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• Marketing and  Service Marketing: origins, evolutions 
& trends  

• Service Theories: from S-D logic & Service Science to 
service ecosystems & service systems  

• Marketing Plan 
 

• Many-to-Many Marketing 
• Value co-creation 
• Unconventional marketing 

Case studies 
Examples 
Exercises 

 



Agenda: Lesson 4 
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• Value co-creation  

• Many-to-many marketing: from network 
theories to Total Total RelationshipRelationship  MarketingMarketing  

• New  trendstrends: 
 Unconventional marketing 
 Guerrilla marketing 
 Viral Marketing 
 Neuro-marketing 
 • Case studies and examples 



Many-to-Many Marketing 

4.1 
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 Evolution in Marketing 

  Marketing management of consumer goods 
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1960s1960s--presentpresent  

1970s1970s--presentpresent  

1980s1980s--
presentpresent  

2000s2000s--
present present   

Quality management, excellence, value, 
satisfaction  

Services marketing and management  

Relationship marketing, CRM, one-to-one 

S-D logic, service science, many-to-
many networks 



Service Networks 
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RESOURCESRESOURCES  
ALLOCATIONALLOCATION  ANDAND  
DISTRIBUTIONDISTRIBUTION  

CCOLLABORATIONOLLABORATION  
STRATEGIESSTRATEGIES  ANDAND  
ALLIANCESALLIANCES  

NNEEDEED  FORFOR  AA    
PPROACTIVEROACTIVE  AAPPROACHPPROACH    
TOTO  IINNOVATIONNNOVATION  

Embeddedness: 
actors cannot be 

considered apart from 
others or from their 

context. 

SERVICE 
NETWORK 



 

Fonte: Valdani E., Busacca B., Micro & Macro Marketing, 3/95. 

In line with a relationalrelational  opticoptic  of business performance, network 
theories consider actors as: 
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Service Networks 

System’s relationships lead business actors to a necessary 
mutualmutual  satisfaction for the attainment of value co-creation and 
competitiveness. 

enabling reticular/networked interactions 

embedding organizations and their 
activities in many-to-many relationships 

dynamic, operant and active resourcesresources  



 

Fonte: Valdani E., Busacca B., Micro & Macro Marketing, 3/95. 

In service networks features, multiple solutions of value are 
generated through interactions, which can increase firm’s 
ability to communicate with individual customers and the 
capacity to obtain advantages.  
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Service Networks 

Actors in service networks are affected (or positively 
influenced) by many system’s elements (like technological, 
economical, political and social influences). 
 
As the model of service systems emphasizes, technologytechnology is one 
of the key lever for resource and knowledge integration and for 
the enhancement of skills in complex networks. 
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INFORMATIONINFORMATION  

Technologies Technologies 
toolstools  

KnowKnow--howhow  

FeedbackFeedback  

LoyaltyLoyalty  



The search for the maximization of total system’ssystem’s  valuevalue  does 
not affect the maximization of each actor’s subjectivesubjective  valuevalue  
thanks to some coordinationcoordination  mechanismsmechanisms::  
 

• The sharing of a common language; 
• The development of an homogeneus culture. 

 The Relationship Marketing 
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CCOOPERATIONOOPERATION  CCOLLABORATIONOLLABORATION  

Relationship marketing involves a changechange in the 

management of relationships with customers and other 

stakeholders.  

From 
««exchange» 
transactions.. 

...to strategicstrategic  
relationshipsrelationships  



INTEGRATED MARKETING 

Total Relationship Marketing 

To strengthen the quality of the offering:  
-- AlignmentAlignment of the service provided with the 

service designed and conceived 
- Compliance with customer’scustomer’s  needsneeds  

Relationship Marketing 

Management’s integrationintegration of traditional marketing 
strategies with relational and internal marketing strategies 
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Total relationship Marketing 

 StrategicStrategic  alliances with co-makers (suppliers, 
employees, customers, other companies) to increase 
loyalty and satisfaction 
 

 Networks based on interactions and long term winwin--
winwin  relationships to create joint value  

 Organization’s flexibility: softening of boundariesboundaries,, 
reduction in management costs and proactive 
adaptation to emerging environmental condition 
 
ProcessProcess--basedbased view and dynamicdynamic  capabilitiescapabilities  to 

overcome rigidity and hierarchy  

GummessonGummesson  (1999)(1999)  

12 



The contributioncontribution  toto  thethe  qualityquality  of the product offered involves, 
directly or indirectly, all the players in the system, in order to 
strengthen in all employees a strong culture of relational 
marketing service, it is necessary to complementcomplement  internal 
marketing actions (e.g. training and communication plan).  

 The Internal Marketing 

13 

Enhancement of employee’s and management's attention to the 
customer.  
 
The first customer of any organization is represented by internalinternal  
staffstaff, which must be first satisfied. Explaining and sharing times, 
methodsmethods, and activitiesactivities, the clearclear  definitiondefinition  ofof  taskstasks, dutiesduties and 
rolesroles, create a positive atmosphere (high levels of cooperation, 
trusttrust  and satisfactionsatisfaction), which strongly influences the quality 
perceived by the end customer.  

InternalInternal  marketing marketing   



In order to strengthen the quality levels of the offer and to 
constantly align the service delivered with the designed and 
conceived service, in line with customer needs…  

 The Integrated Marketing 
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Managing relationships between Personnel 
and Users of the Service establish lastinglasting  and 
profitableprofitable relationships with customers, and 
thus, fulfills the promises made.  

Traditional marketing management, that 
aims at creating expectations and at making 
promises to the outsideoutside market.  

ExternalExternal  marketing marketing   

InternalInternal  marketing marketing   
Creating a cultureculture  ofof  serviceservice  and customercustomer  
orientationorientation  among the members of the 
organization lays the foundation for the 
maintenance of promises with customers. 

RelationalRelational  
marketing marketing   

IntegrationIntegration  of the traditional marketing strategies (4P) with 
relational marketing strategies and internal marketing 



The need for businesses to increase user’s satisfactionsatisfaction  and  loyaltyloyalty  
stimulates systematicsystematic  alliancesalliances  and collaborativecollaborative  relationshipsrelationships  with all 
the other parties in value creation process (suppliers, co-makers, 
internal staff, customers, other stakeholders) 

 Total Relationship Marketing 
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• high organizationalorganizational  flexibilityflexibility, with 

rapid and mobile purposes; 
  

•• lowlow  managementmanagement  costs; 
 

• rapid adaptation and flexibility to 
emergingemerging environmental conditions; 
 

• low hierarchy, structures and 
attention to physical resources in 
favor of intangibleintangible  resourcesresources  and 
skills that facilitate dynamic 
adaptation.  

• based on relationships, 
network and interaction; 
 

• aimed at longlong--termterm 
positive relationships with 
individual customers and 
other stakeholder; 
 

•• jointjoint  creationcreation  of value 
between the parties 
involved.  

Total Total relationshiprelationship  marketingmarketing  



 

Fonte: Valdani E., Busacca B., Micro & Macro 

Marketing, 3/95. 
Many-to-many marketing defines and 

analyses  the networknetwork  aspect of marketing. 

 The Many-to-Many Marketing 
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SkillsSkills  

Technical Technical 
competenciescompetencies  

ExperienceExperience  

BeliefsBeliefs  

AttitudeAttitude  

LifestylesLifestyles  

Strategic and Strategic and 
managerialmanagerial  
capabilitiescapabilities  



 The Many-to-Many Marketing 

17 

 

Customer 
Relationship  
Management 

(CRM)   
 

The customer-
supplier  

relationship in 
focus: 

one-to-one 
Gummesson 

2003 

Marketing as 
Networks   

many-to-many 

Focus on all  
stakeholders 



From relationalrelational and systemsystem’s point of view, competitive behaviour 
today seems to be based no longer upon dyadic relationships 
between actors, but rather upon a many-to-many relational and 
system pattern daily involving supplier and customer networks 
with dense and intricate connections, win-win based and service-
oriented.  

 The Many-to-Many Marketing 
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Gummesson (1999) 

 Total Relationship Marketing  

Broadening of the perspective on marketing management 
grounded on the interactional focus  
•• RelationshipsRelationships  exist only if there are at least 2 parties; 
•• InteractionsInteractions are relationships activated in the encounter that 

establish a contact; 
•• NetworksNetworks are complex systems of relationships, that act as a 

lens to intrepret society. 



 Total Relationship Marketing  
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Market Market relationshipsrelationships  

   
 
 
 
 
 

Mega- relationships 
 
 

Nano-  
Relationships 

Classical market 
relationship 

 
 

Special market Special market 
relationshiprelationship  

NonNon--Market Market relationshipsrelationships  



The classic networknetwork-- distribution channels and the 
modern channel management including goods, 
services, people and information consists of a 
interconnected relationships. 

 (1) Classic Market Relationships 
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The classic dyaddyad the relationship between the 
supplier and producer is the basis of business. 

The classic triadtriad  the drama of the customer – 
supplier – competi­tor triangle 
Competition is a central ingredient of the market 
economy.  



The dissatisfieddissatisfied  customercustomer  perceives a special type of relationship, more 
intense than the nor­mal situation, and often badly managed by the 
provider. The way of handling a complaint – the recovery – can 
determine the quality of thethe  futurefuture  relationshiprelationship. 

 

 (2) Special Market Relationships 

Production and delivery of services involve the customer in an 
interactive relationship with the service provider, often referred to as the 
momentmoment  ofof  truthtruth  (Service encounter). 
 

A condition for success is the understanding of the customer’scustomer’s  
customercustomer; and what sup­pliers can do to help their customers become 
successful. 

To create a longlong--termterm sustaining relationship, it has 
become increasingly common to enlist customers as 
members of various loyaltyloyalty  programmesprogrammes. 
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The media can be supportive or damaging to marketing and they 
are particularly influential in forming public opinion.  
 22 

 (3) Mega Relationships 
Non market relationship go beyond classical relationships firms- 
stakeholders- shareholders to involve personal and socialsocial  
networksnetworks, lobbies, government, institutions that ask for and 
release resources (legitimacy) and at the same time share rules 
release 

Relationships with governments, legislators and influential 
individuals make marketing feasible on an operational level. 

Alliances change the market mechanisms and mean closer 
relationships and collaborations between companies. 
CompetitionCompetition  throughthrough  collaborationcollaboration  is necessary to make the 
market economy work. 

KnowledgeKnowledge can be the most strategic and critical resource and 
knowledge acquisition is often the rationale for alliances. 
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 (4) Nano-Relationships 

Market mechanisms are brought inside the company: internal 
as well as external relationships of a new kind emerge in a 
process that encompasses 
the relationships between internal customers and internal 
suppliers. 

ExternalExternal  providersproviders  reinforce the marketing function by 
supplying a series of services, such as those offered by 
advertising agencies and market research institutes 

The qualityquality concept is a bridge between designdesign, 
manufacturingmanufacturing  and other tech­nologytech­nology--  basedbased  activities and 
marketing. 

InternalInternal  marketingmarketing  can be seen as a part of relationship 
marketing as it gives indirect and necessary support to the 
relationships with external customers. 
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Implications for Marketing 
Strategies and Tactics 



Service Service   
ValueValue    

NetworkNetwork 

 The Many-to-Many Marketing 

25 
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From value chain to value network 

According to systemssystems  thinkingthinking  and serviceservice  logiclogic, Service Science 
explores how service value is created in a network context and how 
the structure and dynamics of the value network, as well as customer 
expectations, influence service (eco)systemseco)systems  complexitycomplexity  

S-D logic replaces the conventional supplysupply  chainchain  with serviceservice  
valuevalue  networksnetworks (Allee, 2000). 

Value co-created is “product” 
in the  useuse, transformationtransformation 

and consumptionconsumption  

Firms can only 
make value 

propositions 

Service actualizes 
through mutual benefits mutual benefits 
and mutual satisfaction 

SSUPPLYINGUPPLYING  PPRODUCTIONRODUCTION  CCONSUMPTIONONSUMPTION  

Value is not embedded only in 
production process 

ValueValue--inin--  
exchangeexchange  

  
ValueValue--inin--useuse  

  
ValueValue--inin--  

contextcontext  

Value is perceived by users  
in their context 

Value is the 
synergistic outcome 

of a complex 
interactive process 



 

Fonte: Valdani E., Busacca B., Micro & Macro Marketing, 3/95. 
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From value chain to value network 

RelationshipRelationship  marketing marketing   

ManyMany--toto--manymany  approachapproach  
& Total & Total relationshiprelationship  marketing marketing   

FromFrom  

ToTo  

Service Value NetworkService Value Network  

ToTo  

Value Value creationcreation  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
    

Everything 
influences 
everything 

Systems 
interactions 

All businesses 
are relational 

service activities 

Many-to-many 
logic of reticular 

interactions 

Value propositions 
based on 

interaction 
mechanims 

Mutual satisfaction 
co-creation 
processes 

RelationshipsRelationships  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
  
    



Value co-creation in 

Service 

4.2 
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‘Co-Create IKEA’, a digital platform encouraging customers and fans to 
develop new products. 
IKEA’s co-creation platform focuses on four specific areas: 
•Asking customers for product idea suggestions 
•Running IKEA Bootcamps to work with entrepreneurs 
•Collaborating with university students on product solutions 
•Connecting with innovation labs around the world 

If a suggestion for furniture or product design is successful, IKEA may 
license the technology or agree to invest in future products. For designers 
and technically talented fans, this creates a strong incentive: to gain 
exposure through the world’s largest furniture retailer. 

Value co-creation  

https://co-createikea.com/
https://co-createikea.com/
https://co-createikea.com/
https://co-createikea.com/
https://co-createikea.com/
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‘LEGO Ideas is an online community which brings together passionate fans and creators 
from around the world to imagine, iterate, and evaluate ideas for new LEGO kits. It is a 
great example of open innovation and co-creation, where members have actively 
participated in the journeys of several successful products from idea to development. 
 
The LEGO Group first dove into the online open innovation space in the early days of 
crowdsourcing when they launched LEGO Cuusoo in 2008, where Japanese fans shared 
their own LEGO creations that ultimately made their way onto toy store shelves. 
LEGO Ideas officially launched in April 2014 

Value co-creation  

https://ideas.lego.com/ 

https://co-createikea.com/
https://ideas.lego.com/


Overcoming the past 
«producer vs. consumer» 

One of the most improper conceptualization of G-D logic 
is the contrast between “producer-consumer”, in which:  
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some actors (ex. companies)  

“produce” (create) value (value-added),  

while others (es. consumers) “consume” (destroy) that 
value (value-destroyers) 

once consumed any product will no 
longer have the initial value. 



About Value Creation 

The continuous tension to value creation represents the 
basilar activity of firm’s business process and decisiondecision--
makingmaking, which influence the decisions as well as behavior of 
all the systems (value culture).  
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The focus of value creation and the 
new interpretation on value co-
creation should be both: 
•• internalinternal  (resources 

improvement); 
•• externalexternal  (collaborative 

relationships). 



Co-creation advantages  

Customers are key strategic 
resources for productproduct  improvementimprovement  
and are, thus, prosumers, 
fundamental for competitive 
supplies.  

Production Co-creation 
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The value creation process involves 
users in a personalpersonal  consumptionconsumption  
processprocess, considering them as real 
strategicstrategic  valuevalue  coco--creatorscreators, thus 
suggesting that firms may be the 
integrators and managers of 
necessary resources for the benefit 
of competitive behaviour. 



Why Value? 
Value creation processes suggest a change of roles today, 
an important part of the process is played by customers, who 
are not viewed just as value destroyers (or value receivers) 
but are instead considered key actors, engaged from the early 
stages of the production process and not only in the final 
consumption stage.  
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Customers do not acquire value directly 
from purchase but derive it from products’ 
use, transformation and consumption 
  A firm doesn’t autonomously create 

value for clients, but can only offer 
value propositions, experiencing them 
and transforming them into value 
through use. 



Effects on valuevalue  creationcreation  & 
competitiveness 

• the consumer is no longer seen exclusively as a target (value 
destroyer); 

• companies have a right only to make their value proposals (value 
proposition); 

• consumers are considered real factorsfactors  ofof  productionproduction  (value co-creator) 
within a complexcomplex  systemsystem  ofof  serviceservice  deliverydelivery  (service system); 

• consumers are able to benefit not only from the products purchase, 
but also from processingprocessing, useuse  and consumptionconsumption  of the same (value in 
use), revealing their role as active (participant) in the value generation 
process 
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The rules of businessbusiness  competitioncompetition  changed: the more companies are 
able to create value, the more competitive they can be, since they can 
be able to engage users in co-creative purposes, through sustainable 
value propositions. 



Service Value Chain or Service 
Value Networks? 

A networked System based on service-centered logic 
should evolve continuously: 

Suppliers                              
(and Sub-
Suppliers) 

Producers         
(Co-Suppliers) 

Clients               
(Co-Producers) 

Deliverers        (all 
kind) 

Customers 
(Prosumers) 

36 



In S-D logic the main purpose of enterprise is to serveserve  itselfitself  
byby  servingserving  othersothers,, by integrating its  internalinternal  and exterrnalexterrnal 
resources available from public and market sources, to 
create additional resources to be applied for the benefit of 
other actors (individuals, family, companies, etc.). 
 
 
 
 
  

S-D logic and centrality of 
«Market-ing» 
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Service opportunities change because the available 
resources continuously change 



S-D logic and centrality of 
«Market-ing» 
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In  S-D logic marketing, value creation is not anymore a 
responsability of a single department, but it’s a major 
function of the organization: to connect with other 
businesses and offer them a service in a constantly 
changing market.  

This is «marketmarket--inging». 



Co-production vs Co-creation 
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Integration with 
market resources 

Market 
integration 

Co-creation 
Beneficiary 
of service 

Value-in-
context 

Supplier of 
operand and 

operant 
resources 

Co-production 

Direct 
supplying 
of offering 

Supplying of 
service 

THROUGH 
goods 

https://www.youtube.com/watch?v=Az6D6vzfFrU&t=15s 

https://www.youtube.com/watch?v=Az6D6vzfFrU&t=15s


Case studies and 

examples 
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Case study: Education ecosystem 

(CO-) 
INNOVATION 

Alining individual values-
objectives/ ECOSYSTEMS 

finalities and goals 

(CO-) LEARNING 



Pizza Hut Table 
https://www.youtube.com/watch?v=UzRZRyPReJk 
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Examples: Value co-creation 

IKEA 
https://www.youtube.com/watch?v=fKfxBl_nu3c 

https://www.youtube.com/watch?v=UzRZRyPReJk
https://www.youtube.com/watch?v=fKfxBl_nu3c
https://www.youtube.com/watch?v=fKfxBl_nu3c
https://www.youtube.com/watch?v=fKfxBl_nu3c
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Examples: Value co-creation 
 
 
 
 
 https://www.nelmulinochevorrei.it/index.html 

https://www.youtube.com/watch?v=09wyJ_eMmF0&feature=youtu.be 

https://www.leonardocompany.com/it/innovation/innovation-award 

https://www.nelmulinochevorrei.it/index.html
https://www.youtube.com/watch?v=09wyJ_eMmF0&feature=youtu.be
https://www.leonardocompany.com/it/innovation/innovation-award
https://www.leonardocompany.com/it/innovation/innovation-award
https://www.leonardocompany.com/it/innovation/innovation-award
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https://www.youtube.com/watch?v=JXkMevbjga4 

Example: Customization 

https://www.youtube.com/watch?v=JXkMevbjga4


 

 
Assistance 
Security of transaction 
Sms/ e-mail confirmation 
 

Portals  
Communiteis 

Social networks 
Review sites 

Metasearch & 
comparations 

Network and co-creation 

Evaluation 
of 

alternatives 

PURCHASE 

Inormation 
research 

Service 

POST-
DELIVERY 

E- shopping 

E- relation 
LOYALTY 

Feedback (reviews, rankings. ratings); 
WOM; E-crm 

VALUE 
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Shop window 
Banners 
Recommend. 
system 
Capillary 
distribution 

Network of on-line/digital relationships 

Robot 
 
Scheduling 
Shipping 

Global 
logistics 
network 

drone 

R&D agreements- ICTs tools 

Go cash  
desk 
4.0 E-commerce (smart tv) 46 

PrimaryPrimary  
activitiesactivities  

SecondarySecondary  
activitiesactivities  

ERPERP  

FFIRMIRM’’SS  
INFRASTRUCTUREINFRASTRUCTURE  

HUMAN RESOURCE MANAGEMENTHUMAN RESOURCE MANAGEMENT  

TTECHNOLOGYECHNOLOGY  DEVELOPMENTDEVELOPMENT  

PPROCUREMENTROCUREMENT  drone 

INBOUND INBOUND 
LOGISTICSLOGISTICS  

OperationsOperations  
  

OOUTBOUNDUTBOUND  
LOGISTICSLOGISTICS  

Marketing Marketing 
and salesand sales  

SERVICESERVICE  

OneOne--toto--oneone  & & personalizedpersonalized  
marketingmarketing  
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Example: Connectivity 
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Example: Variety & assortment 



Marketing.  

Recent advances 

4.3 

49 



Unconventional Marketing  

4.3.1 

50 



Marketing 1.0 
(product) 

industrial era (D > O: 
volumes, quantity) 
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Marketing 3.0 

Marketing 3.0 (soul) 
Globalization era: (Kotler, 2010) 
the brand interprets and prevents 
user’s and societalsocietal  needsneeds  (ethics & 
Corporate Social Responsibility) 

Marketing 2.0 (customer) 
 ‘O Reilly, 2001 (O>D: interacting 
with consumers) informational 
and internet era: active users, 
prosumers 



rethinking customercustomer  engagementengagement  in the digital age, 
through humanistic marketing, the creation of 
conversations with customers and omnichannel strategies. 

Toward marketing 4.0 

KotlerKotler  (2017)(2017)  

information based on datadata that sheds light on new 
purchasing habits and on the three main subcultures: 
young people, women and "citizens of the Net"; 

discover how 4.0 marketing increases productivity by 
involvinginvolving  customers in all their activities in digital 
markets 
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Set of strategic and tactics decisions in 
contemporary marketing aimed at: 

 

• Creating emotion 

• Enhancing memorability (awarenessawareness) 

• Developing uniqueness 

• Shocking and astonishing consumers 

• Enhancing users’ participation 
(engagementengagement) 
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Unconventional Marketing 



Main features 

 

• Narrow set of receivers 

• High possibility to engage users 

• Selectivity 

 

 

Target 

Marketing mix 
 

• Web 
• Multi-channel strategies 

Unconventional marketing 
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Management strategies and tactics coherent with the 
implementation of unconventional marketing: 

 

 

 

 

Unconventional marketing 

CONTINUOUS COLLECTION OF DATA 
ALONG THE JOURNEY  

FIT 

• Tactics and actions upwards business strategies 
• Integration of above the line- below the line media 
• Integration offline online  

55 



UGC: user-generated content 

Users are engaged in the definition of contents (ads, 
campaign, insights, design, offering) of businesses that lead 
to: 

 
•Collect insights 
•Enhance users engagement  
•To promote sharing of information and knowledge WITH 
and BETWEEN users 
•To monitor perception 
•To control Word-of-mouth  

56 



UGC 
Unsolicited 

https://www.facebook.com/Apple-Lovers-333551443482498/    
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https://www.facebook.com/Apple-Lovers-333551443482498/
https://www.facebook.com/Apple-Lovers-333551443482498/
https://www.facebook.com/Apple-Lovers-333551443482498/
https://www.facebook.com/Apple-Lovers-333551443482498/
https://www.facebook.com/Apple-Lovers-333551443482498/


UGC 

http://www.nelmulinochevorrei.it/  

Areas of intervention 
 

- Product  
- Communication 
- CSR  

Solicited 

500 Wants you 

MULTIMEDIA 
workshop  

58 

http://www.nelmulinochevorrei.it/


Guerrilla Marketing 

4.3.2 
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Non conventional communication activities that aim at pursuing 
conventional goals (Levinson, 1993) 

 

 

Guerrilla Marketing 

CREATION 

DIFFUSION 

WEB 

Guerrilla marketing has the same advantages of unconventional 
marketing: 

• To renew valuesvalues  and topicstopics  
• Emotional bondingbonding,,  attractivenessattractiveness,,  wonderwonder  
•• MultiMulti--channelchannel  communicationcommunication: connectivity 
• Maximum effort/ minimum investment of resources 
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Conventional activities:  

commercials and ads 

Guerrilla Marketing: TEASER 
TEASER Phase 

GUERRILLA Phase  

CONSOLIDATION phase 

• To create suspense 
• To create interest and to attract  

The brand shows, discloses itself and 
enters the city 
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• Unpredictability 

• Originality 

• Strong psychological approach 

• Little means available 

• Subversion of the pre-established order 

• Be everywhere and anyway 
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Guerrilla Marketing: TEASER 



• Use of images and concepts shared through 
stickers 

Public places and public means of 
transportations 

 

Guerrilla Marketing: STICKERING 
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To sensitize 

 

 

        To shock 

 

 

 

 

Guerrilla Marketing: STICKERING 

To «reawaken» 
the interest 
 
 
To surprise 
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• Brands camouflage in daily context 

 

 

 

 

• Body art and tattoos 

 

Guerrilla Marketing: STICKERING 
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Viral marketing 

4.3.3 
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Unconventional communication strategies based on the viral 
diffusion of contents through word-of-mouth 

 

«The promotion targeted at everyone is useless. There is the need 
to target it at interested and influential people that, by sneezing, 
can spread the virus» (Godin, 2002) 

 

Aims: 

• To encourage interest and notoriety 

• To engage (loyalty & reputation) 
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Viral marketing: Word-of-mouth 



DifferencesDifferences  

• High frequency of interactionsinteractions  

• Higher sensesense  ofof  belongingbelonging  to the community 

• Commercial interests 

 

CommonalitiesCommonalities  

• To create loyaltyloyalty between and among the actors 

• Creation of opinionopinion  leadersleaders  and legitimacy 

 
«The consumers themselves are vehicles for brand’s and product’s 
promotion and put their reputation into the message» (Cottica e 
Fabbri, 2004) 

 

Word-of-mouth: on-line vs off-line 

68 



Neuromarketing 

4.3.4 
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Neuromarketing 

Application of neuroscience and psychology to the analysis of 
users buying behaviors to detect changes in users’ behaviors and 
context and value 

 

 

  «To enter users’ minds» (Lee et al., 2007) 

 

                                    

                                   Interdisciplinarity:  

                                   medicine/ behavioral economy 
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Neuromarketing 
AIMS: 

• To intercept and predictpredict consumer behavior (and changes 
in attitudes and preferences) 

 

• To compare the brainbrain  reactionsreactions  of consumers to certain 
stimuli and emotions 

 

• To investigate the brain mechanism that leads consumers 
to the decision and choicechoice of value proposition 

 

• (StimulusStimulus--  ResponseResponse) To connect specific feelings 
(affection) and behaviors (frontal lobe activation) 
performed by consumers with given impulses (vision of 
commercial) 

 

71 
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Neuromarketing: example 

 
• Pepsi Challenge (1975): 50% prefers PEPSI 

 
• Human neuroimaging lab, Houston (2003): 75% declared to 

prefer Coca Cola but choose PEPSI. (magnetic resonance) 
 

• Baylor College of Medicine, Texas (2004): Pre-frontal cortex 
(instinct and personality) Tastes and images are determinants 
of the choices 



Guerriglia marketing (from spanish) is the definition coined by the 

American advertising Jay Conrad Levinson in 1984 in his book of the 

same name, to indicate a form of non-conventional and low-cost 

advertising promotion obtained through the creative use of aggressive 

means and tools that leverage the imaginary and psychological 

mechanisms end users. 73 
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