Mirko Pallera

il creatore di Ninja Marketing

Progettare idee contagiose
(e rendere il mondo migliore)
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Everybody 1s a Creator!

Don’t forget 1t
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Do It Yourselt

Punk, Hip Hop, Hackers
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Just do 1t

Brands empowering people
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lechnology

Social Media, Mobile Connection
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twitkery You{[ll) G()Og[e“
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DIY
_|_

Just do 1t
_|_

lechnology
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"Never mind the years o

decades of cumulated

economic situation, the trampled political freec

| grievances, the terrib

the police brutality, the torture, etc.

- activism, the protests, the
e
oms,

Nah - we just watched a Vodatone ad, and thought:
'Hey! We're powertul! Let's topple the president!"

(Mohamed

El-Dahshan)
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What can we learn
from this?
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Figure 1
Number of People Who Self-Identify
as Artists in The U.S. Census
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Note: The boom in social production as illustrated in the explosion of
people self-identifying as artists in the U.S. census since the 1960s.
Source: Lloyd (2006, 66).
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'The Creative Class

44 millions of adults in 1995
50 millions 1in 1999

30 millions 1n 2008 (USA)
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'The Creative Class

in only 13 years reached 39%0

of american population

with +175%b orowth
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What about marketing?
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Marketing 1.0 VS Marketing 2.0 V5

OBJECTIVE

ENABLING FORCES

HOW COMPANIES
SEE THE MARKET

KEY MARKETING
CONCEPT

COMPANY MARKETING
GUIDELINES

VALUE PROPOSITIONS

INTERACTION WITH
CONSUMERS

MARKETING 1.0
Product-centric

Marketing

Sell Products

Industrial Revolution

Mass Buyers with
Physical needs

Product
development

Product
specification

Functional

One-to-many
transaction

Marketing 3.0

MARKETING 2.0
Consumer-centric

Marketing

Satisfy and retain
the consumers

Information Tecnology

Smart consumer with
Mind and Heart

Differentiation
Corporate and Product
positioning
Functional and Emotional

One-to-One
relationship
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MARKETING 3.0
Value-centric

Marketing

Make the World
a better place

New Wave Tecnology

Whole human with
Mind and Heart and Spirit

VEIVEES
Corporate, Vision
Values
Functional, Emotional and Spiritual

Many-to-Many
Collaboration



What about brand
building 1n the future?

ninjamarketing.it



Re-think the Value
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Is there a deeper value?
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Spiritual Valuegiy




Spirituale

Culturale

Legame

Simbolico

Valore d'uso
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Basic Workout -

4.2
715"

Let’s Get it Started




Setiizle

Culturale

Legame

Simbolico

Valore d'uso
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Where the Hell
1s Alex Bogusky?
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Common



Spirituale

Culturale

Legame

Simbolico

Valore d'uso
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Spiritual marketing will
be the tuture of
branding?
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Brands are religions
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Mardhir Symbols

Rituals

 — Belonging

Martin Lindstrom - Brandwashed




Conscious Brand Relationship Drivers

(Microsoft versus Apple)

App'®
W\._—___Mmmscﬂ

Vision - Storytelling — Power — Mystery — Grandeur — Symbols — Sensory — Rituals — Belonging — Evangelism

Martin Lindstrom - Brandwashed



Non-conscious Brand Relationship Drivers

(Microsoft versus Apple)
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Vision - Storytelling — Power — Mystary — Grandeur — Symbols — Sensory — Rituals — Belonging — Evangelism

Copspright © Martin Lindstrom 3011




“Meaning 1s the new
value proposition
of marketing”

(P. Kotler)
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How to design
contagious 1deas?
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Pathos

Y
A

UTILITY EDUCATION

Logos W Ethos
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Value 1s not only utility
or entertainment
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Meaningtul!
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Pathos

Utlity Ethic

Logos W Fthos
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Emotions
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Anger Joy Surprise

Disgust Sadness Fear

Paul Ekman ninjamarketing.it



Robert Plutchik ninjamarketing.it



* Viral 1s social sharing of
emotions’
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Which emotions are more viral ?

joy
anger
sadness
fear

surprise

Kelly School of Business - Indiana ninjomarketing.it
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Management of meaning
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lechnology ot soul
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Archetypes
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«Archetypes are activators of
Emotions that call us to make a
journey».
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THE HERO’S JOURNEY

12. Return with Elixir 1. Ordinary World

2. Call to Adventure

11. Resurrection 3. Refusal of the

Call
ORDINARY WORLD
4. Meeting
the Mentor
5.Crossing
10. The Road the Threshold
Back
6. Tests, Allies,
Enemies
SPECIAL WORLD
9. Reward,
Seizing the Sword
7. Approach

8. Ordeal, Death & Rebirth

ninjamarketing.it






Archetypes + Branding
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Archetypal Branding
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“(all the world 1t you please
the vale ot soul-making.”

(John Keats)
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Brand Positioning

VS
Soul Making

Don’t look for a positioning but for your meaning 1n society
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Brand 1s a “Soul Maker”
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Where the Hell
1s Matt?
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Why 1s this a contagious
1dea?
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Simple, Unespected,
Concrete, Credible and
Emotional ...

Chip Heath, Dan Heath Made to Stick



What more?

ninjamarketing.it






You are Creators, Create!
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WWW.C-T-e-a-t-e.1t
facebook.com/Createideacontagiosa

(@mirkopallera

mirko@ninjamarketing.it

thanks to: gianluca lisi,
credits video: stefano scagliarini, letizia blini, valentina robatto
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