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Digital Marketing Communication

Margherita Corniani

Abstract

Digital marketing communication is directed to pled targets, which are active
in the communication process. Every communicatilmw fcan ask for an
information answer from the market. This opportymgitants immediate feed-backs
and feed-forwards, so that digital communicatiom dae easily and cheaply
measured; digital communication flows are diffus¢adosts that are getting lower
and lower, but it asks specialized and deep compete to communication
managers.

The ease in the flowing process granted by digéehnologies is also the main
negative aspect of digital communication. It is asgible to control digital flows
in all their effect and contacts and this limit ogethe door to competitor actions
and to “rumors”.

Keywords. Marketing Communication; Global Competition; DerdaBubbles;
Digital Communication; Target Profiling

1. External Corporate Communication and Global Markets

Corporate communication is an intentional proce$®sg aim is to convey
messages containing information and/or symbols tddress several publics
(internal, external, co-makéjs pursuing goals that may be commercial,
organisational or institutional, and can be actedatising personal, nonpersonal or
personalised mass tools (integrated communicdtion)

Corporate communication that addresses externatraags can therefore pursue
commercial, institutional or organisational goaisgly or jointly, depending on the
specific targets that it addresses and the comtingeeds that triggered its
implementation. For example, advertising that ancea the opening hours of the
branches of supermarket chains on holidays meeth boganisational and
commercial goals. Similarly, public relations iatives that promote a business with
specific audiences cannot be simplistically cataduas pursuing institutional goals,
without also recognising their commercial goals.

* Associate Professor of Management, UniversitiMdan-Bicocca (margherita.corniani@unimib.it)

Edited by: ISTEI University of Milan-Bicocca ISSN: 1593-0319

Corniani Margherita, Digital Marketing Communicatijo Symphonya. Emerging Issues in
Management (www.unimib.it/symphonya), n. 2, 2006, 41-61
http://dx.doi.org/10.4468/2006.2.04corniani

41



© SYMPHONYA Emerging Issues in Management, n. &0
www.unimib.it/symphonya

However, a significant part of external corporatenmunication is activated with
commercial or primarily commercial goals and, irstbase, it identifies so-called
marketing communication. This communication is ¢ere designed to convey to
specific audiences messages designed to simplifigetiag processes and, for this
reason, it primarily addresses intermediate arfdial demand.

Final demand identifies the last purchaser of @pcg who often coincides with
its consumer; intermediate demand, on the othed hiaentifies the customer or
customers who are in an intermediate position an gbpply chain and who
purchase a product to use it in their own actigjtiavhether these entalil
manufacturing or commerce.

The distinction between the targets of marketingrooinication clarifies the various
ramifications of this type of communication in ghblonarkets and originates inside the
company, reflecting the different commercial anetéfore communications goals that
characterise relations with intermediate demand tAnde put in place with final
demand. However, better understanding of the nta@ing that induce companies to
develop different types of marketing communicatiatated to the tools activated, the
subject of the communication and the manner anekstitmat characterise it) leads us to
consider certain clarifying elements that are emoge to business management. In this
sense, the competitive dynamics that charactdmsamarket context in which each
business operates may be a useful interpretatiye daarcity markets, controlled-
competition markets and over-supplied markets

1.1 Product Communication and Scar city Markets

In global, scarcity markets, where global demandeegs supply in terms of
available goods, marketing communication tendsotcentrate on the product or,
more generally, on a company’s product range, téhprimary goal of informing
final demand.

o Advertising campaigns by vehicle fuel manufacki@mmunicate
the existence of a new product with particular prades (for example,
in Italy, VPower diesel from Q8).

A scarcity market (i.e. where the quantities offieasd their prices are controlled
by the supplying businesses) forces demand tolsé&arthe product anyway, and the
purpose of commercial communication, usually comddyy advertising, is to inform
final demand of the presence of new initiativesfosimplify the development of
‘loyalty’ to a brand or name. Faced with scarcepfiep, customers tends to be
motivated by reasons of proximity, so that theyesggghe purchases where they can
do so, according to their needs and consumptiorishdb this context, rather than
putting it down to purchasing loyalty, it should sienply seen as repetition, often
motivated by the absence of valid alternaflves

In fact, one of the main characteristics of scgraitarkets is the presence of
distribution structures that play a passive roleegotiations with the manufacturers
that they depend on, either by direct ownershipbyrcontract agreements (for
example franchising, forms of exclusive licence,)etallowing the quantities to be
sold and the price applied for the end custombetdetermined for them.
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The particular relationship that is created betweemufacturer and distributor
explains why the communication that the manufactadelresses to his commercial
intermediary is normally straightforward, essensiatl instructive. The distributor in
turn organises his own marketing communication \hti clientele (on the basis of
precise agreements and with the manufacturer'sicéixluthorisation), normally
using the points of sale, exploiting the opporiesitfor direct contact offered by
proximity. The contents of these communicationsustgally limited to promotional
offers that aim to attract consumers to a speoffittet and a particular purchasing
method, in a competitive context usually distinget by price competition.

1.2 Marketing Communication and Controlled-Competition Markets

In global markets where competition is controllesid the various businesses
share — and control — a saturated market, whegocate demand still has some
room to expand, marketing communication has plehfyossible applications, and
tends to represent the key instrument for the esipanof corporate demand. In
fact, on these markets, the alternative betweerpetitive proposals is based less
on immediately comparable variables such as ptle on ‘soft’ variables that
mitigate the harshness of direct confrontatione ltke image, perceived quality,
design, etc. (non-price competition)

o The world’s leading producers of industrial beee also strong
investors in external corporate communication, aoly advertising, in
order to promote the awareness and image of thr@ijparate products.
Advertising investment by the sector must be se@ema of the elements
by which large manufacturers maintain their comipai position of
market domination. In Italy, for example, the mbaeer producers that
invest in adverting (Heineken ltalia, Birra Peromd., InBev lItalia,
Carlsberg Italia and Ceres) constantly invest betwd and 5 perceht
of sales to sustain the expansion of global densntito consolidate
brand demand. Brand advertising aims to spreadtp@sassociations
in the public, enhancing attributes of youth, fashiand dynamism,
regardless of the product’s alcohol content. Intfaélce need to promote
their brands by ‘freeing’ them from the negativenwotations of
alcohol, has led certain producers to innovateradtcing alcohol-free
beer, often selling it under the same brands as #ileoholic products
(Beck’'s for example), so as to transfer the pasitoonnotations
obtainable from suitable external corporate comngation.

Marketing communication addressing final demandoéglboth indirect methods,
I.e. communication tools which, like advertisinged the support of third parties
(the media), and direct methods, structured t@cethe sector’s specific needs.

o In the case of industrial beers, for example, alrect tool of
external communication is the single-brand pub Whmakes it possible
to convey corporate communications on the spot tdientele that
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shows an active interest in the communication adshve all, can
respond immediately to the communication received.

In these competitive conditions, marketing commation is therefore the main
means of conveying to final demand the brand itietiiat helps to differentiate
corporate products and to ensure the support aifgpbrackets of the public, who
respond with repetitive purchasing behaviour magsteby appreciation of a clear
system of attributes and values promoted by thparate brand communication.
Purchasing loyalty is therefore sustained first adif by emotional factors of
involvement and agreement, and then by cognitippsu which tends to make the
brand, and the product it represents, be seeneasetst, because it is perceived to
be of better quality than competitive products. Bus is entirely subjective and is
the fruit of the complex system of supply and comioation implemented over
time by the businesses in the sector.

In this case, the pull policy takes hold, which visages that it is the end
consumer, on the basis of his own motivation, whooses the product on sale at
self-service outlets directly, or expressly asksthe product from the retailer in
traditional shops. This policy presupposes that ufeturers will invest huge
resources in persuasive communication tools (priynadvertising) to achieve
good brand awareness and a very distinctive image. product is therefore
requested (‘pulled’) by the end consumer and einust make it available to the
clientele and above all keep it in stotk’

The price, although important, becomes a secondagble in the consumer’s
selection process, partly because the competitygtes of manufacturers and
distributors tends to propose prices that are gdlgealigned at the same level.

o Cigarette smokers are little inclined to changerims and often
maintain that their choice is the fruit of compavat analysis of
different alternatives, and that the chosen braad the most enjoyable
taste. Any blind product taste shows that it isctically impossible to
distinguish between ‘similar’ cigarettes. This uroes that what
pushes demand towards a specific brand of cigarett®t so much the
price, which is generally aligned between competitproducts, but
rather the system of attributes that each brandprtes to the public,
using marketing communication.

In this competitive context, marketing communicatithat addresses final
demand concentrates on the development of a brandistitative (awareness) and
gualitative connotations (image), and identifies #pecific relationship between
corporate supply and demand, tending to activagstem of responsibility which
the business adopts in relation to the mdrkat brand associates itself with
specific products, but acquires an identity thaséparate from them, enabling
businesses to adopt policies of brand expansion gamwkerally, to articulate their
use (for example, licensifgr product placemetf) and that of the portfolio of
brands that they hotd

In scarcity markets, marketing communication igef@e quantitatively limited
and concentrates on conveying information aboufptioduct, while in controlled-
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competition economies, the economic resources ekeador external corporate
communication are consistent and promote supplyutiir the brand identified
with it.

With particular regard to advertising communicat{one of the tools used most
frequently in communication that addresses finamaled), the system of
investments undertaken in global, controlled-coitipet markets, becomes a
significant element that can influence corporatefggsmance. On one hand,
advertising communication aims to maintain awarsresd to qualify the brand
image (communication effect) in order to maintamagquire share of mind in
demand, stimulating the purchasing process in (sake effect). On the other hand,
investments in advertising also represent a presgiseem of governing competitive
relationships in the sector, and they representctmpetitive position that each
business intends to occupy. The overall effectmafketing communication for the
brand are the result of continuous pressure exdmedbusinesses, i.e. by the
accumulated resources focused on a target publie $pecific period of time, and
they force businesses to plan their investmentavad nullifying investment in
their brands over the years, businesses must centim spend to maintain the
positions of awareness won, and to confirm the smegnnotations established
with the pubic, continuously earmarking large patages of their sales to external
corporate communication. Targeting economic ressune this way, is compulsory
in a competitive context where demand is saturatedhich a business’s market
share can only grow if the market share of othairmsses declines. Investments in
advertising therefore tend to be taken as an italicaf the trend of a business’s
market share. In time, an investment policy thaine of aggression, maintenance
or withdrawal from a market will translate into aresponding increase,
maintenance or reduction of the market siare

This means that the leading companies in a spessictor can use their
investment in advertising communication to maintdie competitive status quo,
establishing a common spending level, to sustarole of the brands in relation
to final and intermediate demand, and controllimg $tability of market share.

However marketing communication is used not onlgupport relations between
the manufacturing concern and final demand, buto atbose between
manufacturing concerns and intermediate demand,bahdeen intermediate and
final demand. In fact, in controlled-competition niets, intermediate commercial
demand plays an active role in negotiations with manufacturing system. The
result is that the manufacturer is unable to impbiseown conditions on the
distribution system, but must take action, evenralation to his intermediate
clientele, by developing suitable marketing toolsade marketing), including
marketing communication. This is what happens engt+-called push policy which
‘envisages that it is the selling intermediariesmgrily retailers, who ‘push’ the
product to the end consumer, both by a favouralsplaly on the shelves in the
point of sale, and by recommending the purchasspetific products and brands.
This policy presupposes that manufacturers offecipe and continuous incentives
to retailers (usually with elementary advantageshsas the concession of higher
selling margins than those of the competition, dieéinition of exclusive selling
zones, etc.) and that they maintain continuousamtstand relations through the
sales forcé”.
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Of course, marketing communication that manufaonguicompanies address to
the trade uses different tools from those usedifat demand, partly because the
goals of the communication, although essentially aimmercial, are focused on
bargaining relationships, where the ‘soft’ elemeats supplementary and not
fundamental. These relations stand out for thentate paid to the price and for the
bargaining role that purchasers assume in relattorthis variable. The price
identifies the overall cost of the supply, whicleludes both the purchase cost of
the products and the costs linked to supply camaltimeans of payment, delivery
methods, delivery times, etc.).

Marketing communication between manufacturers amwdngercial intermediaries
therefore draws primarily on direct personal reladi between professional sellers
and buyers, who undertake the selling or buying apdcialise in bargaining
relationships. In addition to the conditions thdiluence the purchasing costs and the
potential margins achievable by the distributor,gotmtions also regard
communications between the manufacturer and fiaadashd, autonomously (through
advertising, price promotions, sponsorship, ete.)ab points of sale with the
collaboration of the trade, and possible joint camioation organised in partnership
by distribution and the trade. The breakdown of ¢hannel income represents the
fulcrum of negotiations between industry and disttion. Different bargaining
positions emerge depending on whether the reldtipns forged with leading
manufacturing companies (which are usually largéh \yood bargaining power
because it is sustained by the potential to acoassistent financial resources, and
have well-known and successful brands in individoarkets), or with smaller
manufacturing companies with less bargaining poldhe first case, manufacturing
companies manage to maintain leading positionstanthpose conditions on the
distribution system, taking advantage of the unigateire of their competitive brand
position in relations with final demand and expigt the competition between
distribution firms in their own favour while, in éhsecond case, smaller companies
must adapt to the role that is left to them by te&tionship between large
manufacturers and the trade.

Marketing communication between manufacturers amldriloutors therefore
focuses on the price and variables most closeketinto it (realisable margins,
product rotation, brand awareness and image omtn&et, etc.) and is achieved
by personal communication tools between professignaups, with the help of
numerous forms of sales promotion to support natoti”.

And finally, marketing communication also regarasnenercial communication
flows from the trade to final demand (communicatibows that support the
distributor's marketing) which supplement the conmmation undertaken by
manufacturing brands. This communication developsjost cases, thanks to the
possibility of direct contact with the clientele thie point of sale, and the prime
goal is to promote sales so as to create continopp®rtunities for shopping
expeditions and, in the long term, to favour boofilyalty with the neighbouring
clientele.

Edited by: ISTEI University of Milan-Bicocca ISSN: 1593-0319

46



© SYMPHONYA Emerging Issues in Management, n. &0
www.unimib.it/symphonya

1.3 Corporate Communication and Over-Supplied Markets

In global, over-supplied markets, marketing comroation is part of a complex
system of relations with the market, in which tieciavement of commercial goals
presupposes a competitive orientation to the mgMatket-Driven Management).
In fact, the state of over-supply is generated bgiesses which, as a whole,
propose products to the market that exceed thertio capacity of demand in
range and quantity. Global demand is thereforergtgtd and corporate demand has
no room to grow, except by very aggressive competdction designed to exclude
certain competitors from the market, or to incogterthem with takeovers or
mergers. The competitive intensity that is generad@ over-supplied markets
means that businesses must be able to offer poddith, in terms of variety and
efficiency, allow them to reach intermediate amhfidemand ‘before and better’
than their competitors.

o The global system of car production and salesniggample of an
over-supplied market, in which a few large manufests are
gradually concentrating, acquiring smaller compamnte increase their
corporate market share and to boost their criticabss on global
markets (for example, Ford and General Motors, Whave acquired
well-known European brands that are unable to fageto global
competition, like Volvo, Saab, etc.). However, ghabal competitive
system tends to favour businesses that really tddoefore and better
than their competitors, like Toyota which overcatine supremacy of
Ford and General Motors, launching continuous insttons to its own
products (for example the hybrid petrol-electriealgine that powers
the Prius and the Hybrid Drive family of the Lesarand owned by the
Toyota Motor Co.).

Marketing communication therefore combines with ttkeer forms of external
corporate communication to manage the two-wayicglahip with the market. As
a result, the subject of the communication is nst fhe product, or the company’s
products identified by a brand, but the companglfites the subject of the
relationship with the market, capable of ensurihgt ta definite and subscribed
system of responsibility is maintainéd

The importance of the relationship with the markétibutes a key role to
corporate communication in the competitive procegsusiness management.
Communication is the tool that develop this relagtoip from the business to the
market (corporate communication to the outside dvarid to co-makers) and in the
other direction, from the market to the businessggrate information system), but
also in the distribution and sharing of communmasi and information inside the
business (internal corporate communication).

In fact, complex organisations develop in globatkets in response to the need
to govern the competitive relationship, structuaedording to network models that
are ramified in space and in competitive relatigost{networks), so that internal
communication and that between different poles ltd nhetwork becomes a
fundamental factor of constituent relations.
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In these markets in particular, the boundaries betwpublics, tools and forms of
corporate communication tend to overlap, reduch@artsignificance. The publics
addressed by corporate communication are incregsimgerrelated, and the
importance of the relationship that develops betwaebusiness and its publics
make it impossible to classify and distinguish caimmations that are addressed
strictly to external or internal publics or to cakers. Communications that
traditionally address internal publics also becammgortant for external publics.

o Global interest in Corporate Social Responsibilityrecent years
and the response of demand and of the financialketarto certain
global corporate crises have highlighted the impade of transparent
behaviour regarding the use of child labour, thetpction of workers,
etc.. These provisions, whose primary purpose igroébect employees
and society, have also become extremely importanbther external
publics who, spontaneously or helped by suitablgiatives by
competitors, feel closer than ever and more inwbha their
consumption decision by businesses’ behaviour.

Or communication created to meet the specific negdsertain co-makers can
also become significant for internal publics or &pecific portions of external
publics.

o The Internet sites of numerous global businedsegxample CNH,
Unilever, Monsanto, etc.) include highly ramifiechda up-to-date
sections that contain information regarding investelations. This
information draws together the financial sheet daad the main
financial metrics for all the parties that have anterest in the
economic-financial aspect of business managemehésel publics
include institutional investors to whom other sfieccommunication is
obviously addressed, but also internal and exterpablics, not
necessarily interested in investing in a compangls capital.

Marketing communication tools also tend to convengeombined and joint uses
of traditionally planned tools that are applied epdndently and not only for
marketing purposes. So direct marketing is combiwéd dedicated events and
with advertising campaigns, with sponsorship asgedi with licensing, or the
sales promotion that is activated for product piaeet initiatives, etc..

Where the form is concerned, the application ofitaligtechnologies allows
corporate communication to combine the featuresp@fsonal tools with the
distinctive elements of nonpersonal tools, boostthg communication and
information flows and channels that address theketaand flow from the market
to the company.

Even in this competitive context, marketing comneatibpn continues to
underpin marketing relations with the market, amakets shape in the
communication flows from the company to intermegliahd final demand, and
from intermediate demand to final demand. In fang peculiarity of over-supplied
markets is the significance acquired by marketioghmunication flows, which
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develop between manufacturing companies and magketmpanies, and between
marketing companies and final demand, in other wotlte importance that
marketing communication acquires in the contexttrafle marketing and the
distributor’'s marketing.

In over-supplied markets it is global demand tkansufficient in relation to the
potential supply. The result is that the systemswopplier, manufacturing and
distribution companies has to face up to conditi@misintense competition.
Distribution companies in particular are less potegd from the proximity of
demand due to the multiplication of competitors @udchasing alternatives, and
must take competitive action both in relation teithdirect competitors, and to
manufacturing companies with which, nonethelessy tave to share a channel
income that tends to become more slender as campetitensity increases on the
market. With the result that the critical aspecinafrketing relations is shifted from
the relationship between the manufacturing compandythe final customer, to the
relationship that develops with the intermediatdrade.

Manufacturing companies therefore develop tradeketeng communication that
helps to support the bargaining process with dhstron. As the difficulties
involved in sharing channel income are aggravated)panies have to be able to
respond to trade on several fronts: selling pritEgstic solutions, product rotation
and involvement in communication initiatives proeuwbby the trade.

o In 2004 Wal-Mart informed its major suppliers tHat the end of
2006 they would have to be able to apply RFID (BRaéiequency
Identification, a technology that uses radiofreqties to transfer data
from an aerial to a moving object to identify, tkaend locate the object
itself) to materials handling. This imposition ots isuppliers was
motivated by the conviction that being a pioneethie application of
new technology could represent a significant cortipetadvantage.
But then, studies analysing the impact of RFID nebdbgies have
shown that the use of these technologies in pahtale can bring a
16% reduction in out of stock products. This ishoige potential
significance if we consider that for Wal-Mart thaluwe of goods that
are unsold because of stock breakages at pointaté tevel, is
estimated to be $1 billidh

In fact, thanks to the proximity of final demanddathe availability of direct
information about consumption, distribution has andoubted bargaining
advantage. This enables it to develop its own meaggeommunication initiatives
in relation to actual and potential customers aaodirtvolve manufacturing
companies in these initiatives, adopting an apgrazcgoverning the references
and supplies so as to maximise the overall reMdnufacturing companies thus
become the promoters of communication using classits such as advertising,
often choosing joint initiatives in order to usdjulinvolve manufacturing
companies, or by activating ‘new’ tools such as@mer magazines, i.e. magazines
owned by distribution companies, issued reguladigtributed widely and with
contents chosen and managed by the trade to refiectneeds of marketing
communication. In this sense, distribution companiact as means of

Edited by: ISTEI University of Milan-Bicocca ISSN: 1593-0319

49



© SYMPHONYA Emerging Issues in Management, n. &0
www.unimib.it/symphonya

communication, and can choose how and when to gethe@ir communication
with the end consumer to supplier companies (tradeia)®.

o The best known retail publications in Italy areethmonthly
‘Consumatori’ from Ipercoop (founded in 1983), thegazine ‘Bene
Insieme’ from the Conad and Margherita supermarkeéB@espar
Express’ from the Despar consortium, ‘Scegliamoieimg’ from
GSCarrefour, ‘Primizie’ and ‘Viviclub’ from SelesGente Crai’ from
Cral, ‘News’ from Esselunga and ‘Delizie’ from timterdis group.

Italian retail customer magazines are all free, wdas that is not
always the case abroad. In the United Kingdom giaample, two well-
known retailers sell their customer magazines: "Shury’s Magazine’
costs £1.20, and ‘Waitrose Food lllustrated’ co&.20, while the
others distribute theirs free of charge. We shopdiint out that the
magazines mentioned are renowned for the high tyualithe services
and articles they contain, as well as for their colation and
distribution all over the country (cf. Internet est of the companies
mentioned).

2. Digital Communication Flows and Channels

For the purposes of corporate communication, ipheb distinguish between
communication channels and flows. The former aeerntteans used to transmit a
signal from the transmitter to the receiVerthey are therefore structures built
specifically to convey communications and can casepdifferent elements, for
example physical structures and roles organiseassist the transfer of the
communication from the transmitter to the receiver.

A communication flow can be seen as an organissteisy of communications
that travels from a transmitter to a receiver, Ugullowing a channel. The
purpose of the communication channel is to convey communication flow.
However, the communication flow can also pass datshe channel, finding a
different route from the established one, and esreating a new channel to take
additional flows.

Channel and flow can be differentiated becausefdhaer is a relatively static
entity (i.e. varying very little in time) while thatter is by its very nature dynamic.
The flow is associated with an action: it is impoitt that at a given moment a
transmitter activates the flow that will or will nbe able to travel along a channel.
The channel on the other hand exists regardlesheofact that there are flows
transiting through it.

This distinction between channels and flows israpdrtant aspect of corporate
information and communication management. In fexctransmit information and
communication flows, businesses must invest ircteation (or identification) and
maintenance of the most suitable channels.

The investment of resources in the creation ofaacél, or in the maintenance that
naturally follows, is therefore a positive factbitiis linked to efforts to cut the cost
of transmitting information and communication flow$he more dedicated a channel
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IS, the more expensive it will be to set up and agan but the less it will cost to
transmit the flows. In practice, the flows will Bble to transit according to the needs
of the owner of the channel, with fewer risks denference by external agents, i.e.
with fewer costs to protect the flows themselves.

The channels along which the flows travel werensatessary built for that specific
purpose, but may have been ‘discovered’: whoevenages information and
communication flows must therefore also identifyd aaxploit channels not built
explicitly for this purpose, but which nonetheléssismit the flows effectively. That
is the case, for example, of virtual communicatianany of which are created by
parties who share a common interest, without thoe pitervention of a company or a
specific association. Businesses may consider tbhesemunities as channels to
convey their information and communication fléWs

In today’s global markets, where ICT (Informatioor@munication Technology) is
now widespread, information and communication ckelnrare primarily digital
channels (adopting specific technologies that ooetito evolve in time, from the
duplex telephone line, to optic fibres, wirelessnmeection, etc.), while
communication flows are digital packages that aamtain data, sound, images, film
or various combinations of the same, indifferefitly

Digitalisation has made it possible for numerouanttels to develop (analogic
first and then digital), both reserved and pubinmjich clearly simplifies the
circulation of information. The former entail higlevelopment and maintenance
costs, but they offer greater guarantees regarth@gecurity of the transfers; the
latter tend to be associated with almost non-existests to use the channel, but
demand high investment to protect the flows trattethiand received

The activation of communication and informationwoand the use of suitable
channels also depend on the costs and advantatpasatite. In this sense, ICT
technologies based on digitalisation have fixeduaition costs and gradually
decreasing flow transmission and management cé$is. highest cost may be
associated with the development of a private cHamvith consequent economies
in the transit of flows that do not need dedicataegstment to protect them. The
use of public channels, on the other hand, cutsiredladevelopment costs, but
entails high variable costs to govern the flowd.sen

For the purposes of corporate communication, orteemost significant aspects
of digital technologies is the possibility of carited execution (feed-forward) and
the return flows (feedback) associated with evempmunication flow. The result
Is that correct outgoing flow programming makesadaquate return flow possible,
at no or at most very modest cdst

And finally, the alternative of using private orlgpe channels is linked to the
identification of suitable security supports foe tthows sent and received by every
type of channel. In fact, neither for digital commzation flows, nor for analogue
flows, is there any guarantee of perfect protectioecause the development of
protection solutions that cost less is also assegtiavith the evolution of the
capacity to ‘disturb’ that makes it necessary tarcle unceasingly for new ways to
protect the communication and information flows ahdnnels used by businesses.
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3. Digital Marketing Communication and Information in Global Markets

The digitalisation of flows and channels impactsatirmarketing activities, from
analysis to operations, the definition of the ngstable product for the market, its
distribution, price setting and, obviously, comnuation.

One important effect of digitalisation on marketiagtivities can be seen in
particular in the way the boundaries between aeraativities are collapsing, for
example, in the field of communication and inforioat Corporate communication
is used not only to convey a message to the madkéetabove all for the feedback
that it can generate.

As digital technologies spread, each communicat®omlso a ‘launch’ by the
transmitter to trigger a response from the receidewever, although it is embodied
in the digital flow, this response is not in itsatf ‘automatic’ reaction. There has to
be some sort of stimulus that makes the receivierasted in responding to the
communication received. This happens thanks t@thiee interest (i.e. the attention
that the listener voluntarily dedicates to the camiwation) which develops in the
targets of the communication, thanks to digital oamication, or rather, to the fact
that digital technologies make it possible to targ@nmunication flows precisely,
determining their launch and reception in suchiletad intervening specifically on
the contents, thus guaranteeing that the promotedmtinication can become a
communication that impacts on the audience’s adtitexest. In practice, thanks to
digital technologies, information flows that woutderrupt the audience’s enjoyment
of a medium in analogue mode, become an objecttefast as such, and are sought
after and acquired by the public.

o CdNow, a well-known Internet site that sells maisi€Ds
(www.cdnow.com) asks potential purchasers to regisitCdNow
acquires certain essential data about each useadgally updating
them after each visit, by recognising the connecti® and using tools
such as cookies, and is able to propose custonafeds whenever the
site is accessed, or even by email.

Tailor-made offers and refined selection and praorotriteria are
guaranteed by the contact established with eactomey, who is asked
to express his opinion of the proposals (with pesfimade up of a
combination of products, promotional price, et)drder to analyse
each user’s usage system and to propose purchasingjons that meet
the wishes of the potential purchaser.

This represents the change from push communicatipall communicatioff. In
push communication the company promotes a messaj&e@mmunicates it by
‘pushing’ it along a channel to an audience thatsigally not directly interested in
it (passive interest), whereas in the case ofgartmunication, the communication
flow is actually requested by the market. So theketatakes action to acquire the
information flow (business communication), and thas a precise interest in it
(active interest).

The transformation of the passive interest of meognmunication flows into
active interest is one of the most important intioves introduced to marketing
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communication by digital technology, responding @oprecise communication
objective of global corporations, to maximise tiffecency of the expenses met.

o The banners, buttons, etc. which open up in Iteconnections to
numerous sites, are forms of online advertisingseh@m is to prompt
the surfer to ‘click’ to obtain information aboutmoduct, a brand or a
company offer. They demand the user’s involvemeahth@ chooses to
search for more information, thus making it possibd transmit the
corporate communication in a personalised formaitimeframe and
content that can develop an active interest inuber.

Reactions that respond to digital marketing commation have a dual
significance for the company that promotes themona hand they measure the
effectiveness of the communication itself, while ¢me other they allow
information to be acquired about specific figurasggéted by the communication,
enriching the knowledge profile and offering themgany elements that are
decisive for the entire marketing process.

Digital technologies allow companies to suitablynage enormous quantities of
replies received from the various interlocutorsyadeping understanding of them
in time (profiling) and investing in the relationglestablished. Profiling is one of
the basic activities of digital marketing communiga. It is a process that is
activated when contact is established with theng@teand/or actual customer, and
an electronic ‘reference’ (IP, email, cookie, ascgssociated with a person who is
usually described and classified by identifyingistfgroup of essential socio-
demographic elements (for example, age, genddyrallevel, area of residence).
The profile is built up gradually, with each nevedtonic contact, following the
individual’'s behaviour, accumulating informationoaib his Internet surfing and
classifying his responses to precise, programmiaetlbf such as the proposal to
purchase a promoted product.

The profile obtained is an important innovatiorthe development of marketing
processes and communication in particular. In aesdrof analogue contacts, it
would be entirely impossible to acquire knowledd@esach individual making up
final demand. For this reason, companies identdpa demand for their products,
analyse it and divide it into segments outlinedtbe basis of criteria that are
consistent with their ability to affirm and commoaie offers to the market
(segmentation). They then select the target segoresggments that they consider
the most interesting on which to concentrate tmearketing efforts, including
marketing communication.

The target thus constitutes a theoretical groupndividuals identified by a
deductive process that originates from informatatnout demand and can in no
way lead to the precise identification of the obgeihat comprise it, which form
indistinct groups, describable in general termsclgan, as such, only be reached
by mass communication. The profile on the otherdh&n obtained from an
inductive process, via contact with and knowledgeua each individual, making it
possible to develop personal and tailor-made massmunications.

Digital communication can measure results on tresbaf humerous elements:
the large number of targets reached (which is knamch not just estimated as it is
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for analogue communication), the subjectivity apecfic characteristics of the
targets contacted, and the times and methods ofrdbponse obtained (of a
cognitive nature, like a request for further infatmon and a complaint; or of a
behavioural nature, like a purchase). This typmeésurement clearly differs from
channel to channel and for each specific type ofraanication tool activated.

o Internet sites, for example, can analyse sevespkats of surfers’
actions. The number of clicks for each page andtithe spent on the
page can be measured; the IP (Internet Protocok ttode that
identifies each computer in the network) recognites geographical
origin of the surfer and cookies track the surferisvements. However,
to commercialise advertising space, it is crucalhave measurement
tools that share a common standard, and this hasglyeced systems like
Adserver, Audiweb and Audinet. Adserver is a soéwaeated in
America to count click-throughs, i.e. to measure ffercentage of
banners clicked on in relation to the banners sbkgrusers. The most
advanced forms of Adserver also allow banners ton@maged to
reflect the intentions of advertising investorskéd to the number or
the target of the parties to be reached (for exampbuntry of origin,
operating system, word entered in the search engirecess the page,
etc.).

Digitalisation is a key condition of the developrhehglobal markets. In fact, the
diminishing importance of boundaries (physical, audstrative, linguistic,
currency, etc.) was facilitated by the presencdigital technologies, channels and
flows, which allow information and communication ftow very rapidly, with no
barriers to their spread. For this reason, in dlabarkets, space is not only
physical but can also be classified as virtualotimer words there is a space that
goes beyond the physical, which is where relatigpgssh communications,
information, transactions, etc. develop. Virtuahap therefore allows people (even
several at a given time) to enter into contacttangerform all the activities that do
not demand a simultaneous physical presence imglesplace; on the contrary,
virtual space allows relationships and contactsndvetween parties that would
have no chance to approach each other in physpmates In virtual space,
linguistic, social, economic, temporal and physicatriers collapse and contacts
are founded on interests shared among subjects tengorarily.

Marketing communication is therefore more importanvirtual space than other
marketing levers, and combines with them to craaepply system with a price and
distribution method that can aggregate demand (dérbabbles), based on feedback
from the ‘launch’ of digital communication, amoniper information.

Virtual and physical space in global markets arerdfore an opportunity for
companies that can choose how to use them, optighigie advantages and
minimising the limits. The most effective corporateuctures on global markets,
the networks, do exactly that: they distribute teelwes in physical space because
they can exploit the advantages of virtual spacktha flexibility of positioning to
monitor physical and virtual space in competitiventhmarking with the market
(market-driven management).
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This gradual and partial dematerialisation of spacethich means that certain
exchanges of information and transactions no lotader place in physical space but
only in virtual spac® — combines with the accelerated process of thhamge of
communications and information that has two impurtaonsequences for the
dissemination of communications and the acquisionformation by businesses.

Where the acquisition of information is concernédsimplifies access: for
example, the Internet is a potentially inexhaustgdurce of public information and
the problem lies in being able to identify andically assess the reliability of the
information obtained, in relation to the credilyiliof the source, the up-to-date
information, etc..

Where the spread of communications is concernedjittualisation of space ensures
this is rapid and economical, and can be addrgssdnally to specific, select parties,
but it also multiples the channels through whicmewnication flows can travel, thus
complicating one of the conditions of control. iagice, in a context where relations
with the market (competitors and demand) is consttla key to business management,
digital technologies make it easier to maintaiatrehs (both the means and the cost)
but are not always able to protect it. This me&as anyone, in any way and in any
position, voluntarily or not, can intervene anduahce these relations, and there is
often no way of controlling this intervention.

There are no longer closed domains where businesstgate and control
communications in an established, closed physeraitary; now communication
first flows along specifically designated channelsd then develops and spreads by
viral logics (viral communication) which are onlanially predictable.

In this context, the so-called communication semsor catalysers play a
significant role, and the ability to identify andpdoit them effectively enables a
business to keep in step with its own competitiverkat orientation. It means
identifying parties, physical and virtual locatipnevents, moments, etc. that
constitute a crucial point in the information netiw@nd communication spreads,
so that these points can be used as catalyserafaimiation (input) and of
corporate communication (output).

With relation to the collection of information, #e sensors are used to identify
evidence of phenomena and trends that are signiffoa the business collecting
them, and a source of information to which the raing information system and,
more generally, the corporate system ré&fer

On the other hand, with regard to the spread armétion, sensors — or rather
diffusers — distribute information in the manneddmes judged most significant
by businesses, in global and digitalised marketsraht is not possible to limit
communication flows in pre-defined spaces addrgsgnblics identified in
advance. These diffusors increase the probabli&g the communication flows
will reach their target public. The diffusor may aeerson, a physical or virtual
location, a means of communication, etc. which nsai key position in the
distribution of information, at a given moment or & specific type of public.

o Youtube (www.youtube.com), the global film-shanmgpsite, is
used increasingly to spread film clips, making arer¢ or an idea
known to the public by a communication system ihgtropagated
virally, based on contact between receivers anemicl targets of the
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communication. This communication is extremely digpiand costs
very little, by a pull communication approach in ierh the viral
dissemination of information about the presencea diim stimulates
contact with the site on the part of users, sdiéated on the basis of
interest in the message, in the capacity to redckavailability of
connection, computer literacy, etc.), and reveasative interest in the
communication disseminated.

In this case Youtube is a disseminator of commutioica proving particularly
suitable for certain types of public. Other dissetors might be opinion leaders,
virtual communitie§’ — where people meet in a virtual space to tackeds of
common interest — or real or virtual events, ornepeoducts such as electronic
games, films, etc. which use product placementatosinit corporate communication
in a targeted way, exploiting the active interdstefined audiences.

o The case of electronic games is particularly digant for the
public of young people aged between 13 and 30. Sawertising
companies can place their trademarks or productghem through
product placement contracts, adding to the realisinthe context in
which the game is played. For example, tennis, ktem and football
games envisage sponsors courtside or along thektraechnical
sponsors for the cars, equipment, clothing, ettay&s may actively
choose the sponsor of their player (from severtdrahtive sponsors
envisaged by the game) while their opponents ositthe of the court or
track are defined by the software, or by produ@cpiment contracts
which have helped to fund the product. We refer, youexample, to
www.ubisoft.com.

The ease and unpredictability of dissemination aparate communications has
both positive and negative consequence for businessmiagement. Where
opportunities are concerned, work of mouth, netwodnd disseminators of
communication, if correctly used with suitable sgfional skill€®, permit rapid,
economical distribution of corporate communicati@n the other hand, when
communication is disseminated ‘virally’ in a glopdigital context, it is impossible
to govern the communication flows issued. Once ¢benmunication has been
transmitted, much of the route it follows is erirenknown and unpredictable.
Actually, finding the most economical and efficieway of ensuring that the
communication flows issued do not stop but reaehhighest possible number of
targets is a significant problem for businesses.

However there is also a negative aspect of thedrapd economical flow of
communication in the global markets which it is @lvgble in a crisis. There are
critical situations caused by a company’s negligesrcmisconduct that can place it
in a difficult position with regard to the publithe communication that derives
(normally activated by someone who, in good or taéith, has a precise interest in
discrediting a specific organisation) spreads umifg, albeit always through the
catalysers indicated, thanks to the simplifyingeefffof global digitalisation. This
type of communication flows that are unwanted by ttompany becomes
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particularly crucial in global markets, thanks ke tfluidity with which it spreads
and the difficulty of preventing its disseminatioand this very extension
introduces suitable corrective actions and comnaimnos. In this sense, the
communication disseminators mentioned earlier aeqgreat significance, when
they are implemented and utilised appropriately.

Virtual space therefore constitutes not only anepkional expansion of the
physical space which is thus amplified, made flex#nd above all moulded to the
users’ needs, but also modifies the very concepin@é. In virtual space, i.e. in a
digitalised context, time undergoes two importamblétions: on one hand it is
drastically reduced, while on the other it exparidee reduction in time concerns the
possibility offered by digital technologies to nmmse the contact time between the
parties: communications and information flow veapidly from one side of the
world to the other and the time necessary is notddd by the physical distance
between the connected parties, but by their teolgreal distance, in other words the
degree of evolution of the technologies used tohamge informatiofi. The
expansion of time regards the fact that many digdanmunication technologies do
not demand the simultaneous presence of the partibe same virtual space for a
relationship to be establisH8dbut allow each one to use time according to his
needs. In virtual space there is therefore no Inéginor end of the process, but a
continuous time for the relationship to develop.

The flexible use of time made possible by digitahinologies works perfectly in a
context of time-based competition, a characteristiglobal markets, particularly
oversupplied markets, where the promotion of denfarbles unifies the marketing
efforts, in a continuous process of communicatidormation.

In fact, the creation and development of demandblasbis founded on
businesses’ ability to constantly acquire informatifrom the market and to
respond at the appropriate time with supply prefileapable of grouping
purchasers. Marketing communication therefore ndedse activated, to permit
continuous feedback but, at the same time, makipgssible to monitor the action
taking place and, if necessary, to intervene, cting it in line with the expected
goals (feed-forward).
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Notes

! For a more comprehensive definition of co-makérsdv. Brondoni, Comunicazione integrata
d'impresa e ‘nuove sfide’ competitive, in AA.V\Progettare e gestire l'impresa innovativatas
Libri, Milan, 1992; D. M. Salvioni]l bilancio d'esercizio nella comunicazione integra'impresa
Giappichelli, Turin, 1992.

2 Cf. S.M. Brondonila comunicazione integrata d'impresa nelle poliéicti gruppgin AA. VV.,
Scritti in onore di Luigi Guatri Ed. Bocconi Comunicazione, Milan, 1988. The d#&én of
integrated communication proposed by the authosgmts ITC communication as an alternative to
personal and nonpersonal communication. In fadf, €bmmunication (the possibility of dialogue
between two machines, or two ITC terminals) wasaldsthed in a technological context
characterised by early examples of the digitalisatf the signals and of communication flows,
which is still far from the convergence and expansf digital technologies that we are becoming
accustomed to. Personalised mass communicatioeftinerrefers to the sum of communications that
exploit digital technologies and terminals makingpossible to obtain the typical advantages of
personal communication (for example, immediate liee#, feed-forward, interaction, customisation
of communication, etc.) and nonpersonal commurgoafigh number of parties reachable, low cost
per contact, standardisation and controllabilitylef message, etc.). Cf. also A. Reitaf@lematica
concorrenza e comunicazione integrata d’'impreSappichelli, Turin, 2002.
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® Cf. S.M. Brondoni,Comunicazione, risorse invisibili e strategia cotitp@ d’impresa in
Sinergie n. 43-44, 1997, pp. 3-35.

* For a definition of the concepts of repetitive ghasing and demand loyalty, cf. M. Corniani,
Segmentazione e aggregazione della domanda azer&iabppichelli, Turin, 2004.

® Cf. S.M. Brondoni,Ouverture de ‘Marketing Research and Global Markeis Symphonya.
Emerging Issues in Management (www.unimib.it/sympapn. 2, 2003.

% Elaboration of AdEX, Nielsen Media Research da€85, 2000, 2005 and 2006.

" See S.M. BrondoniQuverture de ‘Marketing Research and Global Markeits Symphonya.
Emerging Issues in Management (www.unimib.it/sympapn. 2, 2003.

8 Cf. S.M. BrondoniPatrimonio di marca e politica di comunicazigr@iappichelli, Turin, 2002.

° Cf. F. AlbaneseMerchandising and Licensing to Improve Brand Equftie Coca-Cola Case
Symphonya. Emerging Issues in Management (www!uitisymphonya)n. 1, 2000-2001.

10°Cf. M. Corniani,Product Placement and Brand Equityy Symphonya. Emerging Issues in
Management (www.unimib.it/symphonya)1, 2000-2001.

1 Cf. F. Gnecchi, P. RicottiBrand Portfolio Reengineering. The Gruppo Coin GCase
Symphonya. Emerging Issues in Management (www liitilsiymphonya)n. 1, 2000-2001.

12 Exclusively for advertising, where the investmefstta for each sector can be monitored
relatively comprehensively and homogeneously, wepadhe ratio between Share of Voice and
Share of Market to identify each company’s competiintentions. A ratio of > 1 identifies the
investing company’s decision to attack the maridtile a ratio close to 1 means maintaining the
positions acquired, and one of < 1 indicates asitmtito withdraw.

13 See S.M. BrondoniQuverture de ‘Marketing Research and Global Markeits Symphonya.
Emerging Issues in Management (www.unimib.it/sympapn. 2, 2003.

1 1n controlled-competition markets, to achieve fianned sales levels with each commercial
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promotions that address the trade, usually founoledaccess to significant discounts related to
purchasing volumes or conditions, in other wordsghbssibility of being rewarded if certain results
are achieved. Cf. S.M. Brondoni (ed.p promozione delle vendite nella politica di concazione
aziendale Rapporto Riservato, Progetto Comunicazione Aza@dCREA-Centro di Ricerche
Economico-Aziendali, Luigi Bocconi University, Mila January 1987.

15 The marketing communication of the distributoroatsaws on advertising communication but,
as a whole, tends to favour communication flowst ttaget the point of sale (posters, sales
promotions, private labels, etc.). Cf. S.M. Bronildvi. Corniani, Marketing Communication and
Media Trade Progetto Comunicazione Aziendale, Rapporto Raenn. 2-2005, January 2006,
ISTEI — Istituto di Economia d’'Impresa, Milan-Biamz University.
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