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Attilio Redivo (CEO - MediaCom ltalia) e Luca Colombo (Country Manager — Facebook)
ti introdurranno all'evento e al suo spirito "From Users to People”

Conosci gli esperti internazionali Ceren Doganay-Karaca (Agency Development Lead for WPP

in EMEA — Facebook) e Nick Burcher (Head of Social Media EMEA - MediaCom, autore del
libro “Paid Owned Earned”)

Lascia solleticare la tua curiosita dalla nostra selezione di case history locali e internazionali sul
mondo di Facebook e dei mobile media

Soddisfa tutta la tua sete di conoscenza ponendo agli esperti le tue domande e curiosita.

Light Lunch
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;Nlck Burcher ARy
" :Hea J of Social Medla'EMEA Med/aCom
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Todqy Il talk about

* Background
* Our thinking

* FIFA World Cup Trophy Tour | :
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c Alexandra

Palace the
people’s palace.
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THE WORLD'S <
FIRST REGULAR

HIGH DEFINITION
TELEVISION SERVICE | -
\WAS INAUGURATED/ |

2 November

1936



The web changed everythlng...
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i'm bored

Search term

Trends

Interest over time
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SHELL HELIX EXPERIENCES,

WELCOME TO THE TAKLAMAKAN THE ULU SEDILI
DRIVEN TO DESERT +40°C TRAIL
EXTREMES
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http://www.programmableweb.com/apis
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SIF Compare gives us competitive information from Facebook — fan growth, fan engagement,
content type and top posts.
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Conversion % (3.41)

Engaged Users (836,472.00)

——— Conversion % (61.16)

PTAT (511,609.00)

Conversion % (90.89)

7 S

—— New Fans (465,001.00)
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We need to get the right balance between
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TROPHY TOUR
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89 countries
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Newest on top
21_-"02_-’2014_
—~ N p
11 — 21..-'02.-"201*_#
1]
Il FIFA World Cup Trophy Tour della 2 )¢ :

m Italy Day 2 N

19/02/2014

e a Roma, eccolefoto "4 J
Redazion i Dire Calcio ! |

Italy Day 1 V

Arrange By: Date

SPORT
UBRICHE MAI DIRE S
n CALCIOMERCATO ~ NAZIONALI  LE NOSTRE RUBRI

ITALIA ESTERO Cs M

Trophy Tour arrives ina
NEw country, we create 5
NEw cover photo using a
pre-designed template,

: then our photographer

: eémails through g

: selection of photos and

: We turn these into a post
for the page.

facebook

HIEDERE
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Date

Digital & Other Media

|E

Trophy Location

Ambassador

Consumer Event

STATUS UPDATES Additional information

E.g. pictures, links, etc

CONTENT TO BE POSTED
(record bitly link)

Video available

TUTTO QUELLO CHE VOLEVI SAPERE E NON HAI MAI OSATO CHIEDERE faCEbOOk



g FIFA World Cup Trophy Tour by Coca—Cola

As soon as we touched down in Italy we were joined on the plane by four former FIFA World Cup champions! Can you name all four?

teugas, Ssher Szker and 1,471 others like this,
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Nick Burcher Thu 05/12/20 127

=0
Subject: Nelson Mandela

1 assume you have all seen the sad news about Nelson Mandela?

The scale of this news is unprecedented and the world is talking about him and
paying tributes to his life and achievements. We can either avoid any commentary
or can mark his passing in some small way on the Trophy Tour page.

One of the early posts on the Trophy Tour page shows Nelson Mandela with the
FIFA World Cup from 2010. https://www.facebook.com/photo.php?
fbid=440106042774256 It might be a nice touch to re-share this on our with a
simple comment like “RIP Nelson Mandela” or “Nelson Mandela 1918-

2013"? (Could do it now or in the morning.)
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Ei FIFA World Cup Trophy Tour by Coca-Cola i i E en e S bt

ar jOLH' pour tenter
adeur de la FIFA
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Insights data =

Reset zoom

FIFA World Cup Trophy Tour
I.w Cnca Cola ©

102,714 talking about this

— Total likes
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#ThanKyou

0 @nﬁi’ckburch'er |
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Ceren Doganay

L
8 8| Karaca

Timeline About Photos &&6 Friends 671

Agency Development Lead, EMEA
WP Y op
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MEDIACOM  °
SiliconValleySummit

14 - 18 OCTOBER 2013

iMediaComValley




Partnership Pillars

@ oll] 7&7 i}

Data /

Selugliel Measurement

Value Innovation



Qur mission has not changed:

Make the world more open and connected
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http://www.facebookstories.com/stories/53740/the-knowledge
http://www.facebookstories.com/stories/53740/the-knowledge
http://www.facebookstories.com/stories/53740/the-knowledge
http://www.facebookstories.com/stories/53740/the-knowledge
http://www.facebookstories.com/stories/53740/the-knowledge
http://www.facebookstories.com/stories/53740/the-knowledge
http://www.facebookstories.com/stories/53740/the-knowledge
http://www.facebookstories.com/stories/53740/the-knowledge
https://www.facebook.com/photo.php?v=10101251383040151&set=vb.4&type=2&theater
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40 Years.... World Gone Mobile

2013



Where they are
=) most engaged

Source: US Mobile Total Monthly Minutes, comScore, September 2013



Facebook’s mobile acceleration

1000
800
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400

200 —==Mobile
0 | Desktop
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Source: Comscore Media Metrix, US, July 2012 — July 2013



Zuck’s Law

Information
Shared

Amount of Information Shared- Day

Information
we can handle

Time






Friends Family

Larry Page

Shared publicly

JunT, 2013

Dear Google users—

You may be aware of press reports alleging that
Internet companies have joined a secret U.S.
Read more

Share posts with friends who'll
appreciate them

ps8C | 1

+47T08 2249

457 comments v

D elmo mongas
i 1:51 PM

+rogerio silva ow are u sure?

Add a comment..

What's Hot and Recommended 0

P T

Acquaintances Following More s
What's Hot and Recommended

@ Droid Life

Shared publicly - Yesterday 10:33 PM
Artist concepts of Key Lime Pie are hitting the v
Long story short, we like them!

#Android #KeyLimePie #JellyBean

Android 5.0 “Key Lin
Pie" Ul Concepts Hit
the Web, Give Us Ve
High Hopes - Droid

droid-life.com

L g

+2157

=403

245 comments w
. Salam Motlekar
5:16 PM
Mepal

Betty Chamberlain

——

n Q Hangouts

b New Hanomut

Q"’ Google+

{ 19
‘ & Albert Lai

O Your circles | -+

Beautiful! | need to get a welder's mask so | can
look directly at the sun next time.

No location attached

@ 2012's solar eclipse in pictures | Ars Technica

Serving the Technologist for more
than a decade. IT news, reviews,
and analysis.

B From Pulse




£ Home () Gonnect JH Discover Search

~ Adam Berger Tweets
| View my profile page
[ 2,150 a64 = 3 new Tweets
: - - Jeremy Waite ©jeremywalte
e (L] —_— = "Community is much more than belor
— il = DOING something together that make
= () briansolis #WTF
1 — E' an
| ” I‘ ‘ Who to follow - Refresh - View all E
=y |
e I 1| IJ American Express =
ge==al Fo Adam Weich a 4_"' Tami Cannizzaro “tamicann Orange F
wasi Y
" ‘ |Il| d - Follow H& "You can't push a rope. Change neet
| Niki Epstein @ nikiepstein = CEQ" #smartercommerce #ceo
‘ I ‘ Fo by Adam Welch and others by Brian Solis

o

Follow =

| ! =~ eMarketer @cMarketer im
Core77 @corei7 —- Which try in Western E ill
Follow = Internet Explorer @£ Ich country In VWestern Europe wi

spend the most on digital advertising

Free VM's at #modernlE. Because ag
have Macs? bit.ly/10nSks5 pic.twitter

in 20137 ow.ly/m85M7

| Popular accounts - Find friends

Trends - Change
#PepsiHunterHayes Promoted
#CannesLions

HTGC Desire 200
#3words

#sfglants
#0neRuleDuringSex
Josh Kennedy
#threewords

Brazil

Iraq

L1

]

= View photo

Ad Age Qe
Can an Agency Exec Sit On a Tech-£
bit.ly/1aofhQe
[ View summary

Ogilvy & Mather ©Ogilvy

MT @majarry: Today we must move t

super local as source of authenticity
OgilvyCannes

Expand

Ogilvy & Mather < Oagilvy
Storytelling has become story yelling.
through interaction. #CannesLions #(

The New York Times @nytimes 2m
DealBook: Albany May Tighten Rein
on Banking Consultants nyti.ms/
1aoeoY7

Medium @Mediun 2m
What if you could bribe @uber drivers
to pick you up first? "Bribing the
Driver" by @janchip medium.com/
hidden-in-plai...
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Blueberry Crumble

/eget * 50 mins t

Leite’s Culinaria

Produce

12 oz Blueberries, fresh

Condiments

4 ey 1 armman (1Hice

Cooking & Baking
1/2 cup
14 tbsp

1/2 cup

I
£ Victor

Must-Try Dishes

[ Share

Flash 18 Pack
In Stock - $34.50
4 REI

Directors

Starring

See this on REI

Learn more on Netflix

[ ©inie TS =<3

Brown sugar, light

Pinit R4

Flour

Granulated sugar
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spotify

& [1:02) Titaniwm - feat, Sia

play.spotify.com

Shakira, an artist you
follow, shared this
playlist.

-3 Barack Obama created
the playlist 2012
Campaign Playlist.

" AN
J1 Shakira's Spotify playlist

1.790 Followers

The official 201: playist iaaturas peCks
by tha campaign staff NCiuding A

o o Bracickant
@w of President... Read more + Follow

You listen to Lupe Fiasco. Check out Kamye West

9
NME created the "" d
g,

NME playlist Ultimate

Goosebump Moments.

5
NOTH I NG YeE

Helated Mus

J7 Ultimate Goosebiamp Mo...

4§ BED Folowérs

aince you listen to Radiohead J' Good Feeling
you might like this new release by Flo Rida
Muse

Add to Collection

BEAT




‘lmtagmm ¢, adamsberger

L. Orange F 3G 3, 2:04 PM @ 7 85 [}

instagram -

Instagram Photos straight from Inst

=S o [ Tro 5 T I ht 0g). TL.COIM
instagram Happy #WeeklyFluff Monday,

Instagram! This week we meet Ava
(@ava_the_cat), an adorable blue British

June 20132 shorthair kitty from way down under in



for people, places and things

Chris Struhar
Snow day! 3HR @&

il Like W Comment = Share

Will Ruben, Vivian Wang and 15 others like tt
T

News Feed
Most Recent
All Friends
Photos
Music

Following

Games ﬁ Chris Struhar

Snow day!

Groups

See All...







Evolution of Newsfeed g

News Feed

5 home search global socialnet inwite Fagq legeut
Erian Moore's Profie Puget Sound

L Picture

Information

0 0

D Connaction

2005 2013






Momentum on priorities

@

Emerging Markets

acxi®@m.

. .
' xENsHDO

@ [d%

SecondSync

Measurement

Creative

Instagram



Emerging Markets




Measurement
A closed loop.

a

S dS

g
S ®,
E

Measurement



Creative Programs

Publishing Performance Campaign Content
Systems eI Glilple) Publishing Storytelling
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Instagram
Paid Advertising Beta - US

o AT&T LTE 12:38 PM ) AT&T LTE 12:54 PM 12:35 PM ) 3 12:36 PM ) T&T LTE 2:30 PM

e MICHAELKORS BENANDJERRYS BURBERRY LEVIS LEXUSUSA

d michaelkors & benandjerrys

230023 likes 385742 likes 105666 likes 85998 likes 221985 i
michaelkors .

benandjerrys ? burberry T ' levis T i i lexususa F
L
















Valerio Perego

Diario Informazioni Amici 176 in comune Altro «

Head of Agency Partnership







i -

1 Tipiace v + Seguigia = W Messaggio

Diario Informazioni Foto Persone a cui piace Altro ~

Their Story L Theroaall L 8 | Their Solution
Coca-Cola’s vision is simple: The campaign was a brand-building Bringing back the iconic polar bears,
generating emotional connections with exercise, Coca-Cola wanted to Coca-Cola launched a multichannel
consumers that lead to brand strengthen its identity by getting people  campaign integrating TV, a video
preference and sales. to interact with its campaign, with a produced by Ridley Scott, and

strong focus on sales. Facebook target block and LOX
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PRESENTA.

| Barbara Iontempl
:Inno'"'ftlon Gdanhi) (¥

Credits:
MediaCom,
GroupM.
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i 1 eriaperis paglna “ ntroduz;one community management*
» Facebook Fondazione : |

.., Arena di Verona. .

L 4 *
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oar c‘h_e in inglese e tedesco.
Apertura canale Pinterest e
Foursquare. o
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Blogger &
Influencers

Partnership Social

Editoriali Networks ‘
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&% LY

Il.lll........-'

Non esiste nulla di piu conVincer;te 8
di un’altra persona che racconta
emozioni ed le esperienze.

________________________________________________________________________________________________________________________________________________________________________________________________ L
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ARENA DI VERONA'

Festival del
Centenario

—

TUTTO QUELLO CHE VOLEVI SAPERE E NON HAI MAI OSATO CHIEDERE facebook



{ | Ricco stowtellihg

:  Piano | Commumty : Qiif—Tab - i
Editoriale i ° Management dedlcata it I ;

-’. ‘; Hle e | _. ; ‘; m

B T e P e i Ry I e e R /

: Engagement #arenadlverona1 00 2 @ Social

E’ “La vostra storia & 1a nostra storia” :

Networks ‘
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E Arena di Verona tﬂ Arena di Verona

Primo atto term g Terminail primo e

Pochi minut di p a 3 nell'apparamento di Amneris, @l Pochi minuti di paus

The first actj ed.
nd the scene will shift to Amneris’ apartment &

"Gil! Prostratil...non son pid re, so

TUTTO QUELLO CHE VOLEVI SAPERE E NON HAI MAI OSATO CHIEDERE faCEbOOk



Arena di Verona e
E : E Arena di Verona
EEEC 4 WY

En
da 100

cco, domani La Traviata,
| & l'ultima operz vista in Arena che vi ha fatto esclamare @ rima E-'__.:lgilj nale de 1 Trovatorel

a preferita...e sopratu

ppena sposata dalla '
Sicilia raggiunsi mio marito che g1
prestava servizio all'aerecporto ol “N el w

di Villafranca. Ci placeva tanto
andare allArena e col pancione
del mio primo figlio ci slamo
andati pia di una volta,

Momenti belli! ,,

Virginia

Like * Comment * Share

w400 0 110 [P 53
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sudla TUP= Lo PRafier - Sl e
scorderd mall

IMeri=s

({4

ndimentlcabille per
samprel avevo 13 annl
cera tutta la mia famiglia:
mamma, papa, mia sorella
Slivia, zlo Francesco, =la
Rosina & mio cuging Vito

Robarto
wee

(44
Pmente tra Il pubblico

In una notte stellata dello
scorsa estate..da non
perdars]

Carmen

«

gnl anno dico che
sard I'ulimo perchs & un pd
*pasanta’ venire zll'Arena (o
vengo dal 1964) ma pol non
=0 resistere ed eccoml
pronia al prossimo
appuntamento del 17 luglo.
Ho ricordl bellissimi l=gatl
anche a persons care che
non d sona phi con le quall
wveniva alle opere. Ricordo
In parficolars 1a Carmen del

) «

o vIsto kante opere In
arena dal 94 ad oggl ma
gquella che ml & rimasta nel
cuors & Madama Butterfhy
nel 1997 con LA GRAMNDE
RAINA KABAIVANSKAILT =

pol rigoletto nel 2008 Nuccl-

Rancatoralll

Qlusspps
ey

by
14

nnl 4030, una
wvecchia zla sl reca all'arena
a veder l'opera "_. e al suo
ritormo racconta : e sta
cusst belo ma cusst belo &
me ga tanto plasso che
crado de aver fato pecato 1
" ...per essers] sentita cost
felice & appapata, credeva di
AVEre COMIMESSD U
peccato..anca ancéd 1 la
pensa cosk..

»

Ifarina

{4

] & annl fa lo sono statl In

Italla a Roma per dus annl
per studlare Farchitettura
Itallana medioevo con mia
mogli= e Il mie figho di 1
anno. Alle B.aposto 1985,
slamo andatl a VEROMNA per
wvedera "AIDA" con mia

»

»

{4

{4

was lucky enough to live
In Vicenza for several years
which 15 not far from
Verona. [ saw my first, well,
all of my operas In the
Arena di Verona. [ refuss to
watch an apera anywhers
glza. The open sky above,
perhaps a full moon shining
downheat from the day
radiating off the stone steps,
the traditional candles Iit In
the audience before the
performance... Sitting
reading my Ubretto, polng
on an ematlonal journey
with my nelghbors Is as
close as [ can Imagine
getting to sitting In 2 Roman
arena In anclent Hmes. The
next ime | come to the
Arena I will be Introducing
my husband to the world of
opera and the
Arena._perfaction.

Angela

uando ero plcoola
passavo nze Insleme
al nonnl. Mia nonna da
glovans sucnava la
fisarmeonlca 2 laverava Inoun
negezio di dischl, 1a sua pla
grande passione era la
musica lirlca. Cluando mi
metteyva a letto la sara mi
diceya sempre "e pol un
glorno, quandao =aral pli
grande, andremo 2 vedare

»

Monica Forni Lz prima voka? Almeno 38 anni f2,.. ficordo un'emazions grandissima, ., 2o vidino allorchestra .. .quando sono entrati i cavalli ho
pianto

Like - Rephy - £33 - 29 August 2013 at 12:11

Davide Monastra Varrica Di zeffirelli con lz Frand . Quakosa di inspiegabile, con |z hna piena sorta sul finake, Fantastico!

Like  Rephy * €32 + 29 August 2013 2t 13:13

Luciano Frisina Questz &' ['Aida, non quellz spagnolz vista 2 luglio in arena, Boeo, quellz voglio dimenticarls,
Like * Rephy * 93 29 August 2013 at 11:29

Porzia Alloggie Lz miz prima Az & statz quellz di Zeffrelli & stata una rappresentazione colossale ,per ke soene |, per | costumi per gli artisti JHo
awuto |z pelle d'oca dallinizio zll= fine ,un'emozions senza paragoni....
Like * Rephy * €31+ 25 Avgust 2013 21 21:41

Francesca Boyl cooooohhhhhhbh !
Like * Rephy * 31+ 29 August 2013 at 22:38

Luisa Pezzoni ez il 29 hglio 1957.... ho pianto
Like - Rephy - €31 29 August 2013 at 10:41

Patrizia Barbieri emozionante!!!!
(B Like ' Rephy 1+ 30 August 2013 21 10:46
Tiziana Lasagni quells di jed sera, invecs, & statz un'AIDA memorsbile!
Like * Rephy * ¢4 1+ 30 August 2013 2t 09:03
Meri Monni cero che la riconda... 1576 dirige Francesco Molinari Pradelli, scene di Vittorio Rossi che mi hanno spizzzata penché mi sembravano
troppo stilzzate, ., poi con be k.. .mirack
Like * Rephy * 31+ 30 August 2013 at 00:15
Alessia Sieve si avevo § anni ... mamma che emozion=l11
o Like * Rephy * 31 29 August 2013 at 22:56
ﬁ Filomena D'Amore PRESTO....
[ Like * Rephy * €31+ 29 August 2013 2t 22:41
Antonella Giacometti fantastica!! zllestimento & scenografiz galatic, regiz Zeffrelinnm
Like  Rephy * ¢4 1+ 29 August 2013 2t 20:40

Mirella Ghidotti ma daiili, azzz non ko sapevooooo, fantastica
Like * Rephy * 4 1+ 29 August 2013 at 20:11
Valeria Piga bellissima ed emozionante

Sl Liks - Rephy - €31+ 29 August 2013 2t 19:06
Carmen Vaccaro vista pochi anni f2 ... grandioszazazazaas
Like * Rephy * 31 29 August 2013 at 18:30

Capitan Uncino Purtroppo no...mon o sond mai andatol!! Mz Lz vita & lngz & mai dire mai!!
Like - Rephy - €91 - 29 August 2013 at 17:10

Santa Bruno Mitico 110101
Like - Rephy - ¢4 1 - 28 August 2017 =t 16:43

Irene Lannella Ricordo tutto di quells sera, anche s= e picooling... un'emozions cosi grande da non poter essers tradotts in parole,
Like  Rephy * ¢4 1+ 25 August 2013 =t 16:38

Fiorenza Passigato zllz fine ho piznto....
Like * Rephy + &4 1+ 25 August 2013 2t 13:28

™ Luisa Quattrone ed io ¢ sand
M Like - Reply 8 1+ 25 August 2013 2t 1318

Etta Bordoni ci sard!
Like - Rephy * €3 1 - 29 August 2013 2t 13:12
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Credits:
MediaCom,
Bfluid,
Zodiak Active
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'- Situazione
Economica

Saldo e Movimenti
Conti Correnti

‘ﬁ Pagamenti e
; Ricariche

&9 Finanziamenti

Informativa
A7 Investimenti e
Risparmio

magm - e " = =
= = ('1

&= il &, Contatti
= |

2 Guida

7 UniCredit

# UniCredit

Operazione che cc
trasferimento di fi

persona fisicao g
(Ordinante) a un'a
(Beneficiario)




Our multichanne strategy

A successful online
experience is mostly
(80% - 90%) based on
offline interaction

Full immersive experience Social channels
through digital channels to sell without selling




Social as the bridge between digital and real life
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UNICREDIT

A~ Music Streets



Benvenuto in

¢ UniCredit Awareness

: TTRTRRRRY

MUSIC STREETS 2 1,6 Mio.
UNICREDIT BRAND STORY AS Exposed Hibidne
AN EMOTIONAL JOURNEY OF : n Share:

TWO WORLDS APART SEEMINGLY |
FAR AWAY LIKE LIFE’S UPS 75’9% &
AND DOWNS.

* An emotional storytelling about the two
worlds so seemingly apart — street artists
and musicians of Fillarmonica Della Scala
who thanks to UniCredit met and created
the new way of playing the music together

* Innovative way of letting the social channels
communities follow, influence and participate
in this unique experience through voting, real
time rehearsals, live stream concert and
sountrack on line.

21M|o

V|deo views

| ) fi

....‘l-

Unique Visitors &

Interactlon : Engagement : Conversion

/530.000 7.000 | +19.800

Interactlons in ADV concert
¥ Share: i participants Fans
0 (2.000 on Square &
38’5 /o i 5.000 via live stream) : 80%
of which

on Facebook

D]

104.000 46.000 Iy
167.000

Social ﬂ
Page Views on

Interactions
Microsite/App f
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Benvenuto in

v# UniCredit
Famiglia Conti

THE FIRST WEB SERIES AND
GAMIFICATION ACTIVITY CREATED
BY UNICREDIT TO PROMOTE THE
“FAMILY BUDGET”

THROUGH EDUTAIMENT.

* Innovative branded content activity consisting
of 10 web miniseries featuring adventures of
Famiglia Conti to educate through enter-
tainment on the benefits of the personal
financial planner offered on-line.

* Scopri come Conti quiz to discover one’s own
financial planning profile to introduce and
endade around the service.

» Occhio ai Conti game to further engage with
the possibility to try the service and learn
the planning skills with loyalty scheme
and exciting prizes.

% ( f~ )
20

A

I —
Awareness I‘n teraction : Engag,eme‘n't (‘omferbmn

ooooooooo

---------

: PTRTTeReY

exposed audience :

¥4 Share:
o/

9

Share:

69,9/

&

&7

Social
Interactions

E

:ZO 5 mio. :561-} OOO 20.000 E+ZO 000

Interactions in ADV

Fans
+10,%7.

Fanbase increase

955 OOO 76.000 92 OOO 6500

Video views

. Unique Visitors &
Z1a N\NO\N

Contest
: answers & personal

Arnanmrcrial nranflAac

Registrations









Diario Informazioni Foto 214 Amici 529 Altro «

Agency Partnership






1l Mi place B Messaggio

afiche

The gda-l Strategy

Maggi messages involving cooking

Achieving reach and creating e Maégi ran a simultaneous, cross-
awareness of Maggi fix & frisch, - in a family context, together with media campaign: distributing
expand its consumer base to young ~ children. The creative included Facebook video page posts,
families and mothers, position it as cooking demo and children cooking running TV ad and buying high-
a fresh home cooking together in their Studio profile print ads.
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Sponsored

‘h@ You and argens like Magg
- K¢ .

Maggi Kochstudio

Vorhang auf: der neue MAGGI
TV-Spot zur leckeren Gemusepfanne
mit Hahnchen. So wird Kochen...

Content _ Distribution Measurement
Maggi created a page tab dedicated to  t7 week |ong‘ cémpéign: Maggi ran Partnered with GfK to understand the
fresh home cooking together as a several bursts of Facebook paid media impact of adding Facebook to its
family where they offered recipes, tips  that coincided with the TV and print traditional media campaign by
and tricks for fresh cooking. delivery. analyzing reach, sales uplift and ROI.

TUTTO QUELLO CHE VOLEVI SAPERE E NON HAI MAI OSATO CHIEDERE faCEbOOk



Targeted people 0 ;greaté‘r ROI through
reach ||\ ||  Facebook than TV,
~ with much lower cost per

~ reach

‘Facebook was not only a co;'s_teﬁébﬁ jay of boosting ourreach, it delivered sales efﬂc:ently and
% helped us reach new buyers.”

Tina Beuchler, Head of Media Communication, Nestlé - Deutschland AG

TUTTO QUELLO CHE VOLEVI SAPERE E NON HAI MAI OSATO CHIEDERE faCEbOOk

Source: GFK measure study for Maggi Germany
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ysol Healthy Habits Contest Altra «

The Challenge

It can be hard to stand outwhen  Drive trial and salés of Power & Free by sparking' Use Facebook Ads in mobile
launching a new line extensionin  conversations among moms on Facebook about ~ News Feed to reach moms on the
a crowded cleaner market the hydrogen peroxide-based cleaner go

The solution

TUTTO QUELLO CHE VOLEVI SAPERE E NON HAI MAI OSATO CHIEDERE faCEbOOk



fitl
il

Pre-launch e unch G Post-Launch
Ran always-on Facebook Ads fo invite Two reach blo*(\:ks‘ targeting U.S. “Sustained media to keep the
moms to like its Page where it posted ~ Females 25-54 with ads highlighting conversation going
content about the new cleaner Power & Free's safe attributes

TUTTO QUELLO CHE VOLEVI SAPERE E NON HAI MAI OSATO CHIEDERE faCEbOOk



more efflcrent at reaching

Return on ad ‘fspend“f J
L |ts target audience than TV

o

Lysol used Facebook to dr|ve awareness 5 sares of |ts newly Iaunched Power & Free hydrogen
peroxide-based cleaner in the U.S., increasing awareness by 7 percentage points and achieving a
nearly 2X return on investment from product sales.

e
{

Source: Nielsen Online Campaign Ratings, Nielsen Brand Effect for Lysol
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PRESENTA:
Stefano Sordelli
. Markeling Manager - Seat

Credits:
MediaCom,
GroupM.
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—

2011 . 2013 (gennaio - agosto)
41 740 300 % o A 57 926

Growth rate

180.000

160.000

140.000

120.000

100.000

80.000
60.000

40.000
20.000

0 - " —
ott-11 nov-11 dic-11 gen-12 feb-12 mar-12 apr-12 mag-12 giu-12 lug-12 ~ago-12aset-12. ott-12 nov-12  dic-12 gen-13 feb-13 mar-13 apr-13 mag-13 giu-13 lug-13 ago-13
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A

Pietro Valeria Magaldi

Ditemi tutto quello che volete .ma leon 2 ie & molto piu
bella....una bomba di ma a...che ne dite?

Guido Collar
Dario Testini Finalmente Iz
. iamo arri
Kiachy Kinc §8 0 km : ricordato dog

Dario Ca M come cisia . troppo guida
Marco Pic e E/' LamiaF AL
. di pid! e !

5 people like this.

; 2 MOTe comments

f Fabio Ciko Mei Ben detto Andrea... Questione di gusti (=2
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€ . Tabdedicata ¥
g : su Facebook
P Minisito 55
LJ - (inclusa mappa con
: : localizzazione dei contenuti) :

----------------------------------------------------------------------------------------------------------------------------------------------------------------

.
----------------------------------------------------------------------------------------------------------------------------------------------------------------
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! ione dei fan
Sl ngl
Pt s m&klom...
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| Tk it i I f talia piace SEAT il DV’ che ti piace questa Pagi

CAMPAGNA ADVERTISING SU FACEBOOK B -

e |'abbiamo trovata? Su
e: §

Pianificazione di Page Post AdS, unhzz,a,; 0
anche i contenuti postati dai fan. |t

Targhetizzazione-

« Fan

. Non fan profilati per interesse
nellautomotive
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FacebooK fan base
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: « 1 Settembre 2013 — 9 Gennaio 2014: incremento ¢ n base del 11,80%
2+ Gennaio2014:la paglna conta199 469f i [l L4

Crescita community: Settembre 2013 — Gennaio 2014
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engagement su facebook

« Community costantemente coinvolta.
|l valore medio di Engagement subisce una notevole crescita: 1,33% (vs. 0,29% degli anni precedenti)
 Risultati superiori alle attese: registrati 28.673 click (vs. 25.000 attesi)
 Sono state compiute 47.927 azioni dagli utenti
* Interazioni totali: 19.017 (108 post)

Engagement rate: 1 Settembre 2013 — 9 Gennaio 2014

9/15/13 9/30/13 10/15/13 10/30/13 11/14/13 11/29/13 12/14/13 12/29/13

TUTTO QUELLO CHE VOLEVI SAPERE E NON HAI MAI OSATO CHIEDERE faCEbOOk



. PRESENTANO:
. Chiara Hribal

Communication Manager - MediaCom

 Luana Giupponi
MBA Specialist - MediaCom

Credits:
MediaCom,

GroupM.
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«Cassandra Clare discgna un mondo in cui adoro vivere. Meraviglioso!»

STEPHENIE MEYER, autrice 1 TWILIGHT

4

SHADOWH

CITTA DEGLI AN Cassandra Clare

“Mettimi come sigillo sl fuo cua

“*Z SHADOWHUNTERS

CITTA DI OSSA

New York non dorme mai, e neppure i suoi demoni.

- [ y MONDADORI
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| The Mortal Instruments Italia | & Mi place
“ltalian Shadowhunters™

« Ti piace Messaggio % v

igare sicuri : . i
navigare sicur ung *vecchia® come notizia.

E M AIEC.. TD.ME/ 1 XHNFHGJ
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..ma ii per'o presentava delle criticita
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PARH 1) O =

eca pegliomer

Sfide, alleanze, vi
Facebook, dando
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_ Shadowhunters

Mastri, incubi e leggende
R r sussurrate nella notte:
gamEmEEEEEEREEES Lt by | "L entra in un mondo
‘Illllll-llll--- . I S : cenre =i bl A AdS
{ pianificazione di divers format in 2 flightt  : _ seqreto. Gioca subito! (MY
S . Lancio di Shadowbook fil L © Gioca subko « ha usato Shadou
: . Periodo antecedente luscita del Tim Eo

TUTTO QUELLO CHE VOLEVI SAPERE E NON HAI MAI OSATO CHIEDERE

Shadowhunters - Il film
Guarda il trailer di Shadowhunters -

sdowhuanters - T film

Sporagedh 8 Aets

a Shadowshunters - T film
ol o

] EI'_-I:E'

g Di' che ti piace questa Pagina

facebook



Social e
Networks Y _ ! Content
' Community Strategy

filignagsitiont ; 1T ;
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FacebooK

PR FANBASE || ENGAGEMENT

. i 460,000 fan solo nel b Ottenuti ottimi risultati in termini di engagement rate:

: Registrati P ‘ i campagna ] , 1,57% quando mediamente la categoria registra un

] per\odo--\"_______.........-..- A b . rate di 0,4%. ’
CAMPAGNA

Grazie alla strategia messa in atto, la campagnaha/
generato una reach organica e virale gratuita per un.
valore aggiunto di circa €40.000 ed una diminuzione

dei costi per fan del 25% e di reach del 12%.

TUTTO QUELLO CHE VOLEVI SAPERE E NON HAI MAI OSATO CHIEDERE faCEbOOk






Valutare le PERFOMANCE della pagina Facebook e dei suoi contenuti, comparandoli con
i risultati raggiunti da altre pagine (benchmark MediaCom).

Dedurre LEARNINGS e RACCOMANDAZIONI per migliorare le performance.
Evidenziare il VALORE AGGIUNTO che Facebook ha portato alla campagna.




Obiettivi

R
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1.600.000 |

1.400.000 |

| 1200000 {

|
|
£ |
|

1.000.000 -

1_‘._ | | Kl
~800.000 |

~ 600.000 -
e
400.000

200.000 -
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21/12/12 21/01/13 | b - 21/06/ 21/07/13 121/08/13
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21/12/12 21/01/13 2"]:.3/02/13 " : /‘_05/13 21/07/13 i 21/08/13
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14% - A N _ i ‘ I = Movie benchmark
12% - V | |
‘10% 5
| 8% -
6% -
4% -

2% -

0%, -+ "— ! 3 . MORTAL INSTRUMENTS

City=Bones

Shadowhunters Italy Movies " e e Non Promoted Promoted
n=191 n=1174
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ORGANIC ENGAGED VIRALITY

REACH VIRAL REACH USERS PTAT ENGAGEMENT RATE RATE
Dal 28 agosto al cinema, non mancare! Video| 19/08/2013 2.132.992 27.648 649.984 120.960 37.120 5,67% 1,74%
: — — )
Elloen & Slhieeanipia @ vine Vntepiing €l Sredominisie: Foto | 11/08/2013 600.832 24.576 11.816 27.536 6.600 4,58% 1,10%

www.bit.ly/Shadowbook

Guarda il trailer di Shadowhunters - Citta di Ossa. C'é€ un mondo ; o o
nascosto dentro ognuno di noit Video| 13/05/2013 586.240 11.008 37.040 11.840 3.672 2,02% 0,63%

In esclusiva per voi il nuovo trailer italiano di #Shadowhunters!

Preparatevi, manca poco al debutto in sala! Video| 13/08/2013 169.344 31.360 140.928 9.072 2.563 5,36%

1,51%

Il grande giorno € finalmente arrivato. Oggi due mondi si
scontreranno, dimenticate la realta che avete conosciuto fino ad ora Foto 28/08/2013 38.784 25.200 14.360 3.896 2.160 10,05%
ed entrate nel mondo di #Shadowhunters - Citta di Ossa

5,57%

L'attesa sta per finire, domani arrivera finalmente anche in Italia la Foto 27/08/2013 34.064 23.024 11.404 3.246 1.644 9,53%

0,
prima trasposizione cinematografica di #Shadowhunters! 4,83%

Secondo giorno al cinema per Shadowhunters! Chi di voi stasera
andra a scoprire il mondo nascosto di Vampiri, Licantropi, Demoni e Foto | 29/08/2013 32.272 23.856 8.628 3.842 1.366 11,91%
Cacciatori che si cela nel nostro?

SO

4,23%

Gioca a Shadowbook e invita i tuoi amici: guadagnerai 100 punti! :)

0, 0,
Www.bit. ly/13EO0Uh Foto | 30/05/2013 501.248 11.776 2.180 11.800 1.323 2,35% 0,26%

Il fatidico giorno si avvicina: taggate nei commenti gli amici che volete

portare con voi al cinema per #Shadowhunters - Citta di Ossa! Foto 26/08/2013 28.192 22.768 5.540 2.544 1.085 9,02% 3,85%

Siete pronti per un weekend al cinema? Nell'attesa di vedere il nuovo
#Shadowhunters - Citta di Ossa ecco il profilo Pinterest di TMI dove Foto 30/08/2013 27.152 23.344 3.390 2.166 988 7,98% 3,64%
potrete trovare tantissime immagini! ->http://bit.ly/TMIpin

Inizia il conto alla rovescia: ancora tre giorni al debutto in sala di Foto 25/08/2013 26.328 21.776 4.654 2.393 950 9,09% 3,61%
#Shadowhunters!
ra una settimana il nostro mondo cambiera! Foto | 21/08/2013 28.480 24.576 4.310 2.668 827 9,37% 2,90%

Una nuova ed esclusiva clip in italiano per #Shadowhunters - Citta di
Ossa! In cosa riuscirai a credere in un mondo dove sopravvivere Video| 30/08/2013 30.128 25.200 4.728 2.796 761 9,28% 2,53%

lcimnificrs ~rarmiattara?®




Ff'ee R
e
Circa 2.27 M contatti sonm

raggiunti in modo viral e organico
' durante le campagne.

circa 34 M contatti raggiunti
attraverso Facebook ads =

Valore aggiunto della reach virale ed
organica durante le campagne:

€ 39.360

facebook

** Daily New Page Likes — Daily New Page Unlikes
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Tiwe shan't

1 s#P#m’s this Christmas.




 Attilio Redivo

* Luca Colombo

* Silvio Umberto Santini
« Stefano Sordelli
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MEDIACOM
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