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Chi e Message

Lavoriamo a livello internazionale con
aziende quotate e non gquotate per
migliorare la loro trasparenza, la profondita
d’informazione e interazione con gl
stakeholders nel panorama digitale.

Progettiamo e realizziamo:
 contenuto e progetti editoriali

e corporate websites

* investor relation e CSR websites
« annual report websites

* interactive tools

* mobile applications

* strategie e gestione social media

’I
gAMessage
our message, your knowledge

15/4/2014



\ 3

e
Wl W O W WL D R
f!!ggg!!!g!!_
) WL WL L WO W WAL ) O
WL W W -5
=TT R 8 8 8 R LR LR LR RS
 wml WO WEEA) WD W) WAL WAL Y WD G D S
T e | -

P i ||

.\._.

‘A\\.m ) /1 Sy Yy N O O SN Ui Y] EmEy] EEr] vl
- gF- N N JOF _UF SN 4 T BNy EEmY] E]
A/ AR/ A/ My AENy] ] Sy Sy Y] EENT] V] NN EmN
Vo8 OF U O U SN SN i ] By Emy] Emr] mmn '
yr~7vy oF OF U8 JF N U UN ON N _ J Y] .y
Yoy o O UF U N N N N SN L ] vy
Ay A/ ARy Y] Ay EE] V] EEwy] NN EV] Sy SNy Emvi —
Y=o U8 OF UN U VN SN N SF NE- NN N N
7828 28 28 8 8 8 R F R R NI 1
A/ W/ ) ) SN/ SN/ Sy SEyj (] Sy Sy mmmc] U .
W28 78 78 8 T8 TN TN N N NN
/vy A/ Ew/ mmy/ Ay sswy] SENy] SEY] ] Sy] Smv] mms] vl
A/ A/ M/ S/ Ewy/ SN/ EE] BNV S| Emy] By Sy =y
Y 28 U8 VN TN TN NN R R R R 1
A/ A/ AW/ S/ SN/ SN BN BNy B S]] ] v

W\ WG\ WG\ WO\ WEAON WY WO\ WO\ W) L on _Un N

W\ WG\ WO WG\ WG\ WG\ W) i
WA\ WA\ WG\ WG\ WG\ WO\ W\ “———— W e —




Yl

-

>
'







- -

l‘

ge-v W U "c @lmcs
| Mun

sotg]o STO P
a CUTAND B

.
-
L
LA
=K
......

oooooo
oooooooo
00000000000
ooooooooooooooooooo

lllllllllllllll

llllllllllllll









nell'ingaggio del primo
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Digital strategy

CORPORATE WEB SOCIAL MEDIA
Investors Linkedin
Corporate Social Responsibility Twitter
Human Resources You tube
Governance Facebook
Media Others

MOBILE

Responsive Web Design
i0S App
Android App
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Corporate Web

- Allargamento target
(comunicazione e ingaggio)
« Miglior servizio agli utenti

professionall
(strumento di lavoro)

» Due filoni di evoluzione del sito

,I
gAMessage
our message, your knowledge



SEO

Mediamente quasi il 60-70% del traffico di un sito internet € originato da motori
di ricerca, in primis da Google.

* |nvesting Automotive Company
* Investing Motorbike Company
* |nvesting Tires Company

Google

 Investing Made in Italy Company
* |nvesting Energy Company
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https://www.google.it/webhp?tab=ww&ei=TbxLU8HuOKq84ASqw4GYBA&ved=0CBcQ1S4
https://www.google.it/webhp?tab=ww&ei=TbxLU8HuOKq84ASqw4GYBA&ved=0CBcQ1S4
https://www.google.it/webhp?tab=ww&ei=TbxLU8HuOKq84ASqw4GYBA&ved=0CBcQ1S4
https://www.google.it/webhp?tab=ww&ei=TbxLU8HuOKq84ASqw4GYBA&ved=0CBcQ1S4
https://www.google.it/webhp?tab=ww&ei=TbxLU8HuOKq84ASqw4GYBA&ved=0CBcQ1S4
https://www.google.it/webhp?hl=it
https://www.google.it/webhp?hl=it
https://www.google.it/webhp?hl=it
https://www.google.it/webhp?hl=it
https://www.google.it/webhp?hl=it
https://www.google.it/webhp?hl=it
https://www.google.it/webhp?hl=it
https://www.google.it/webhp?hl=it
https://www.google.it/webhp?hl=it
https://www.google.it/webhp?hl=it
https://www.google.it/webhp?hl=it
https://www.google.com/search?q=Investing+Fashion+Company

Content strategy

« Definizione target
« Piano editoriale
« Regole Web writing (linguaggio e
tone of voice)
« Format contenuti (testo, video
infografici)
« Channel strategy
— Web
— Mobile
— Apps
— Social
— Intranet
— E-mail
— Print

o .

C MR e MR e MR e SR e AR . AR . AR . AR .

e 22  AUDIENCE: The meat of your strategy. For substance, invest the time
"' to understand the information needs of your audience.

m CONTENT THEME: The gooey, tasty information goodness that melts
over your audience. Relevant content sticks.

-- VOICE & TONE: The sauce! The flavour and personality of your content
will depend on things like culture and industry. Tobasco? Ketchup? Mayo?

ﬁ CONTENT FORMAT: The mix of content condiments that add texture
and variety to your strategy.

BUN: Your digital channels provide the platform for your content
strategy and hold it all together.
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Content is king

MOBILE
WEE MOBILE
APPS

SOCIAL TABLET

MEDIA APPS
CONTENT

REPUTATION RELATIONS
Contenuto e reputazione! Contenuto é relazione
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Webwriting: le regole

1. Chicilegge?

2. Quale media?

3. Quale struttura logica?
4, Quale stile?

5. Quale impaginazione?
6. Diamo i numeri
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Chi ci legge e come? - ldentikit

"Se qualcosa non cattura la mia attenzione, passo oltre"

Gli utentiweb NON Ieggono le pagine parola per parola
Hanno POCO teMpPO a disposizione

Lalettura su monitor & piUl lenta (25 % in piu) e faticosa
Sul web si pud scegliere tra una grande quantita di pagine

1destinatario del messaggio puo essere Chiungque
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Scansione ottica

Il modello «F»

Gli utenti web seguono uno schema di
lettura a «F», entrando in uno schema di

esplorazione rapida dopoi

primi due blocchi concettuali.

BIMessage

eeeeeeeeee . your knowledge



Scrivere per il web o sul web?

"Non fate lavorare Il lettore al posto vostro

IL WEB WRITER DEVE

Scrivere e curare i t€STI
Adeguare il proprio IM essaggio al web
Curare 1M pag INAzIioNe alinterno del layout

Valutare se proporre elementia SUPPOTTO del testo: animazioni,
interattivita, infografica

Progettare ulteriori elementi Informativi della pagina: links,
didascalie, summary
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Come organizzare il discorso?

"Andate subito al nocciolo" — _

_dettagli
QUALCHE REGOLA

Inserire in primo piano il CUOTIE€ del messaggio per '

catturare l'attenzione dell'utente

Scrivere secondo la regola della "Plramide rovesciata

Attuare le medesime regole anche all'interno dei singoli Palrag rafi
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Quale stile?
"Siate chiari, concisi e sinceri"

QUALCHE REGOLA

- SpezZzareiperiodi
. periodi semplici e brevi
* una solaidea, un solo tema, per ogni paragrafo

- usare gli elenchi per le liste
- non ri petere | concetti, eliminare aggettivi, incisi e avverbi ridondanti

- evitare le frasi negative
- evitare la forma passiva dei verbi

. usarele tabelle per presentare informazioni numeriche
« fornire le prove di cio che si dice: dati, statistiche, ricerche
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Come organizzare la pagina?

"Microcontent, il primo livello di lettura”

Affrontare i temi dividendoli in blocchi concettuali utilizzando sommari, titoli, caption,
fraSi in eVIdenza Iﬁ.‘l LOGIN Q ENG

COMPANY SOSTENIBILITA GOVERNANCE INVESTITORI MEDIA CARRIERA

Titolo <€ INVESTITORI > PIANO INDUSTRIALE 2013-2017

PIRELLI AT A GLANCE

STRATEGIA . s o - ry . = R R B
Premium per Pirelli non & solo I'alto di gamma ma un nuovo approccio di business

® S O m m arl O < ;'mmum PE s orientato alla creazione di valore”.

STRATEGIA PER REGION

- N = TARGET Il Piano rappresenta l'evoluzione strategica del processo di Trasformazione che ha portato Pirel, a]
° I ItOI I ara rafl RICERCA E SVILUPPO partire dal 2010, a focalizzarsi sui segmenti di valore ed a raddoppiare la profittabilita. L'evoluzione di
EFFICIEN > tale processo €’ un rinnovato approccio alla gestione del business, orientato alla generazione di cassal
MENTI E CAPACITA ed a garantire un elevato ritorno sugli investimenti.
PRODUTTIVA

° P arag rafi <— Sanee 2013 — 2017 PIRELLI VALUE CREATION

INVESTIMENTI E PROFITABILITY e ROl BY BUSINESS 2013 - 2016/17
DISINVESTIMENTI

° M RISCHI ED INCERTEZZE
I u S u ra DATI CONSOLIDATI -
DOCUMENTI E PRESENTAZIONI CAR ‘

CALENDARIO FINANZIARIO ?\\\\\\\\\\\\\\\\ ~12,5%

PIRELLI IN BORSA >17%
INFORMAZIONI PER AZIONISTI <
SHAREHOLDERS CLUB == \\K\\\\\\\\\\\& AT
~26%
~24%

CONSENSUS ‘ e
TYRE MARKET WATCH INDUSTRIAL N
N
INVESTOR CHANNEL \\\\\\\\\\\\\\\ 213,8%
IR POLICY MINOR Stop-loss and breakeven ~26%
BUSINESSES J
CONTATTI N 2% g0y ~22%
TOTAL ‘ e 20% =
.\\\\x "\ T ~18%  ~20%
m\\\\\\\\\ 3%
12 136 14E 16E 17€
50 % beore restucuing costs 2016 RO wihout fnancial asets, bl restuctunng costs
O b4k bokors restructring costs 2013 +——+ ROt beteo restucuriog costs

* Restated sccording 1o pew IAS 19

aLossaRY Fag EvENTS

@ Returns consistent with Premium attitude
A o

rss PoOCAST aep
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http://www.pirelli.com/corporate/it/investors/strategy/default.html

Diamo | numeri!

- Titolo pagina: 4-5 parole, max 30 - 40 caratteri;

* Highlights: non superano le 4 righe;

« Sommario: non oltre le 2-3 righe;

- Titoli paragrafi: 4-5 parole, max 30 - 40 caratteri;

« Paragrafi: 5/10 righe garantiscono scorrevolezza al testo;

« Caption: brevi frasi frapposte in uno spazio ricavato nel corpo del testo e
associate ai paragrafi, spesso con un colore diverso e/o con un carattere piu
grande;

« Liste: Puntate per elencare elementi omogenei, numerate per elementi in
successione o in ordine di priorita;

* Bold: evidenziare le parole chiave dell’articolo;

« Corsivi: da utilizzare solo quando si usino termini stranieri non entrati nel gergo
popolare o settoriale;

« Sottolineati: da evitare, possono essere confusi con links;
« Didascalie: utili per dare informazioni sulle immagini inserite.
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Best Practice
Bowen Craggs>Co

2013 2013 2012
Company Position Score Country Score Change
BF 1 215 United Kingdom 213 +2
Eni 1 215 ltaly 211 +4
SAP 1 215 C Rank Name Total
Siemens 4 214 _
Royal Dutch Shell 5 213 | 1 =i 888
Unilever 5 213 U 2 Telecom Ttalia 86.1
MNestlé 7 207 9
3 S5CA 78.9
Roche 7 200 S
Movartis g 206 9 4 Wartsild 74.5
GlaxoSmithKline 10 203 s Swedish Match 73.7
6 Snam Rete Gas 73.5
7 Swedbank 72.8
8 BASF 72
9 Fortum 71.8
MWebranking : 10 pirelli 71.3
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Strategy

O -BASF

The Chemical Company

Investor Relations

BASF at a Glance
m Strategy
Our Strategic Principles
Walue-based Management
Economic Goals
Portfolio Optimization
Innovations.
Outlook
News & Publications
Share & ADR
Calendar
Annual Shareholders
WMeating
Service for Shareholders
Key Financial Data
Creditor Relations
Sustainable Investments
Corporate Governance
Contact
Service and FAQs

Corporate Website &~ O~ @~ [ | »Sesrch | Sitemap | Deutsch | Contact

About BASF

Products & Industries Research Sustainability

News & Media Relati

Home | Mcbile Site | E-Business

"We create chemistry” strategy

We are The Chemical Company. But what does that mean?
The answer to this question can be summed up in our purpose as a company.

We create chemistry for a sustainable future.

We combine econemic success, social rezponsibility and environmental protection. Through science and

innovation we enable our customers to meet the current and future needs of society.

BASF tomorrow — how does our roadmap until 2020 look like?

m We add value as one company
#» Opportunities and challenges plus key trends
Our ¥ purpose
Our ¥ strategic principles
#» Value-based management
Our ¥ values

m Continued top and bottom line growth with key focus on emerging markets
Our ¥ goals in detail
Future # Investments and our excellence program

m Expansion of portfolio downstram towards functionalized materials and solutions
# Portfolio development during the last years

m S5trong focus on sustainability and innovation
Please visit our 3 innovation examples and our 3 sustainability section

m Commitment to deliver long-term shareholder value
Our strategy creates 3 shareholder value

Il Last Update B Service Page Functions
Feb. 25, 2014 B New on the website Financial Glossary
B RSS Feed BASF Glossary
» Newsletter £, Sitemap R
» Order Center 4 Contact
3 FAQ @3 Share
= Print

Careers

BASF Share
XETRA: EURT.96
04107114 - 10.14 AM CEST
Quotes by Investis Flife

3 Stock Chart
nvestis Flife

Bl SearchInvestor
Relations

Please enter your search
topic here

Il Related Links
C» BASF Report 2013
»  Financial Key Data
B Share

Descrizione degli scenari
futuri con cui I'azienda
dovra confrontarsi. Il
racconto della strategia
da implementare deve
essere completata dal
contesto in cui si
sviluppa e da una visione
di lungo periodo.
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http://www.basf.com/group/corporate/en/investor-relations/strategy/index

Strategy

social media App  mobile  eng = Login & Info area riservata (@

Documentazione

Ajutami Faq Mappa del

eni

Azienda Governance Prodotti Innovazione e Tecnolegia Sostenibilita Investor Relations Media Lavera con noi _

Homepage > Investor Relations > Strategia

Punti di Forza di Eni

Strategia v Condividi
Strategia di Crescita +
Fartori di Crescita g » 841 | email |
Outlook
o . . . . . . . . nk Correlati
Fattari di Sensitivita' Eni conferma la propria strategia di crescita e di creazione di valore °
sostenibile di lungo termine per gli azionisti, la cui attuazione si basa = =)
Cestione dei Rischi > sulle linee guida: @ [ Ii '+l 2013 results and
dimpresa R 2014-2017 strategy
Acquisizioni e = investire nella crescita del business selezionando | progetti; 2013 results 3na 2014-2017 strategy
Disinvestimenti ® mantenere una solida struttura finanziaria; Toolbox
Eni in Borsa > = perseguire I'efficienza operativa e nell'impiego del capitale;
Glossario +
Copertura Analisti = gestire i principali rischi aziendali;
P S RSS e Podcast +
Calendario > = utilizzare la leva della ricerca e dell'innovazione;
N . H Alert +
Finanziario = improntare la gestione del business ai pill elevati valori e principi etici;
. . . N Calendario 0
Risultati finanziari & > = confermare e consolidare la sostenibilita del modello di business
Presentazioni P »

L MM C V 5 DO

Bilanci & Rapporti
STRATEGIE E OBIETTIVI DI BUSINESS

Istituzionall
Principali dati > - -
finanziari, economici OBIETTIVI ST V1] STRATEGIA FINANZIARIA An.fn?bfﬁ degh
: azionisti
e operativi * Finanziari

® Cultura e incomtri

Debito e Credit Rating .
* Formazione e lavoro

v

Investor Tools

rati al mercato

Investor Fag

2012 2013-2016
Contatti
Exploration &
Production
Produzione 1.701 min bl/giorno 4% per anno in media, in uno scenario di
90 §/bbl
Tasso di rimpiazzo delle 147% < 130%a 90 5/bbl
riserve
Cas & Power
Vendite gas mondo 95 miliardi di metri =+ 14 milioni di clienti entro il 2016
cubi
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http://www.eni.com/it_IT/investor-relations/strategia/strategia.shtml

Debt

Apr7,2014

: ] E e ~ Ourwebsites
e e ERS—
SWEDISH MATCH 20120 SEX 0-9 CET + Pésvenska

#  Ourcompany Ourbusiness  Corporate Governance  Sustainability EELVE30lilM Media  Snusandhealth  Career

Oltre alle esigenze
informative dei

INVESTORS SHARE CONTACT L
detentori di Bonds
The share . .
— Debt market bisogna integrare
Publicati
olcations _ N _ o con tutte le
Financial tables To manage its finandal risks, Swedish Match has a finance policy in place inf . inich
Presentations established by the Board of Directors. Informazion tlplC €
Emmett Harrison i
As a result of its international operations, Swedish Match is exposed to financial Senior Vice President Investor Relations and del deblto e del Ie
Debt programs risks. The term *financial risks" refers to fluctuations in Swedish Match’s cash flow Corporate Sustainability H: H H
Outstanding loans caused by changes in foreign exchange rates and interest rates, and to risks ' pOI ItIChe dl fu nd I ng
- associated with refinancing and credit. The Group’s finance policy comprises a emmett.harrison @swedishmatch.com y .
SRR framework of guidelines and rules governing the management of financial risks and Phone:+46-8-6560173 de” E m |ttente .
Risk management finance operations in general. Mobile-+46-70-9380173
[® Download vcard AI tem a Sono
IR contacts The central treasury function is respaonsible for the Group’s borrowing, currency and
interest rate management and serves as an internal bank for the Group’s financial Correlate |e

fransactions. In addition to ensuring that the Swedish Match Group has secure
financing, financial transactions are conducted with the aim of limiting the Group’s
financial risks. The Group’s financial risk management is centralized to capitalize on
economies of scale and synergy effects, and to minimize operational risks.

problematiche
| . gestionali della
Credit rating QOutstanding loans gestlone del rischio

Swedish Match has had a long-term Swedish Match's sources of loans and d| taSSO |n
rating from Standard & Poor's since their maturity profiles as of December

1997 and Moody's Investor Service 31,2013, 1
since 1999. part|CO|aI’e.

> Qutstanding loans

» Credit rating
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http://www.swedishmatch.com/en/Investors/Debt-market/

At glance

e =
SIEMENS o D il el
~7 20 7=z

L2

= T
L e P

Ty T Sy

» ¥4 Siemens Global Website » Deutsch b Contact

> Home 2 Investor Relations » Siemens at a Glance

Siemens at a Glance

Siemens (Berlin and Munich} is a global powerhouse in electrical engineering and electrenics. The company has 362,000
employees (as of September 30, 2013) working to develep and manufacture products, design and install complex systems
and projects, and tailor a wide range of services for individual requirements.

Map View

The following map provides an overview about Revenue (by lecation of custemer) and
Employees (by locatien of companies) in the different regions.

Europe, C.1.5., 5 [O] Germany
[O] w.s. Africa, Middle East _
(el Germany) [O] China

India [O0]

[O] Americas

(excl. USa)
Asia, Australia [0
(excl. China and India)
By overview 3 of 30th Septembar 2013
Key Figures at a glance
“rear of foundation 1847
Segments > Energy Sector

* Healthcare Sector
» Industry Sector
> Infrastructure & Cities Sector
Cross-Sector Businesses
Equity Investments
Employees 2013
(as of September 30, 2013} Germany: 118,000
Outside Germany: 244,000
Listings Deutsche Borse: 08.03.1899
London Stock Exchange: 21.06.195%0
Swiss Exchange: 16.08.1999
New York Stock Exchange: 12.03. 2001
Sector capital goods

Global: 352 000 employees (continuing operations)

Search .

I Text Size s &

share this page: () EJ EI @ | »

* Overview Siemens at a Glance
> Acquistions & Divestments

Related Links

> Our Businesses

> Our Values, Vision, Strategy

» Siemens Worldwide — Regional Key Figures

Downloads

for Siemens al a Glance
ToF Presentation: The Company 2014

E’ d’esempio il caso
Siemens per riassumere
in estrema sintesi gl
elementi fondamentali di
un business anche
complesso. Alcuni dati e
info chiave permettono
all'investitore di
conoscere ad un primo
livello 'azienda. La
sezione si integra con la
proposta del Factsheet.
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http://www.siemens.com/investor/en/company_overview.htm

IR policy

In English Suomeks Search... e

Investors Careers and students Energy production Products and services

© About Fortum

Fortum's IR Policy

© Strategy and growth
drivers - . - -
Investor Relations basic principles

© Share information « Consistentlevel of adequate and timely information

© Financial information « Fair disclosure egqually to all investors and stakeholders
. . « Commitment of top management

© Electricity prices . Openness

© Annual General Meeting + Semice mindedness

© Presentations The key objectives and tasks of the Investor Relations function

e Anqust contacts and Itis in the interest of Fortum as a publicly listed company to effectively communicate with the financial community and other
estimates stakeholders in order to achieve the company's securities a fair valuation and increase the shareholder value.

O Investor relations The key task of Investor Relations is to provide correct, adequate and up-to-date information regularly and equally to all market

> Fortum's IR Policy participants. By doing this, Investor Relations will aim at minimizing the investors risk and reducing the share’s volatility

© Calendar
Roles and respansibilities
Fartum’s Chief Executive Officer (CEQ), Chief Financial Officer (CFO) and the Investor Relations Officer (IRO) are responsible far

© Archive Fortum's investor relations activities. All IR activities are coordinated by the Investor Relations function and all inquiries should be
addressedto it

© Energy related links

Silent period

The company voluntarily applies a “silent period” before announcing earnings, during which time it will not comment on the
company's business prospect for the current or previous, non-disclosed quarter. The silent period starts 30 days prior to the date of
the earnings announcement.

© Sendlinkto a friend 5002011

Fortum Keilaniemi, P.0. BOX 1, 00048 FORTUM, FINLAND, Tel. +358 10 4511 Sitemap | Contactus | Feedback u Y[H.l'
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http://www.fortum.com/en/investors/investor-relations/fortums-ir-policy/pages/default.aspx

Bilanci On Line

IIRELI.I ANNUAL REPORT 2012

LR INIAC IR NOTIZIE PRELIMINARI  RELAZIONE SULLACESTIONE  BILANCIO CONSOLIDATO
BILANCIO CAPOCRUPPOD

RELAZIONE FINANZIARIA ANNUALE 2012

=25 R )
= Annual Results
2013 /
. START

BIMessage
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La pratica di trasformazione della
reportistica annuale da una
versione statica in pdf a un sito
dedicato e oggi largamente diffusa
nelle strategie digitali della
comunicazione aziendale.

Rispetto al suo corrispettivo
cartaceo, un Online Annual Report
puo raggiungere un pubblico piu
vasto e internazionale


http://annual-report-2012.pirelli.com/index-it.html
http://2013interactivereports.fiatspa.com/en/
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L’interlocutore

 L’investitore non si dedica solo alla sezione investor

« L’ IR cura che l'investitore trovi sul sito tutto cio che
Interessa, In modo trasversale

» Disgiungere
la conoscenza dell'interlocutore
dalla proprieta dei contenuti
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Architettura logica

Storie

Attivita

’I
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ldentita - contenutl

Lo Storytelling e funzionale a raccontare in maniera coinvolgente le storie di
un’azienda, facendone trapelare i valori, la centralita delle persone e il business.

1]
=
(7]
(aa]
(11
=
11
=
§ VALORI MISSION VISION
(@]
a.
(o' | T I
o
(&)
SITO ISTITUZIONALE
Q% BRAND STORIES
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Storytelling

Customer

mi Company

Context gl

ad Competitors

Audience
you're trying to
influence

Product,
culture
perception

How do you
differentiate

N
ﬁ
o
s
<
—
q¥)
e
.
-
oQ

Regole auree:

1. Emozionare
2. Coinvolgere
3. Persuadere
4. Distinguersi

BIMessage
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orytelling

guardian

Firestorm

The photograph of the Holmes family hiding from a violent bushfire in

Tasmania was shared around the world. But what became of them? Ina
unique multimedia project, the family speak exclusively to the Guardian
about the day their community was devastated, and the new breed of
bushfire that is impossible to fight.

¥ Scroll down to continue

CHAPTER1
Distant smoke

Abeautiful. clear moming
Nothing to worry about
Tasmania ablaze

Potter’s Croft

Bomn to burn: the history of
bushfires in Australia

Hot gum: why eucalypts
need fire

Backto
Guardian

Firestorm

Chapter1
Distant smoke

Highway
chase

Inferno

The Jetty

Living with fire

Credits
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http://www.theguardian.com/world/interactive/2013/may/26/firestorm-bushfire-dunalley-holmes-family

Strategy

C or p or at esS t O ryt el I I 1 g . Brewing a

responsibility to make things better - now, and for
generations to come. Find out about our approach Bel l er FU| l l re

to sustainability here.

Our Value Chain

N We're using our global scale throughout our value
chain; from crop to consumer, barley to bar. Read
more about our compete coverage here.

Lo storytelling puo raccontare le
strategie di un’azienda attraverso
dei percorsi logicli, ipertestuali e
multimediali, con I'obiettivo di
dare all'utente una visione
«narrativa» completa del proprio
approccio.

Our Business Priorities

We recognise sustainability as an integral part of
our strategy alongside our other commercial and
business imperatives. Learn about our business
priorities here,

) P

00
)

Our Focus Areas Our Policies Reporting Business Conduct

Qur sustainadliity strategy Qur policias form the basls of W publish giobal and local To maintain our exceliant
focusas on the four key areas our way of working and support | reparts aanually. You can find reputation It 15 assential that
whare we can make the biggest | us towards our ambition to ba and download them dars. [ the way we conduct our
diffsrance. Find cut mors about | The World's Creanest Erswer. [l | busingss reflects our valuss.
them hers. B | Raad about cur Cods of

| Conduct, which guides cur
behaviour, hers. B
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http://www.theheinekencompany.com/sustainability/strategy

lling

Corporate storyte
o

Pi ‘ ACTS OF 1
- o 069,493,302 s [JLALE
CO m u n e m e nte I a projeciSunlight

narrazione dei
propri valori e
demandata alle
testimonianze o
alla voce dei
protagonisti
coinvolti.

WE BELIEVE WE CAN CREATE A BRIGHTER FUTURE FOR OUR
CHILDREN. SEE THE POSSIBILITIES AND GET INVOLVED.

Show Al

’I
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https://www.projectsunlight.us/

Corporate Storytelling

In alcuni casi lo IWOTIA s

storytelling puo PURPEORLE] Coliat’ | EEREERAES | epteios | 8 Grasicht

COiﬂVOIgere ZEUXRP::(:ELE Twm?nw VOICES&FACES | | CRAFTSMANSHP | HAPPENNGS  BUSINESS

LT = e
. . . RETAIL BRANDS e

giornalisti e B

redattori,

focalizzati sul ”M

compito di M

narrare gli

aspetti chiave

dell’azienda.

PEOPLE

"The importance of feeling
appreciated for our work"

E
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http://www.luxottica.com/en

Corporate Storytelling

Paradigmi
insoliti possono
aiutare nella
spiegazione di
concetti
altrimenti
complessi

Scroll down|

or click on the arrows |

to explore cur business l

%,
Message 15/ 4/ 2014


http://storytelling.message-asp.com/diasorin/index.php







Brand Storytelling

Non si tratta
sempre di
professionisti,
nel caso del
brand
I'esperienza del
prodotto viene
raccontata dalla
viva voce dei
propri
utilizzatori.

BMW M3: AN OWNER'S Rob has travelled from England to experience the  SILVERSTONE ON ICE MICHELIN PERFORMANCE
DREAM, FROM ROAD TO BMW driver training centre near Munich. For him %MICHELIN
TRACK e workedin closé

the M3 is a driver-focused car begging to be
driven. He's not disappointed.

,I
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http://road-stories.michelin.co.uk/

Ansaldo STS

48

Ve

®

\),

=/~ Ansaldo STS

A Finmeccanica Company
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http://vimeo.com/74372904

RCS Media Group

-

MILLION HOURS

Spent onour Web Sites Every Day
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https://vimeo.com/88513659

Hera

£
D €PS DIVIDEND YIELD % ON A 1.85¢ s 50/@
cent
CAGR +9%

35 53

l

01 37
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http://vimeo.com/89101989







2007 - IPHONE

,I
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2010 - IPAD

iPad is here.
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IPHONE — VENDITE (MILIONI)

iPhone Sales By Fiscal Quarter And Overall (millions)
600 60
450 45

L ]
300 30

[ ]
L ]
-
150 ] 15
[ ]
L]
L ]
g L
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D [ ] »_P = - | | - . - I l I D
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L’ESPLOSIONE DEL MOBILE (MILIONI)

250

1 000

750

25

0

1995 | 997 | 999 2001 2003 2005 2007 2009 2011 201 3e

PCs Smartphones and tablets
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THE MAJORITY OF MOBILE SEARCHES
OCCUR INTHEAFTERNODN AND EVENING

BIMessage
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iPhane

Kindle Fire
Many Andraids Some iablets
Many Blackbermies
SEO/S40 QWERTY
Many Android phones
HTC, LG, Older Droids,
Sarmsing)
Same Androids
Marry 540
i Mew Dreid
MNew HTC
Symibian towch

PORTRAIT

240

360

a4l

Some Andraid wblets

600

Sardung Galasy
Mewer Android tablets

Pad

I

i

LANDSCAPE

320

Mot 5560

Many Androids
Marry Symbian touch
Some Lablets

G40

Many Symbian towch

800 960 1024

Mew Draid
Hew HTC
Many Android phomes iPad
[HTC, LG, Dlder Droids, Kifidle Fire
Samsung) Some Lablets
Some deskiops
Most netbooks

1260

Samsung Galaxy
Meswer Android tablets
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LO SCENARIO

Mobile

Responsive Dynamic Sito
Design Serving Dedicato
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WEB MOBILE - RESPONSIVE

GRUPPO -

CAMPARI

IL GRUPPO I MARCHI

IL GRUPPO

Gruppo Campari, fondato nel 1860, € un’azienda leader nell’industria
globale del beverage di marca, con un portafoglio di oltre 50 marchi
premium e super premium che si estende dal core business degli spirit a

— e a—— a—— —

http://www.camparigroup.com

BIMessage
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http://www.camparigroup.com/it

WEB MOBILE - RESPONSIVE

FRANCAIS
The Shell global homepage
@ ToTAL Py o 9 pag
ﬁ TOTAL ENERGIES & SOCIETY & CORPORATE Q SHELL GLOBAL
INSIDE EXPERTISE ENVIRONMENT PROFILE Changs Location
Environment & Society
INVESTORS CAREERS MEDIA < At A

Future of Energy

Majnoon: From
Battlefield to Oilfield

Products & Services

About Shell
monﬂ How the team searching for bombs, mortars and mines could
help t te I
A Young oy q— — elp to regenerate Iraq
Woman and Oil
= Field
SOCIETY & ENVIRONMENT Development in D Motorists
One Week to Change Attitudes Angola - B Bt
usiness customers
| O Jobs and Careers NEWS AND HIGHLIGHTS MOST POPULAR TOPICS
O Investors ~
O Media i ‘stielkmoves ahead' with:80,000 barrel por day Job search shell saver Card (US) Annual Report
Carmon Creek project
D Motorsport fans Credit cards shell Eco-marathon Pay your bill

31 0ct 2013

53] NYSE 4 27.05 +0.04

G265t Journey
Refreshing the world, one story at a time
for business for consumers products about us news investor relations careers

FRONT PAGE STORIES OPINIONS VIDEOS UNBOTTLED

#5by20 ® 2013 Water Report @ Sustainable Packaging ® 2013 Climate Protection Report @ 2012-2013 Sustainability Report

X ¥ ¥ ¥ ¥ X % ¥

BUILDING / INDUSTRIAL INTERNET@WORK

STATE OF THE INDUSTRIAL INTERNET M e e
freight & CT/MRI scanners

Year One of Our

Pages in a turbine manual,
1k the length of a small-type
version of War & Peace

#CokeJourney

Every Day is Election Day

$20B Potential savings from delivering

FOR MORE ON MINDS + MACHINES — d

SEE MORE STORIES

X ¥ ¥ X ¥ % ¥
The Industrial Internet @ Work

Thank you for joining Minds + Machines 2013. Please see below for videos
[sieees.] 3 ¥
[ e—— of the conference.

Year One of Our
#CokeJox

o S
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http://www.total.com/
http://www.shell.com/
http://www.coca-colacompany.com/
http://www.ge.com/

WEB MOBILE - RESPONSIVE

1.Una sola URL

2.Un solo sito da mantenere
3.Crawling piu efficiente
4.Nessun redirect

1.Piu complessita in fase di design
2_Ridotta personalizzazione dell’esperienza
mobile

3. Banda utilizzata maggiore, identica alla
versione desktop

,I
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CNN — DYNAMIC SERVING

m EDITION: INTERNATIONAL ‘ us | w eeee0 yodafone IT ¥ 00:25 * 47% W
CW E sat cton preernce — €& | edition.cnn.com =

Video World U.S. Africa Asia Europe Latin America Middle East Business World Sport Entertainment Tech Travel

= AN =)
. s 2153 GIAT (0553 = on Rushto Attants Maks CNN Your Homepags

[l pgel i (o] [ W Scenes from the field + MH370 search * Pistorius trial *+ Ukraine crisis + Ebola scourge * New 3D hand * Royals woo NZ

MAKE EVERYBODY'S BUSINESS... JUST CLICK HERE

YOUR BUSINESS v

Latest News

updated 21:53 GMT 04.14.14

Z’z Rvu.ssxa Flelibe.ratgls' :reatm.grL'kraine‘init'abiii;:‘to . FOLLOW US —
facilitate intervention -- and if so. 1the West dither while

the threat to European peace FULL STORY m

va rabout 2
ere itdizappeared, a U.S.

- Co-pilot's phone 'was on’ = TRAVEL FOR DUMMIES
* How underwater sonar subs work
* Ideas to improve black boxes ‘=

* Search maps | On a P-3 Orion

Don't threaten
airline, and other
mistakes

Official: MH370 co-pilot had cell
phone on

UKRAINE CRISIS >

* Ukraine hoping to avoid bloodshed
nistakes that giv
bad name.

* Gunmen seize police station '
* NEW Is this the start of Cold War 2?

*Frum: In Ukraine, U.S. green light to
Putin?

* Russia: Ukraine heads for civil war

EBOLA SCOURGE

http://edition.cnn.com
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http://edition.cnn.com/

WEB MOBILE - DYNAMIC SERVING

1.Una sola URL

2.Maggiore personalizzazione dell’esperienza
mobile

3.Un solo sito da mantenere

1. E’ necessario modificare gli headers HTTP
2 .Doppio lavoro per il crawler

3. Difficolta nel riconoscimento dello user
agent (device)
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MOBILE APP
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Corporate App

Un canale diretto di
comunicazione per
investitori e giornalisti —
funzionalita esclusive — in
mobilita e ovunque —
always on — grande
impatto di immagine —
strumento operativo per
presentazioni e incontri.

SIM bloccata &

TR/}SPORTd |

STOCCAGGIO DISTRIBUZIONE

»y
Ole o o

BE REPORTS E PRESENTAZIONI
BILANCI

Bilancio di sostenibilita 2012

Relazione finanziaria annuale 2012

RELAZIONI
Resoconto intermedio di gestione al 30 settembre 2013

Relazione finanziaria semestrale consolidata al 30 giugno...

PRESENTAZIONI
2013 1Q Consolidated Results

2012 Full Year Results

PROSSIMI EVENTI
15 aprile 2014
Assemblea degli Azionisti - unica convocazione

05 maggio 2014
Resoconto intermedio di gestione al 31 marzo 2014 - CdA

OVERVIEW

-0,10%

Aggiornamento: 21 marzo 2014 alle 16:50:28

4,10 €

Massimo:

412€

Volume:

8.969.046 4.075

P TR
COMUNICATI STAMPA NEWS

19 marzo 2014
Snam presenta il Piano Strategico 2014-2017

28 febbraio 2014
Convocazione dell’Assemblea degli Azionisti e variazione al

calendario finanziario

ARCHIVIO CCOMUNICATI STAMPA

The Network App

UNA ETORIA
DI SUCCESSO

Snam riconosce che il
successo di un'azienda si
misura attraverso una
combinazione di fattori
economici, ambientali e
sociali che rispondono alle
richieste del pubblico e
degli investitori.

MEDIA GALLERY

BIMessage
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Corporate, Investor o
Annual Reports App?

E’ possibile ricondurre I'universo delle Apps delle societa a 3 tipologie fondamentali

TIPO Descrizione Targets
CORPORATE Applicazione a tutto tondo. Ampia visione di Tutti gli stakeholders
APP contenuti e informazioni istituzionali

INVESTOR APP  Applicazione con taglio tipicamente finanziario. Financial Stakeholders
Presenti i contenuti tipici della sezione Investor
Relations

ANNUAL Versione Ipad del bilancio Financial & internal * Stakeholders
REPORT APP

*Un esempio di utilizzo interno puo essere osservato in occasione degli incontro one-to —one

,I
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Corporate Digital Ecosystem

v, [Ee—p— [ Ly
Il".....l ANMNLUAL REPORT 2072

BRI it wiminin  WETETROSELTIAS  CIRADCDATEFRIATE] 314 R

ANNUAL FINAMNCIAL REPDRT 2002

SPIRIT OF INNDVATIU

RIOSITY, FLEXIBILITY AND H‘yMILIT
TH PERSEVERANCE, BUT ALSO

PIDLY CHANGING SCENARIO.

EIISHH-'IEI.HI' EVENTS

COCEMNILN 2OTH, 2013
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Corporate Digital Ecosystem

1. Presidio di tutti i canali

2. Attenzione all’intero target
3. Diversi livelli di sintesi

4. Brand reputation positiva

1. Coordinamento di tutti i canali
2. Rischio di disomogeneita dei contenuti

3. Budget

BIMessage
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Social e bello, ma non sufficiente

La presenza sui social non e sufficiente per migliorare la propria brand
reputation, deve essere parte di un piano strategico di comunicazione
Integrata.

Diversi gli obiettivi che le aziende possono raggiungere:

1. Alivello di brand: Brand awareness, Employer branding
2. Alivello di business: CRM, vendite, visibilita
3. Alivello di reputazione: autorevolezza, affidabilita, etc.

,I
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Livelli di approccio

e Institutional
'] presence

Content curation

| Proactive strategy

Le fasi di definizione della strategia digitale di un Gruppo possono
rappresentare anche le fasi di un percorso progressivo che si
sviluppa gradualmente nel tempo

’I
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Soclal Media Strategy

USE social media yourself

STUDY relevant case studies
EDUCATE senior executives
HEAR from practitioners
EXPLORE the latest trends

LEARN

IDENTIFY relevant social media monitoring tools
LEARN how you can best use the tools
DISCOVER what's saic ¢

PR'OR'TIZE menl eme“‘
OBJ ECTIVES € custo mer enga%e eputa{\on mlanag 4

ur marxet

about you

FIND relevant f.r:rx*rmLI es and corr-/v:rs:t ons \MPROV ANCE prand a0 y or-deiven innovation
NCOVER key influencers ENH custome’” ces
LISTEN CRUERATE ced ol
|NCREASE 52°

ENTER the conversatio
PROVIDE relevant € j
ADD value 1© communi
o )

ENGAGE with 1 i
RESPOND positively

ENGAGE IN
CONVERSATION

ESTABLISH

GOVERNANCE

IDENTIFY opportunities

UNDERSTAND risks

CLARIFY risk of NOT engaging

SET clear social media policies
COMMUNICATE policies internally

uJ

DEFINE

ACTIVITIES

DEFINE first and subsequent phases
TARGET initial platforms

g ;‘ IDENTIFY resources required
o™ N\O‘“'_ 5 DEVELOP ESTABLISH responsibilities and time commitment
CAN CAPABILITIES LINK to offline marketing activities
05 &
“0%’\;, \75'51\ IDENTIFY internal ‘champions’ for social media
(JPA? TRAIN and support champions and staff

KEEP abreast of developments
ESTABLISH pilot program
DEVELORP a culture of responsible transparency
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Coca Cola

CONTENT MARKETING GOAL gt - Easy o digest. g
draw audience closer to brand over time '9}“‘“ ec,;%
x v "%
© 005

Una strategia
valoriale e di
contenuto accurata

. . = <
e veicolata in § 2
maniera circolare: 7 . S
e Sijto web e Audience g ;E? ‘;’s: % Audience
. Permission 3 8 gz g Participation
storytelling : g § 3
« Canali social Iy § 3
» Articoli blog 3

Gy,
B,

Content Type & Platform
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A\ $ f

GE

A
Bulding
==
) BN
5 AN\
-\ LT
A
GE
Company ~
We love science, technology, innovation and hearing )
from you! So, say hello "
About Photos

Content strategy basata sul concetto
di innovazione e storytelling. Ogni
canale viene sfruttato al meglio in

base alle peculiarita: thes | uim win oo (D

o |nfograf|che Su facebook l(udyml'.u:pln.“ » Plawplre Hey Gl Badass Machines
. . . Create boords to shore 2 Cruate 0w bised 0 e 1 “Pipie”
 Pinterest diventa una bacheca di ccwpumenpnter

JUIRIES ) st 40 bndain bbbcniboadll invented

1 Follew OGE on Mrerest.

Hey girl,

Ispirazione con immagini evocative L el 5551

« Tumblr diventa il luogo del «fare -Itlﬂﬁ; E

Innovazione»
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https://www.facebook.com/GE
http://generalelectric.tumblr.com/
http://www.pinterest.com/generalelectric/

t ps://twitter.com, }
i Apphcazion @) Istanbul via mare b Wk Una crocien econo... (B stanbul - guidaen. [l TravelStores: Alas.. [l Travel Stores: stanb.. @ RistorantiParte || Sc..

' AV: 'v F d unt? Acced «

Segui Coca-Cola

87300 67900 233 MLN £ segul

plus.google.com/+
b W
o

b.3p " |f sapemima

[ coke-wheeljpg 10 s
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https://twitter.com/CocaCola
https://www.facebook.com/cocacola
https://plus.google.com/+TheCoca-ColaCompany/posts

Heineken

¢

Heineken inizia nel 2013 una
campagna di comunicazione
social orientata al target
mobile.

Si tratta di iniziative di
marketing in real time e di
concorsi a premi

(ed. caccia al tesoro su
Instagram)

heineken_us ¢ heineken_us 0
Q 2013 US Open Tennis Championships 2013 US Open Tennis Championshi
d ’l v B
’

#STARS

FOUND

CRACK-LS 0PPN

Helneken'

Piace a 63 persone

heineken_us You may be seeing #STARS soon,
@kelvgren, You just won a pair of tickets to the
#USOpen.

That's it for today, but we've got more in store.

A ¥ B Q @

0 o
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Content Strategy Milestones

STOP
CUT AND
PASTE

SMASH THE

SiLes

BE

BE

MOBILE! SOCIAL?




Contatti

Alberto Zambolin

Partner

Message Srl

Telephone +39 02 45 498 821
Mobile + 39 348 23 44 197
Via Messina 38, 20154 Milano
a.zambolin@messagegroup.it
www.messagegroup.it

Andrea Pozzi

Partner

Message Srl

Telephone +39 02 45 498 821
Mobile + 39 348 45 00 694
Via Messina 38, 20154 Milano
a.pozzi@messagegroup.it
www.messagegroup.it
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