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Introduction
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Barilla logo
Barilla is a food company founded in Parma, Italy in 1877 by Pietro Barilla. The company has been producing pasta, bread, breadsticks, sauces, cakes, and biscuits for 143 years. It is one of the companies that most represents Italy as it shares some fundamental values ​​for the culture of the beautiful country, such as family, food, quality, and simplicity. I will first analyze its historical and economic background. In its history, we can already find the cardinal principles that are still part of the company's marketing strategy today. In the part dedicated to Digital Marketing, after a brief definition, I will explain Barilla's main digital strategy and how the company applies it to all digital communication channels. Furthermore, in the section dedicated to artificial intelligence, we will see how Barilla manages to use AI to optimize marketing activities. Finally, the conclusion where I will present my recommendations for the near future of the company.
The historical and economic background
The history of Barilla begins in 1877, in Parma when Pietro Barilla (1845-1912) started a small pasta and bread bakery with an attached oven. Working hard in 1905, Barilla produces 25 quintals of pasta a day, compared to only 400 kilograms in 1903.
In 1910, Pietro's sons, Gualtiero and Riccardo, lead the family business. Now the business is oriented towards industrial production with the construction of a large factory with 80 workers and which produces 80 quintals of pasta per day. At the same time, the new bakery also began operations: equipped with a state-of-the-art continuous oven from the German company Werner & Pfleiderer in Stuttgart, it allows the "continuous" baking of bread packaged in the laboratory and can produce up to 20 quintals of bread per day.
After the years of the First World War, during which the company was committed to supplying the troops at the front, Gualtiero died, just 38, in 1919. Riccardo will lead the company until the Second World War, expanding the bakery with new modern machines capable of reducing production times and increasing product quality.
In 1936 Pietro (1913-1993), Riccardo's son joined the company to deal with the development of the commercial sector. A real turning point will take place the following year, with the launch of the Phosphine pasta, enriched with phosphorus, a "dietetic" food recommended to enrich the diet in a period of food scarcity; the advertising of the time reads “gives strength to the weak, supports the strong”.
From the same years is the gluten-free pasta, intended for childhood nutrition: the company's flagship product, packaged for the middle-class market, not subject to food restrictions and controlled prices.
Already in the 1930s, Barilla was therefore characterized as a modern food industry with quality products and strongly market-oriented. It will expand to all of northern Italy thanks to targeted promotional campaigns. To increase sales, Pietro will essentially focus on product quality and advertising. Thus we are witnessing the launch of new packaged products and an improvement in company management, based on the division of labor and the specialization of workers. The outbreak of the Second World War will have tragic effects on the history of the country and also of the company, which will heavily reduce production, and which will be requisitioned to supply the army.
In 1947, on the death of Riccardo, his sons Pietro and Gianni (1917-2004) took over the reins of the company, intending to manage and develop it in a modern way. Market and technology orientation is fundamental.
In 1950 Pietro Barilla went to the United States to update himself on packaging techniques, advertising, and large-scale distribution. What Pietro Barilla is looking for overseas are the answers to the nagging problems of the Italian market: product quality, packaging, advertising.
On 2 October 1952, Barilla was awarded the "Palme d'Or for advertising" for the campaign "With pasta Barilla is always Sunday". He was responsible for the new company brand, characterized by the transversely cut egg, the design of the packages, the characteristic blue background color, and the definition of the corporate image, one of the first in Italy, which ranges from means of transport to exhibition stands. from billboards to newspaper pages.
At the end of 1952 Pietro and Gianni decided to close the bakery, choosing to concentrate their investments on pasta.
Starting in 1958, Barilla also launched into the new world of television advertising: it will link itself to prestigious testimonials and open a communication channel destined to last up to the present day.
In 1960 Barilla became a joint-stock company and reached a production of around 6,000 quintals of pasta per day.
Starting from 1965, the first diversifications began. Barilla returns to bread, the product with which the company was born, through the production of rusks and breadsticks.
In 1968, prompted by the pressures of the market, work began on the new factory in Pedrignano, destined to become the most modern and still the largest pasta factory in the world. It stands on a land of almost one and a half million square meters.
When, in July 1967, the Italian Parliament imposed the obligation to pack pasta, until then sold in bulk, the legislation found Barilla more than ever ready and equipped for many years.
The Italian social and economic climate pushed the Barilla brothers to sell the majority package of the family business at the end of 1970, after a few months of negotiations with the US multinational Grace. In April 1971 Barilla was "American" but Pietro, which would not have wanted to sell, retains 1% of the shares and a right of first refusal. Grace, engaged in the chemical sector, plans the establishment of a "food center" in Europe.
In 1973, Voiello also joined the Group: the Torre Annunziata (Naples) company was in crisis but, thanks to its reputation, it allowed it to enter the southern market, considered strategic for expansion, with a "historic” And high positioning.
In October 1975, the company's efforts to diversify production materialized with the launch of a new line of bakery products under the "Mulino Bianco" brand, destined to record an extraordinary success in the following decade.
Since its creation, it was expected that numerous baked goods could converge under the Mulino Bianco brand; about a year and a half after the launch of the brand, in fact, the breadsticks and rusks, until then marketed as Barilla, were branded, Mulino Bianco. In 1977 the snacks and the bread carré were born. In 1983 the first biscuits arrived. In 1985 Mulino Bianco entered the crackers segment and, in 1986, the production of the "Torte del Mulino Bianco" was started. Then the "Pandolci", the "Soft bread", the "Granetti" and the "Pangrì" make their appearance.
In 1979 Pietro Barilla, realizing the dream that had accompanied him for eight years, bought back the family business from Grace. An event that also profoundly marks the company's advertising image.
To celebrate the return, Pietro asks the director and friend Federico Fellini to produce a commercial, which will remain a unique one of its kind, entitled "Alta Società" and better known as "Rigatoni".
In the 1980s, Barilla launched the first prize competitions, linked to the collection of points on the packaging. In 1985, the campaign "Where Barilla is, there is home", relaunched the centrality of pasta in the Company's strategies.
On September 16, 1993, Pietro Barilla died suddenly. For over half a century, his way of understanding entrepreneurship, based on values ​​such as the "cult" of product quality, technological innovation, profound respect for human work, optimism and enthusiasm in 'taking on any challenge, and the high human dimension of the person, has connoted the soul of society and dictated the guidelines for its development.
The sons Guido (President), Luca, and Paolo (Vice Presidents) take over the leadership of the Company, committing themselves to carry out the strategic plan of internationalization. In 1994 Barilla joined forces with Filiz, one of the main pasta production companies in Turkey. Barilla, therefore, becomes the European leader in the pasta sector and also lands in the United States, where it has already been exporting pasta since the early twentieth century through a shrewd commercial and communication policy Barilla becomes a national and international leader in its sector.
In 2004 Academia Barilla was born, an international project dedicated to the defense, development, and promotion of the Italian regional gastronomic culture, understood as a unique heritage in the world for its variety and quality.
Between 2013 and 2015 Academia Barilla opens three Italian restaurants in New York.
In 2017 Barilla celebrates 140 years of life: the Company is a world leader in the market of pasta, ready-made sauces in Europe, and bakery products in Italy with 28 production sites, 14 of which in Italy and 14 abroad.
In the same year, the collaboration between Barilla and the Swiss tennis champion Roger Federer began, the first global testimonial in the history of the company. At the end of 2017, the commercial entitled “Masters of Pasta” was launched simultaneously in 40 countries, in which, alongside Federer, the famous starred chef Davide Oldani appears. The spot will get over 90 million views.
Barilla in 2020 increased its revenues by 7% thanks to foreign markets. It ranks third in the Italian food markets after its two main competitors Ferrero and Cremonini. In 2020, turnover is 3.89 billion euros, of which 57% is achieved abroad. The company has 29 factories in 9 countries and exports to 100 different markets.

Definition of Digital Marketing
Before defining Digital Marketing, it is useful to know what is meant by digital business, i.e. the automation of business activities in the value chain, from the supply, to production, to distribution, to sales and marketing. Well, this context is part of digital marketing, also called Internet marketing, the center of digital business and represents all online activities that aim to satisfy and understand the customer through the promotion of campaigns in digital media channels. It also includes the use of websites to facilitate or enhance the relationship with customers, sales, and after-sales. As with offline marketing, digital marketing involves putting the customer at the center of all online activities, such as creating user groups to test a website in different search engines. Digital marketing is based on the collection of data in databases and creates a continuous and dynamic two-way communication between customers and suppliers. This special bond involves not only the user but also activates the optimization of search engines called SEO and social media.

Digital Marketing Strategy
Every company must have a digital marketing strategy capable of:
• Provide direction for all marketing activities.
• Analyze the external environment of the company and internal resources.
• Define the objectives of digital marketing.
• Create a competitive advantage over competitors.
This digital strategy is also called a channel strategy because it determines the importance of digital channels compared to other channels used to communicate with customers. This strategy, therefore, focuses on the strengths of the channel and at the same time manages its weaknesses through pre-existing marketing strategies. The different communication channels should then be integrated into a larger multi-channel marketing strategy, in which all the addenda support each other.
Researchers Sultan and Roham analyzing some organizations have discovered how the use of a consistent digital marketing strategy can help them by significantly reducing costs and improving service, generating more revenue, creating connections, and ultimately promoting customer relationships. In summary, the objectives that cannot be missed in a strategy of this kind are customer acquisition, conversion, experience development, customer retention. Very often, developing a digital marketing strategy represents a considerable challenge for a company since it is often very difficult for the various components of a marketing strategy to fit together perfectly. For this reason, an excellent digital marketing strategy, to be such, must also be integrated, that is, capable of gathering all marketing and communication activities within it and, above all, must ensure that these work together perfectly.
Michael Porter suggested six key principles for developing a valuable strategy position:
1. Identify a fair goal based on real economic value.
2. Define a unique and achievable value proposition.
3. Create a distinctive value chain.
4. Accept compromises.
5. Create a link between what the company produces, its objectives, and its resources.
6. Establish continuity between goals and planning.
That said, it is clear that a digital transformation plan should analyze the changes taking place in the environments that affect customer online demand and at the same time develop value propositions for the customers themselves. Furthermore, in order to formulate such a composite strategy, it will also be necessary to ask oneself some fundamental questions: for example, where is the company now located? What stage of its growth is it going through? Where does the company want to go and what are its goals? And consequently, we must also ask ourselves how to achieve these objectives? By what means?
To answer these questions it is necessary to set objectives that in marketing are called SMART, namely:
• Specific: the objective must be detailed and real.
• Measurable: you must be able to physically measure through a metric.
• Attainable: accomplish the goal within a certain timeframe.
• Relevant: the goal should align with values ​​and long-term goals.
• Time-based: set a realistic deadline for the task.
How to formulate a digital marketing strategy
The formulation of a digital strategy requires the application of solid logic and a detailed analysis of business objectives. As with traditional marketing, the analysis of targeting, segmentation, positioning, and obviously the choice of the correct communication channels will also be applied to digital marketing, which in this case will all be online. That said, a good digital marketing strategy will need to make sure it:
1. Build on lead generation and sales goals for the channel and be consistent with your target audience. Facilitate the customer experience in choosing the product and purchasing.
2. Help the customer as much as possible to use the online channel by facilitating its access and use.
3. Be consistent with the chosen target and its intrinsic characteristics using an online tactical segmentation.

[bookmark: _Hlk80999927]
Social Media Strategy
It is worth introducing this marketing strategy based on the use of social media, as more and more companies nowadays base their digital marketing mainly on the activities that take place around social media. Social media are the channels that allow multiple users to interact simultaneously. In social networks, communities are created in which users are free to express themselves. In summary, social media are digital channels that encourage participation, sharing, and interaction between users. We can divide them into some subgroups:
• Social networks: the main platforms such as Facebook, Instagram, Linked In, Twitter.
• Publishing and news: newspapers and magazines have a huge social presence and often manage to create large communities of followers.
• Blogs and communities: Blogs dealing with particular themes or communities formed around a particular sector.
• Niche groups: communities and forums independent of the main social networks.
• Customer Service: Some companies create customer support forums through social media.
• Search social search engines.
• Commerce: Important for retail, social commerce allows for product reviews and sharing of offers.

Barilla's social media strategy
Barilla's social strategy is based on communication between all social profiles and the website. Each post always links to the main website so customers can buy the products. As for publications on social media, Barilla is very active: every day for each there is at least one or two contents, which can be posts, stories, videos. The contents are of three types:
Ironic: they create empathy with followers and allow re-sharing.
Emotional: Barilla loves to create adv campaigns and content based on sensationalism to give the idea of the freshness of the products or to excite the audience with stories of everyday life in which everyone can identify.
Informative: Barilla often shares culinary recipes in which it sponsors the use of one or more of its products.
[image: ]
Barilla Social media post

Barilla's Digital Marketing Strategy
Before addressing the issue of the company's marketing strategy, it is useful to make a premise that will allow us to better understand the next topics covered. The Barilla company was founded by an Italian family and has always been run by the same family. Therefore, the company's online and offline marketing also reflects what the family represents for Barilla. The various advertising campaigns, both in traditional and digital channels such as social media, bring to the screen the image of the traditional family consisting of a mother, father, and children. What each content conveys are the values ​​of simplicity, tradition, affection, and finally the importance of bonds.
The Digita strategy Marketing le of the Barilla company is extremely innovative and modern and is based on creativity and real-time marketing. Digital marketing strategies are based on two principles: the storytelling of family stories, union and serenity, and the ability to tell real events to fit into people's daily lives. This set of strategies is called real marketing, that is, the ability of companies to exploit events (sporting, national, international, celebrations) to advertise their product with irony and sympathy in real-time. This strategy also allows an immediate response from the public and systematically makes any content viral. This strategy, therefore, allows you to:
• Create interaction with the target (each Barilla product has a specific target ranging from the youngest to the adults).
• Increase the virality of content.
• Increase the visibility of the company.
• Increase the success of the advertising campaign.
Barilla has been using this strategy for years to create social or post campaigns in which the various pasta shapes become the protagonists and recreate well-known events, such as the World Cup or the Olympics.
Barilla does not choose these events and the characters of its ads by chance. Barilla's real-time marketing has these objectives:
1. Praise made in Italy as an expression of product quality.
2. At the same time, you also choose international events to create customer loyalty with that country.
3. Always be up-to-date and attentive to the main events important to your target.
4. Promote its products by making them ironically protagonists of the event.
5. To entertain its target and aim for re-sharing of content.
6. Maintain a fun tone of voice to empathize with the user.

Customer Relationship Management (CRM)
Customer Relationship Management (CRM) is certainly a very important topic of Digital Marketing since creating a relationship of loyalty and trust with the customer is fundamental in every company. However, it is not always that easy to maintain a relationship with customers it can be extremely difficult. Research by Reichheld and Schefter conducted in 2000 showed that for start-ups it often becomes very expensive to maintain a good level of CRM and these companies are not profitable economically for the first two or three years. On the other hand, research shows that companies that work online and e-commerce, keeping only 5% more customers, will see their turnover rise from 25% to 95% compared to their competitors who use traditional means. It should also be emphasized that the most loyal customers are not always the most economically profitable. That said, CRM includes four main activities:
1. Customer selection: analyze and identify the different groups of customers the company will target
2. Customer acquisition: a set of activities focused on creating new relationships with customers by providing a quality service and using the appropriate channels for each target.
3. Customer retention: Keeping customers already loyal with offers and discounts tailored to the customer's individual needs and online lifecycle, such as the quantity and value of purchases.
4. Customer extension: activity also known as customer development and can be achieved with some marketing techniques such as reselling similar products to existing customers (Barilla), or offering additional products that are extremely connected with the main purchase. There is also the reactivation technique which consists in encouraging lapsed customers to buy again. Finally, use recommendations from existing customers to create new ones.




CRM Marketing Applications
To support these four activities, a company's CRM uses some strategies:
• Salesforce Automation (SFA): Sales reps are aided by tools for logging customer inquiries and organizing visits.
• Management of customer service: each customer is present in a database in which his data, his requests, and needs, the products purchased most frequently are also recorded.
• Management of the sales process: this activity can take place both through e-commerce websites and in a B2C sales scenario.
• Campaign management: this is the organization of online and offline advertising campaigns through newsletters or direct mail
• Analysis: in this final phase the customer behavior is analyzed to understand what can be improved in the CRM.
eCRM
The combination of the interactive world of the web and email communications is a perfect environment to create CRM. In addition, some tools of today, such as the creation of databases that collect huge amounts of customer data, strengthen the power of eCRM, or the online approach of CRM. Establishing where one begins and the other ends are really difficult. According to Chaffey and Smith, they cannot be separated but must complement each other. Some strategies deserve to be mentioned when it comes to eCRM, let's see them applied to Barilla:
• The use of the website and social media to establish a relationship with the customer: Barilla's online presence is daily. In fact, through posts, stories, newsletters, the customer is encouraged to buy through discounts and offers.
• Manage customer information through databases and email lists: this strategy allows you to map the Barilla target and helps build customer loyalty.
• Provide customer personalization services to promote the best product: Barilla recommends new products monthly through social media, the website, and the newsletter, providing an accurate presentation of the product and sometimes discounts.
• Provide online assistance services such as the ability to ask questions in chat or call the company directly.
• The quality of the online service is essential above all to acquire new customers and ensure that they have a high-level experience. Barilla provides discounts to new newsletter subscribers and to those who register on the website.
• Finally, manage the multi-channel experience: it must always be easy for the customer to switch from social networks to the website, for this reason, Barilla always encourages its customers to visit the website or to follow the social pages.
Finally, we must underline the fact that Barilla relies on Amazon for online sales, so it can easily take advantage of some customization strategies that Amazon implements on its platform. This aspect is part of reverse marketing and is a cornerstone of eCRM. After the Barilla purchase can activate a follow-up strategy via email, or Amazon itself can point out an abandoned cart to the customer to encourage the customer to continue shopping.

Advantages of eCRM
An Internet Marketing strategy involves integrating databases with websites to create a CRM that is as personalized as possible. In this way, it is possible to:
1. Make targeting more convenient. Unlike direct mail which is often inaccurate and imprecise, a contact list created through a website is self-selected and therefore absolutely accurate. In this way, the company creates relationships only with people who have visited the website and are interested in the product since they registered.
2. Personalize your marketing messages. Today it is possible to send personalized emails at lower costs than direct mail and also to select micro-groups of customers to whom special discounts can be provided.
3. Increase the depth of the relationship. The company can contact the customer more frequently and can ask for feedback through online forms, questionnaires, information on interests, and opinions on competitors.
Barilla's CRM activity began as early as 2005 with some strategies aimed at both improving product knowledge and building customer loyalty.
• To promote the sale of its breakfast products, Barilla sends its customers newsletters with the presentation of the new croissants produced and two coupons. This product has become the third best-selling within the company.
• Barilla has a database of customers that it contacts regularly and who often buy online. The company sends special gastronomic recipes to this group of people, which include the use of Barilla products. The recipes are also available on the website and Barilla invites customers to share their culinary creations on social media using specific hashtags.
• Customers are sent periodic emails with updates on new products and special discounts. Furthermore, in each email Barilla asks its customer to give feedback on the service provided and if possible, to write a comment.

Artificial intelligence
Definition
Artificial intelligence or AI is by definition the ability of a machine to use human skills such as reasoning, learning, planning, and creativity. AI allows machines to analyze the context, relate it to the outside world, and solve the problem through data analysis. AI systems study the consequences of past actions in total autonomy, process them, and finally answer the question.
Artificial Intelligence in everyday life
AI is already present in our life even if we don't always realize it. These are just a few examples:
• Online shopping and advertising: AI is extremely used to provide suggestions based on previous purchases or past online searches. Even in the retail trade, it is used to manage inventories and supplies within logistics.
• Online searches: search engines obtain information and data, provided by users, and then share the best and most relevant results.
• Digital assistants: in mobile phones, it is increasingly common to find virtual assistants who answer user questions, provide information and suggestions on any topic.
• Automatic translation: The translation software uses AI to provide the user with the requested translation and improve it.
• Infrastructure and intelligent vehicles: AI is a great resource in cities to increase traffic and manage traffic jams. Furthermore, artificial intelligence has also been applied to the first cars, although they are still being studied and improved.
• Cyber ​​Security: AI prevents cyber attacks through continuous data analysis and the study of previous attacks.
Artificial intelligence in digital marketing
AI intelligence is very useful in digital marketing especially for optimizing certain activities, including:
• Personalize the customer experience by studying his profile and her data.
• Speeding up content creation.
• Processing huge amounts of data to manage and solve future problems.
• Predict customer behavior.
• It allows you to customize customer communication through the study of previous interactions with the company.
• Set the price of products based on demand, availability, customer interests.
• Provides Chatbot for customer service. Through some messaging apps like Messenger or WhatsApp, customers can easily contact the brand. Furthermore, on websites and in some social media it is now possible to find chatbots, or intelligent chats programmed to answer the most common questions of the customer or to move the conversation to a human person when the complexity of the question requires it.
Barilla uses chatbot technology in its social media and website. The customer by clicking in the chat can ask simple questions to which the robot will answer through the pre-filled answers, instead of for all the more elaborate questions the robot refers to the company customer service by providing an email and a telephone number.
Barilla also uses AI technology to create its social media adv campaigns. As an example, the campaign for the new line of chocolate-covered rusks can be cited. This campaign took advantage of Instagram and sixteen influencers, chosen to create some posts on the new line and promote it. Artificial intelligence was used to materially create the campaign which, through image recognition algorithms, made it possible to analyze all the visual content present in the posts of the influencers and collect the necessary data. In this case, the use of AI made it possible to map the interests of customers in real-time towards the theme of the advertising campaign, namely breakfast with the new product proposed by the company. This analysis also provided an extremely detailed list of user-profiles that the Barilla marketing team will be able to use in future campaigns. The use of artificial intelligence allowed the campaign to reach 3.2 million organic views with an engagement rate of 2.5%.


Conclusion and Recommendations

The history of the Barilla company is extraordinary. It starts from the dream of a humble man and becomes an international reality. Barilla is above all its history and its history is made up of values, such as simplicity, serenity but above all family. The company has faced two world wars and their consequences but has always known how to get up and look to the imminent future. The company's innovative approach has involved all the parties that involve it: from research and development of products and machinery to communication and marketing strategies. The company was able to quickly apply artificial intelligence both to its food production machinery and in marketing activities, such as customer profiling and customer service. Its marketing strategy was innovative right from the start the company was one of the first to develop advertising on billboards or vehicles. As for the approach to digital marketing, the company does not depart from its traditional values ​​even in this field. However, with the expansion of its foreign trade, the company has had to face new marketing challenges and has not always succeeded completely. The traditional image of the family that Barilla marketing has always conveyed has now begun to clash with the advancement of the new family models present today. In America (a very important market for Barilla) the company had to post an apology video after being accused of racism. The image of the traditional family is anachronistic compared to today's ideals. The woman as an angelic mother and housewife and the man as the only source of income for the family, both strictly white-skinned and heterosexual, represent a stereotype that must be changed. My recommendation, therefore, is to create new ad hoc marketing strategies for each country, studying the culture and values ​​of that country in advance, without trying to spread a single Italian model, denigrated in Italy itself. Finally, it is essential that the company updates the brand image and its values, otherwise its failure is foreseeable.
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