les arts de la scéne (10,2%).

On apprend aussi que le soutien a la culture n’est pas 'apanage des grandes entreprises, puisque

50,9% des entreprises qui soutiennent le secteur culturel et le patrimoine ont moins de 50 employés.

",
Wy

/|
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3. Sponsoring

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

Environment

Social or humanitarian

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

\J

W,
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Session 3
3. Sponsoring

" BNP PARIBAS
FORTIS

DU CINEMA au SQUARE, en direct sur |adlaux

ACCUEIL EDITION 2020 v DEVENIR MEMBRE v ARCHIVES 55 PARTENAIRES
LES MAGRITTE DU CINEMA
L'ACADEMIE ANDRE DELVAUX Y\ ; "\

\

Y
r

ACTUALITES

BIENVENUE !

europalia

04.10 — 14.01.2024

europalia georgia

This autumn, europalia dedicates an arts festival to Georgia!
The starting point for this edition is the country’s fascinating
culture and the art scene of its bustling capital, Thilisi,
alongside that of lesser-known cities and regions. Starting 4
October 2023, visitors can enjoy a rich programme of
exhibitions, performances, concerts, film, dance and theatre
productions and literature across Belgium.

Z

\\\\\V'I

"

,///A‘l\\\\

LOUVAIN

School of Management

\

/Il




Session 3
3. Sponsoring

\/?

b COMU

School of Management EXCELLENCE & ETHICS IN BUSINESS




Session 3

3. Sponsoring

HOW: VIA BIG BRANDS - PEOPLE&PLANET

PURPOSE

To make beauty a source
fidence not anxiety

Dove Sell

Project

PURPOSE
Lipton supports farmers
by working to improve
their livelihoods and those
of their families while
protecting the planet
PRODUCT [ for the future

25%

100%
rPET

TEAFOR LIPTONTEABAG
BLENDS SUSTAINABLY
SOURCED

School of Management
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Session 3

3. Sponsoring

Nous sommes sponsor et fiers de I'étre

Nous aimons aller a la rencontre de nos joueurs. C'est pourquoi nous sommes présents lors de nombreux événements sportifs,
culturels et musicaux. OU pouvons-nous nous rencontrer ?

Répartition du budget sponsoring par rubrique

A

Initlatives jocales sport Culture Equipes de fooe Equipe cycliste

I E Tour‘\;‘,’sq

!
3 ., {
VOICT TOUT CE QUE VOUS RENDEZ POSSIBLE
5 'LO‘tSOUE VOUS JOUEZ A'LA EOTERIE NATIONALE!

v

= S
NN
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Session 3

3. Sponsoring — ROl & KPI

Measure of direct audience
Measure of indirect audience
Spontaneous or aided awareness
Image dimensions

Memorization

Attribution test

Investment

/)

e

2>
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3. Sponsoring ROI

HOW TO HOLISTICALLY EVALUATE THE ROl OF YOUR SPONSORSHIP

TANGIBLE PERFORMANCE

MEDIA VALUES

" v Web TV Print Online Social Media On-site Hospitality

INTANGIBLE PERFORMANCE

1. ASSET PERFORMANCE 2. TARGET GROUP 3. SPONSORSHIP 4. BRAND & SALES
* Awareness PERFORMANCE PERFORMANCE IMPACT
\‘aj( ) * Clear image « Share of BRAND's target * Unprompted awareness, * Appeal
& - » S I group amongst the fans of prompted (asset and o Ihagie
*ﬂ 3 "-I ;‘Ac;pea . the platform industry) awareness of : Retegva r— —
Bk s = Affinity towards BRAND's BRAND as a sponsor 3
* Fan Potential products amongst the * Top choice
* Fit to BRAND fans of the platform * Recommendation
= Fan segmentation * Client data

(if available)

ROI CALCULATION

f \ @ H e TOTAL PERFORMANCE

Individual performance
based on BRAND's objectives

. SPONSORSHIP INVESTMENTS

N P Costs for rights acquisition
"/ and activation measures
—— = RECOMMENDATIONS FOR IMPROVEMENT
WS
GUNN =

LOUVAIN
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3. Sponsoring
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Session 3
4. Fairs and events
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Session 3

4. Fairs and events
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La scéne principale « Adscendo » de Tomorrowland 2023

La 17e édition de Tomorrowland tournait autour du théeme « Adscendo », transformant De Schorre
en une destination magique a I'horizon, ol les gens de demain ont été témoins de la naissance d'un
conte magnifique dans I'histoire de la grande bibliothéque de Tomorrowland. A la maniére typique de
Tomorrowland et suivant de nombreuses années de tradition, la scéne principale de Tomorrowland
2023 a été entierement congue en interne a Tomorrowland, de l'idée a la réalisation. Des premiéres
esquisses d'idées traduites aux planches d'humeur et aux dessins conceptuels en passant par la
modélisation 3D et les actifs graphiques, la mise en forme de sculptures et la production manuelle,
I'équipe créative renommée derriére Tomorrowland a inventé, dessiné et donné vie a la scéne
magique, tandis que l'atelier de Tomorrowland a créé tous les éléments séparés du décor interne et

a construit et installé la scéne sur le terrain emblématique du festival a De Schorre.

COMU




Session 3

4. Fairs and events

Tomorrowland 2023 : faits et chiffres

* 400.000 People of Tomorrow sur 2 week-ends

« Plus de 200 nationalités différentes

» 16 scenes (dont The Gathering)

e + 750 artistes

» 4 boutiques Tomorrowland Store

« + 590 bénévoles recycleurs

« 955 métres de barres et 175 tonnes de glace

» Une piscine olympique de biére a été servie pendant le festival

» 34 hectares = 340 000 métres carrés = la taille de 63 terrains de football
» 52 jours de préparation

e + 15.000 membres d'équipage par jour

« +40.000 voyageurs Global Journey (dont Discover Belgium & Discover Europe)

» Vols Global Journey depuis plus de 30 pays et 57 villes a travers le monde (New York, Mexico,

N2 Sao Paolo, Hong Kong, Mumbai, Tel Aviv, Dubai, Singapour, Johannesburg, Barcelone, Vienne,
S
s S Zagreb, Rome, Athénes, Lyon, Londres, Berlin et bien d'autres)
U
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4. Fairs and events
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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 a des
événements. Le marketing événementiel vous aide a construire
des relations plus profondes avec les clients et a les informer

sur votre produit.”

Wy,
wy
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4. Fairs and trade shows

Types of events

Provenant de diverses sources sur le Web

v 5 Trade shows v ;CQ Product launches
\J . . E.“""k e
=2A Networking events v Seminars v gl E Corporate events
LR i
R » X BT
m Meetings v ""» Sports events v - Team building
SV,
= S
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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

Graphic no.1 Event program goals

Targets
e B2B and B-to-C

A

I

L ==

/I///‘“\\S Gonorate Customer Build Product Diive Customer C o M U
LOUVAIN " e L

School of Management EXCELLENCE & ETHICS IN BUSINESS



Session 3
4. Fairs and events

10>19/01 2020

rﬂ\l v
O

- - o
/& {

Q
|

=5
=
m:

@

Ver{eay/bwéeeowf
o My | peAevomne N, (D
MO',.'.’!LY S . KLIK HIER >

in virtual reality !
S,

N

U

LOUVAIN

School of Management EXCELLENCE & ETHICS IN BUSINESS




Session 3

4. Fairs and events

Le Brussels Motor Show 2020, dont 1a 98&me édition se déroule du 10 au 19 janvier prochain, peut
compter sur une affiche compléte réunissant les principales marques autos et motos actives sur le
marché européen. Forte de 100.000 m? assurant la promotion de l'automobile, du deux-roues
motorisé (Palais 8 & 9), ainsi que des engins de nouvelle mobilité et de mobilité partagée (Patio), la
manifestation bruxelloise se profile une fois encore comme un événement incontournable pour tout

amateur de mobilité sur une, deux, trois ou quatre roues.

Retrouvez toutes les infos sur les tickets et le programme des animations (a partir du 05/12) sur

www.autosalon.be !
Dream Cars

Pour la deuxiéme année consécutive, le Salon Dream Cars revient durant toute la durée du Salon de

Prolougee expérieuce
DREAM CARS
en réalité virtuelle !

I'Auto afin de vous présenter les plus beaux modeéles premium du secteur automobile.

Vous étes amateur de voitures sublimes, performantes et luxueuses ? Rendez-vous du 10 au 19
janvier dans le Palais 1! 'accés a Dream Cars est possible moyennant un supplément sur le prix d'un

ticket pour le Brussels Motor Show.

#WeAreMobility

WE ARE MOB!LITY JE VISITE ¢ A ; R A .
\ - Cette année encore, un espace du Salon de 1'Auto est entiérement consacré aux nouvelles solutions

en réalité virtuelle !

de mobilité urbaine. Une occasion unique de faire un tour sur la piste d'essai et de découvrir les

avantages des autres engins et services de mobilité.

Rejoignez-nous dans le Patio ! U'acces a #WeAreMobility est gratuit, si vous étes en possession d’'un

g,
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ticket d'entrée valable pour le Brussels Motor Show 2020 (le méme jour uniquement)
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Campagne2019 %
Salon.de '"AuUto - Autosalon
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#MerdMon ourtier
#Bedanksiabalagy
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\/BMS: good visibility & participation
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BRUSSELS
NUTO SHOW

171 - 21 JAN 2024
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4. Fairs and events
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\/Batibouw: good visibility & participation
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4. Fairs and trade shows

New types of events after covid

e 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.

* Waebcasting 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.
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The 'netflix' of marketing

g . . o B0+ INSPIRATIONAL SPEAKERS >6 DAYS OF RELEASE x3 MONTHS AVAILABLE
Insplratlon and educatlon “B:A/M! VIRTUAL MARKETING CONGRESS 2020
80 speakers - 3 months available - as of €149

We can all use inspiration these days. The BAM Marketing Congress offers the
richest meaningful marketing content platform in the most accessible way. 80

insplrational speakers ! International & National Keynotes, Industry Leaders and : 3
Meaningful Masters, will be released during 6 days from November 28 il Y = 4 “‘ 3 A “‘
December 4. Important, all the content remains avallable for 3 months so you N pie e 5 " 23 d
can intake all inspiration and effective ways to enrich yourself and improve your b % #

plans ‘

The program has been built for and by a diverse mix of successful professionals:

From manager to CEQ

.
* From entrepreneur to director
.
.

From advertiser to agency VP MA R KET' N G .
From marketer to media-people E c OM & DI G'TAL
DELHAIZE

FOUNDER & MANAGING PARTNER
Get the full experience for only 149 €! BEYON D REASON

We help marketers to Move Forward! FOUNDER & CREAT'VE cHAlRMAN
AIR BRUSSELS

This to offer the broadest and deepest development for participants

Qv

U
LOUVAIN

School of Management EXCELLENCE & ETHICS IN BUSINESS




Session 3

4. Fairs and events

+ 77.000 gvents

S S Event Sector
in Belgium
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more than 3.200 companlies
>t e In the event sechor
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Popular event KPlIs 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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Components of marketing com

BH

To be continued on
Nov 30th 13.45 -17.45
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