Linking value :
•The linking value is the value of the brand and its related products and services for the construction, development, or maintenance of the interpersonal link (Cova and White 2002)
•The linking value reaches its most organized expressions in brand configurations such as brand communities, subcultures of consumption and cultures of consumption (Kates 2006)
•Can be formal or informal, stimulated or supported by a firm’s marketing endeavours or independently by a number of independent consumers. 

What bring people together?:
Role-based or practice
E.g., creatives: Behance, deviantart
Life stage
Retirees, moms
Passion or interest
Brand, sport, activity
Concern, cause, goal, circumstance
E.g., Health, Event, project-based
Community of place
City, neighborhood, specific commercial place (e.g.,nightclub or event such as Low End Theory)
Ideology
Internal
Subcultures
Structure: 
subculture of consumption comes into existence as people identify with certain objects or consumption activities and, through those objects or activities, identify with other people. The unifying consumption patterns are governed by a unique ethos or set of common values. The structure of the subculture, which governs social interactions within it, and which we now address, is a direct reflection of the commitment of individuals to the ethos.
Ethos:
Set of core values that is interpreted by groups in a manner that is contextually consistent with prevailing life structures (e.g., occupation, family)
Transformation of self

What characterizes brand communities?

Consciousness of kind (Gusfield 1975): 
the intrinsic connection that members feel toward one another, and the collective sense of difference from others not in the community. 
Presence of shared rituals and traditions
Rituals and traditions perpetuate the community's shared history, culture, and consciousness. 
Sense of moral responsibility
a felt sense of duty or obligation to the community as a whole, and to its individual members
Generalized responsibility:  when people contribute to the group without any particular expectation of immediate payback (Giesler 2006)
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Consumption Communities:

Communities share values, norms , rituals and traditions

Value Co-Creation:

What can we co-create with consumers
Market research, products and innovations, ads, experiences, funding and customer support.
Define value co-creation
Joint creation of value by the company and the customer.
Two types of co-creators
	User-innovator : involved, competent, self-serving(own desieres and needs), typical “innovator”: impact for social links.
	Consumer co-creator: Less involved, but might be involved in your promotion, Less competent, but might want to have fun  (typical consumer)






Co-creation throughout the value chain
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Cultural Branding: 
•Difference between cultural and traditional branding
cultural branding: we pinpoint cultural opportunities emerging in society and build brand strategies to leverage these opportunities.
Traditional branding : To build brand awareness, marketers emphasize on products benefits.

•Why is cultural branding relevant online?
•Holt’s 5 steps (and vocabulary) to conduct a cultural branding strategy
1. Map the cultural orthodoxy find which conventions to bypass (cosmetic products and beauty standards)
2. Locate the cultural opportunity disruptions in society open an opportunity for innovative brands (make women feel more comfortable)
3. Target the crowdculture the communitie you’re aiming for (target the fatties)
4. Diffuse the new ideology (create the campaign about beauty)
5. Innovation using cultural flashpoints linking the media to the related ideology (use the media to support it)
•Doppelganger brand
	The emergence of an alternative, consumer-created brand
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Distributed infuriation strategy: framing, jujitsu, containment
	Purposefully antagonize brand critics on social media in order to escalate the controversy and mobilize brand supporters.
Framing: ideological battlefield using ideological flashpoints contrasting each other. (beach body ad)
Jujitsu: identify central issues and adversaries and focus. (counter attack)
Containment: contain ideological battlefield by blocking brand critics and supporters who dilute ideological purtity. (blocking)

!!MUST ATTEMPT TO PROTECT THE PURITY OF THE IDEOLOGICAL LINE!!

 Viral Marketing:

Storytelling  			Social platform 			Influencers

Recommendations:
Message
Strong storytelling, with emotional appeal, offer practical and social value, stir controversy and optimized for sharing.
Environment:
Timing!! What’s trending and cultural phenomenon.
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Market maven: A market maven is someone who conscientiously absorbs information and news about the financial markets on a continuous basis. A market maven's acumen is reflected in his extraordinary investment success. Warren Buffett is a classic example of a market maven.

An opinion leader is a well-known individual or organization that has the ability to influence public opinion on the subject matter for which the opinion leader is known.

CLV
How to calculate
•Customer lifetime value: The profitability of a customer over their entire relationship with the business.
•Simplified formula 2: AP*RT*RTM
•AP is the average profit per sale
•RT is the number of repeat transactions
•RTM is the retention time in months

How to price an acquisition campaign
•And the following Pay-per-click campaign:
•Total Click-Through: 2500
•Total Campaign Cost:  $20,000 (includes set-up, landing page design, ad expenditures, etc.)
•Conversion Rate:  5%
•Visitors converted to customer: 125
•Cost per acquisition: 160$
•You pay 160$ to acquire a customer worth 1500$
•Two rules of thumb:
•Recovering your CAC in the first 12 months
•Maximum CAC: 30*12 = 360$
•CLV/CAC is 3/1


What is it good for

Calculate ROI on customer acquisition
•Help organize your marketing efforts (e.g., which channel to focus on)
•And identify if your acquisition strategy is profitable
•Help price your customer acquisition strategy
•How much can you spend to acquire customers
•Help identifying target segment (i.e., high CLV)

Enhance your retention and customer support strategies
•Help calculate how much to put into retaining your consumers/turning them into repeat customers
•Help identify segments to devote extra resources to for support
•Or which ones to “fire”


Personas
•Personas are “semi-fictional, generalized representations of your ideal customers. They help you understand your customers (and prospective customers) better, and make it easier for you to tailor content to the specific needs, behaviors, and concerns of different groups.”

Your ads and your content should be aimed at reaching, interacting with, converting and engaging your persona(s)

Developing effective personas:
Background information
•Job, career path, family…
Socio-demographic
•Gender, sex, age, income, location, type of locale
Identifiers
•Communication preference, psychological profile, consumption pattern, media usage
Goals
•As it relates to your product
Challenges
•As it relates to your product

What can you do
•To help your persona achieve their goals and answer their challenges
•Real quotes from interviews that exemplify all of the above
Common objections
· Why wouldn’t they want your product? (helps the sales team!)
Marketing message  
•Targeted general message for this persona
Elevator pitch
•30 sec, 2 min, 5 min pitch for your product
(or 1, 3, 5 lines paragraph)

•Customer journey
•New and old
OLD
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NEW
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What is it good for
•Such models are generic ways to understand the journey of your consumers
•Effective strategies demands a tailored understanding
•Need to transform journeys into maps



Social media Listening: the process of monitoring social media channels for mentions of your brand, competitors, product, and any other ideas or themes that are relevant to your business and analyzing that information for actionable insights

Types of research:
· Transactional – Here the user wants to get to a website where there will be more interaction, e.g. buying something, downloading something, signing up or registering etc.
· Informational – This is when the user is looking for a specific bit of information.
· Navigational – The user is looking to reach a particular website. There's only one likely destination that they're looking to reach.


3 problems/objectives for online research
· Generate new leads
•Attract new consumers
•Engage existing customers
•Identify influencers



ZMOT
•What is it
•People are increasingly making these decisions at the Zero Moment – the  precise moment when they have a need, intent or question they want answered online. 

•Four kinds
•I want to know
•I want to go
•I want to buy
•I want to do

•Implications for marketing
•Identify the I-want-to-do moments in which consumers have a need and your brand can play a role across the entire consumer journey. Make sure information about your product is available when somebody is looking for it. 


Product market-fit: 
means that theres market for your product! (simple)
MVP: minimum viable product is the minimum product that solves or adresses a need.

Inbound vs outbound(random adds that appear on youtube): 
Inbound: helps create consversation!!
Outbound: ads imposed to you while inbound is not 

Paid: you pay for adds like pay per click and shit
Earned : retweets or people are sharing your shit
Owned: your facebook or blog posts

Above the fold: the content that appears on a screen without scrolling
Call to action: a phrase/button that motivates the reader to take action (sign up or book now)
Conversion: completeing an action that the websites wants you to take.
Lead: a potential customer that could be interested in you product/service.

Landing page: a campaign specific page lead generation/conversion-oriented web page distinct from your website that has ONE goal and ONE call to action!!
Two types:
Click-through
Goal: Bring consumers to a specific section of your website
Sales pitch to warm up visitors
Path: Ad -> Click through landing page -> Product/cart/registration
Lead generation 
Goal: Capture information from consumers to create leads
Form-based landing page
Can be tied to: white paper, webinar, free consultation, discount, contest, free trial, product launch
Path: Ad -> Lead gen landing page -> Thank you page -> Next action

5 elements of a landing page:

1.USP
A.Headline and sub-headline communicates the value and purpose of the page/product/service
B.Reinforcement statement
C.Closing argument
2.Hero shot
A.Main visual/video of the product/service
3.Benefit statements written how to help consumers (goal/challenge/motivation)
A.Bullet points
B.Explanation in small paragraphs oriented towards benefit (not feature)
4.Social proof
People loves us: testimonials, security badges, media logos
5.ONE call-to-action
•Get a couple > Click here

Continuity: make sure you directing customers efficiently

AARRR:
Acquisition: COME/ how do consumers find you?
Activation: Use/ Do they have a great first experience?
  concentrate on content and features that increase conversion
Retention : do they come back ?
Referral: do they tell others ?
Revenue: how do you make money

Growth Hacking: 
Get visitors
Activate members
Retain users

Characteristics:
Narrow focus
Orchestrated around product features
Ingenious avenues/channels for growth


How to :
PMF: Product-market fit
Learn as you go/Prototyping approach
Prototype your marketing campaign: 
test a number of initiatives, see what works, scale (Uber example)


















EXAM QUESTIONS!!!

What is a doppelganger brand? Give an example of such a brand.
Starbucks easy example

We saw 12 practices that can foster co-creation. Present three of them and give an example for each?

Create content
Review products
Test prooducts (beta)
[bookmark: _GoBack]Generate ideas

ALL EXAMPLES MUST BE FROM ONLINE STUFF

WHEN THERE ARE LISTS JUST REMEMBER 3 POINTS!!!
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