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WHO ARE WE?

A team of Social Media experts, operative from Jan-
uary 2014 inside a partnership involving Expo2015
and La Triennale di Milano. The team is then inter-
grated to some existing expertise within Expo and
La Triennale.

The team is completed by a group of young design-
ers selected by La Triennale di Milano.

April 2014 | Milan 1
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WHAT DO
WE DO HERE?

Sharing with you this presentation for allowing you
to become an active player in the Social Media
Strategy for Expo2015.

Explaining to you in further details what we do, how
to get you involved, how to cross and synchronize
your activities with the overall Social Media com-
munication plan.

April 2014 | Milan 2
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WHERE

DID WE START?

278

followers

136

followers
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fans
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WHERE DO 8 t
WE WANT TO GO?

50 k followers
(KPI) Imln fns
FOLLOWERS (KPI)
LIKE PER PICTURE i
ENGAGEMENT
FANS

SOCIAL 1\2/\6[{/%

5k followers (Egﬂ:rgr 2015) 200 k followers
(KPI) (KPI)
FOLLOWER DELTA FOLLOWERS
TRAFFIC TO THE WEBSITE FAVOURITES
RETWEET
FOLLOWERS
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~ Corporate

Pavilions

60

~ Self-Built
National Pavilions

05

- 09

Cluster
(70 Countries)
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PROJECT'S
PRINCIPLES

The whole storytelling of the Expo2015 project en-
gages, as a transversal element, different commu-
nities active on a local and global scale.

Triggering content production and sharing attitu-
des, bottom-up practices, feedback and interac-
tions, both in the physical and digital worlds.

The content and actions are planned in progress
(within an extended period of time), generating and
multiplying hype.

The goal is to reach an active and broad participa-
tion in the event.

The Social Media Expo2015 storytelling interweaves
a non-linear narrative structure within a clear and
consistent framework.

The narrative develops upon an integrated strategy
of visual storytelling, designed to generate empathy
and strengthen its reach, optimizing results in terms
of visibility and engagement.

To support the storytelling, a series of thematic web
platforms will be implemented to strengthen the
relationship between narrative and creative com-
munication, information and interaction.

All accounts will converge to a web aggregator
designed to enforce the overall narratives and sto-
ries. From May 1st 2014, all official accounts will be
available in English as well.

The Social Media team will work in tight coope-
ration with the Web team (expo2015.org). Sharing
content, we implement all the necessary actions in
order to increase the traffic on Expo2015's website.

April 2014 | Milan
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OUR
KEYWORDS
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Is Best Practices | Is Pop(ular) | Belongs to all Italians | Welcomes to Italy | Is 147 Countries in Milan

VAN EA 4 A 4 [ 4
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OUR
STORIES

A SMALL IN-HOUSE PRODUCTION OF STORIES |
A system of stories woven, defining Expo’s narra-
tives and moods.

Feeding the Planet, Energy for Life.

A series of thematic flows where storytelling be-
comes “storydoing”. Transforming the reader into
an active player and getting him to play. These sto-
ries are produced in-house.

SHARING OTHER PEOPLE'S STORIES | Given the
nature of Social Media, a lot of stories will be pro-
duced and narrated by all kinds of Expo stakehold-
ers. Each stakeholder generates its own content:
here, our role is to sync and fine-tune the single

element with the whole. Generating interactions
between these stories. Generating interactions be-
tween partners, institutions, associations and peo-
ple involved in Expo2015.

FURTHER STORIES: IN COOPERATION | The proj-
ects in cooperation will be organized upon a very
simple process: "Enabling” our partners (with the
active support of our team); "Developing” joint proj-
ects towards a shared goal.

April 2014 | Milan
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NAR RATl\/E A SMALL IN-HOUSE PRODUCTION OF STORIES
WEAVING

— SHARING OTHER PEOPLE'S STORIES

FURTHER STORIES: IN COOPERATION

April 2014 | Milan 9



Expo2015 | Social Media Strategy

=XPO H@H

MILANO 2015

10
ON WICH
CHANNELS?

facebook Cerca persone, luoghi e oggetti Q

e ‘ Expo 2015 Milano Diario ¥ Recenti ¥ ‘ & Mi

Expo 2015 Milano

xro
== e @

#EXPO2015 | PADIGLIONE UE

Sviluppato su tre piani e con una superficie di 1900 m?, il padiglione presentera il Theme Statement “Coltivare il futuro
dell’Europa insieme per un mondo migliore”, coinvolgendo il visitatore nel cammino verso un futuro sostenibile per I'Eur

per il mondo.
Attraverso |'esempio del grano, simbolo della civilta europea, i visitatori potranno conoscere la sua storia, le politiche al

di oggi e le tecnologie del domani.

Developed over three... Visualizza altro

Facebook

April 2014 | Milan
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ON WICH
CHANNELS?

I
¥ CI |
Twitter
)
=XPO - ’
— Following >
MILANO 2015
1 MAY « 31 OCTOBER Follower >
Preferiti >
lobal Parine Liste >
. @Expo2015Milano
E,‘?ES'_“L'E . THE OFFICIAL TWITTER PROFILE OF EXPO MILANO 2015 #Expo201
S%UI EXpO 2015 Milan - en.expo2015.org
el Nome
- Emai
i o
. . Password TWEET FOLLOWING FOLLOWER e
o 9.493 694 34800 =
INTESA i SNKNB4OLO | Iscriviti
Pliusuncd Tweet
Foto e video >

Expo 2015 @Expc2015Milano - 58 s

.@matteorenzi al termine dell'incontro con commissario #Expo2015 Gius
Sala pic.twitter.com/SD8NxVjoD1

zxro
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ON WICH
CHANNELS? e -

o Pint q Pinterest

|
il Expo 2015 Milano =
-~ x ' o THE OFFICIAL PAGE OF WORLD'S FAIR EXPO 2015 MILANO g Expo Lo
MILANO 2015 L'.J" Mademo
FEEDING THE PLANET
ERmaCEEae o Milano, Italy - www.expo2015.org . P n dackis

47 bacheche 2.170 pin 565 Mi piace m -4 Invia profilo

#Expo 2015 | Climate Change

#EXP0O2015 | Food Waste

\

e

Segui

Smetti di sequire

#Expo2015 | Sustainability #Expo2015 | Exhibition Site

April 2014 | Milan
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1MAY « 31 OCTOBER

EXPO2015WEBSITE ~ EXPOTICKETING ~ SOCIAL MEDIA HUB

BOOKS CLUSTERGAME DAILYHASHTAG NUMBERS QUOTES o 0 (B

EXPO2015 | BOOKS

|

-
-
4

Jonathan Safran Foer

‘]ackson -
PROSPERITA
NZA CRESCITA

IA PER IL PIANETA REMV

SE NIENTE IMPORTA

April 2014 | Milan
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SOME STORIES
TO GET STARTED

12

12.1

12.2

12.3

124

12.5

12.6

12.7

12.8
129

MAIN STORIES

Going Around + Pictograms
Mascots on Tour + Mascots
365 Days To Go

Official Participants
Thematic Areas

Cluster Game

Moldor Diaries

Ambassador
Social Media Ambassador

13

131

13.2

13.3

134

13.5

13.6

13.7

13.8

IN-DEPTH STORIES
Books

Daily Hashtag
ExpoVintage
Global Dictionary
Lunch Box
Numbers

Quotes

Do it

14

141

14.2

14.3

144

14.5

14.6

147

OTHER STORIES
Welcome to Italy
Milano 101

Ask Expo

Crowd: Flower Power
Open Culture

Talks

Wunderkammer

April 2014 | Milan
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MAIN STORIES:

TIMELINE

Going Around + Pictograms

2014

P RPN SRS NS SOV NSRS NSRRIV SRRSO SR RSN B LR, >
Mascots on Tour + Mascots ® >
365 Days To Go ® >
Official Participants P RPN SRPPVURARS NSRS NFSIOP NRPOPIPIN SENHSRETPRS NSRS PTRRIS NSRRI SIRSSREN NIRRT WS N -
Thermatia Arems °® FSSOROSTOO OO TR SRR >
01 02 03 04 05 06 07 08 09 10 11 12 TBD
2015
Cluster Game O SO OO SO TSSO ST NSNS SR >
Moldor Diaries o
Ambassador {
Social Media Ambassador P

April 2014 | Milan
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GOING AROUND

January 2014 | All the news from the institutional
work in progress: signatories, B2B roadshows, me- i
dia partnership, events.For every new event a spe- “
cial map drawn ad hoc and illustrated with picto-

grams designed in-house. (})n..

ﬂ O 'y
Py ntn. *xI!f

_— SOCIAL MEDIA WEEK

April 2014 | Milan 17
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PICTOGRAMS

- P e
January 2014 | As integral part of Going Around
project, the pictograms grow and extend on a daily
basis. The selection is in Creative Commons in or-

der to be available to everybody's use. ‘%
- & n WP D i

L |

L3

!'

April 2014 | Milan 18
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12.2
MASCOTS
ON TOUR

March 2014 | This is a special story that has Foody,
our mascot, as its leading character. From time to
time, he goes visiting all the different countries par-
ticipating to Expo2015. All of this can be seen in the
header of our Facebook page.

f

. Dificial Global Panners
fue  Seee (I oW
e K

| MlLANOgOlS
BRRPeR " Expo 2015 Milano
46.272 "Mi place” - 2.911 ne parlanc

[
?Iil:’gFaFIClAL FACEBOOK PAGE OF EXPO MILANO 2015
ht(p:ffww.expoiﬂls.orgf
ht(p:j!en.exuazﬂls.orglf
Ty Init;rmazim:\‘lﬂ: ;uggensm una modifica

sooo G Tues =Z=TELECOM
e _,

| v Ti piace ~ | | v Segui gia [ Messaggio | % 7 |
Litedada ]

o' 46.272

ra policy
Persone a cul piace YouTube La nostra pf

April 2014 | Milan
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MASCOTS

March 2014 | Also Foody and his 11 friends become
pictograms shared in Creative Commons.

f

—
Foody and his friends
in vectorial version.

April 2014 | Milan 20
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365 DAYS TO GO

January 2014 | It's the story of the buiding site: in-
frastructures, pavilions, people and machineries.

f ¥

Expo2015
construction site.

April 2014 | Milan 21
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OFFICIAL
PARTICIPANTS

January 2014 | This strand describes the extraor-
dinary presence of 147 Countries to the Universal
Exposition in Milan. It anticipates the visitor expe-
rience over the semester (May/October 2015) by
showing the making of the Pavilions.

f ¥

Expo2015
Pavilions’ renderings.

April 2014 | Milan
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THEMATIC AREAS

May 2014 | The Thematic Areas are five pavilions
curated by Expo2015, where the Expo’s theme is
developed through exhibition itineraries, artistic in-
stallations and performances.

They are: Pavilion Zero, Biodiversity Park, Future
Food District, Art & Food, Children’s Park. Curators
and designers are asked to share their stories and
progress on Social Media.

f ¥

Thematic Areas:
Biodiversity Park
Pavilion’s rendering.

April 2014 | Milan 23
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CLUSTER GAME

May 2014 | It's a special story, told with an online
game as a medium. The goal is to explore and com-
municate thematic contents on the various Cluster
through a series of questions of nutritional, histori-
cal, scientific and geographical nature.

f t

April 2014 | Milan 24
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12.7
MOLDOR DIARIES

TBD | Expo2015 Social Media Team's work log. Day
after day, what's going on behind the scenes at Mo-
lino Dorino’s offices.

W

Some logs from
the homepage.

April 2014 | Milan



Expo2015 | Social Media Strategy

MILANO 2015

”

12.8
AMBASSADOR

TBD | They are official ambassadors of the Univer-
sal Exposition of Milan: notable personalities, Italian
and not. Everyone called for Expo2015's success.
Their support will be broadcast on Social Media
with a dedicated visual.

¥y B

Monica Kristensen,
Expo2015 Ambassador.

April 2014 | Milan

26



Expo2015 | Social Media Strategy =XPO

oooooooooo

-

12.9
SOCIAL MEDIA
AMBASSADOR

TBD | An app which allows anyone to become an
Expo Ambassador.

A big game that starts from institutional Ambassa-

dors to involve anybody who wants to participate
and share Expo2015's message.

Yy B

April 2014 | Milan 27
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IN-DEPTH STORIES:
TIMELINE

Books L e B | S R o T | o e ...................... b

Daily Hashtag o >
ExpoVintage @ >
Global Dictionary e e e ~~~~~~~~~~~~~~~~~~~~~~ >
Lunch Box @ >

01 02 03 04 05 06 07 08 09 10 11 12 i TBD

2014 2015

Numbers . § """"""""""" »>
Quotes e >
DO it @ b E ...................... »

April 2014 | Milan 28
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BOOKS CONSUMED

— FooD FoR A FIN|TE PLANET

February 2014 | A weekly column where we sug-
gest books, essays, illustrations, scientific publica-
tions. The selected titles are to be intended as new
perspectives to cross Expo2015 themes.

f ¥ t

Consumed: food
for a finite planet,
Sarah Elton.

SARAH ELTON

AWARD-W|NN|NG AUTHOR 0F [o0cAVopRE

April 2014 | Milan 29
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13.2
DAILY HASHTAG

March 2014 | News pills exploring the world of best
practices: from scientific research to service design.
Art, new technologies, co-operation and more.

f ¥ t

Coleoptera,
Aagje Hoekstra.

#Bioplastic

April 2014 | Milan 30
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13.5
EXPOVINTAGE

#Worldfair in Pics |
n1851to #Expo2015. M'np
of World's Fairs.
book Twitter and

February 2014 | The goal is to tell the story of Uni-
versal and International Expositions through cards,
photographs, souvenirs, passports, historical docu-
ments and miscellaneous memorabilia. A journey
from 1851 until now, awaiting for Expo2015.

From Londo
through over 1 50 years
Follows us also on Facg :
Pinterest @exp0201 5milano ;-)

www\facebook.comfExpoZO‘\ 5Milano

f ¥ B P

April 2014 | Milan
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GLOBAL DICTIONARY

June 2014 | A special dictionary, Social Media ori-
ented, compiled in a participatory way. The most
relevant entries related to Expo2015's theme can be
found here.

f ®

Example of a Social
Media oriented word.

@ [loc. s.le f.]
Citta caratterizzata
dall’integrazione tra saperi,
strutture e mezzi
tecnologicamente avanzati,

propri della societa della
comunicazione

e dell’informazione,
finalizzati

a una crescita sostenibile

e al miglioramento
della qualita della vita.

April 2014 | Milan
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LUNCH BOX

July 2014 | A photographic call to action aiming
to highlight some specifc food habits and daily
routines. Everyday life and working environment
through the lunch break theme.

f t

Lunch break

on a skyscraper,
Charles C. Ebbets,
1932.

April 2014 | Milan 33
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13.6 “SUGAR AND SWEETENERS
] CONSUMED PER PERSON

NUMBERS PERYEAR:.:$23’5'EKG”

March 2014 | A storytelling developed through data
and various metrics suggested by Expo2015 stake-
holders in a analysis of Expo’s theme: “Feeding the
Planet, Energy for Life".

f ¥ t

“1 5 BILLION

PEsPLE WORLDWIDE

STILL LIVE
WITHOUT

ELECTRICITY?”

INTERNATIONAL ENERGY AGENCY (IEA)

April 2014 | Milan 34
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QUOTES

March 2014 | A collection of short thoughts writ-
ten by international opinion leaders and Expo2015
stakeholders.

“Life itself is a quotation”. Jorge Luis Borges
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“This evidence
is overwhelming
at this point
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You eat more plants
You eat less other stuff
You live longer”

%?‘33}?&‘(‘

£
(4
¢

MARK BITTMAN
NEW YORK TIMES COLUMNIST

April 2014 | Milan
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DO IT

June 2014 | A collection of ‘decalogues’ advised by
our partners for the Social Media communities. The
goal is to increase awareness on Universal Exposi-
tion themes.

food

buy i¢ with thoug hf
2- cook if with care
3 -use less wheat é meat
Z-buylocal foods
4 - serve juse enough
ﬁ-use what is left

dazrl‘ waste zf

LR, R ADMINISTHRATHN

April 2014 | Milan
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OTHER STORIES:
TIMELINE
|
Welcome to ltaly Y B o S b
Milano 101 @ >
Ask Expo (]
Crowd: Flower Power o
Open Culture [
01 02 03 04 05 06 07 08 09 10 11 12 TBD
2014 2015
Talks [
Wunderkammer o

April 2014 | Milan
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WELCOME TO ITALY

May 2014 | A tour through lItaly aiming to promote
the country with various Social Media based game.
In collaboration with Touring Club Italiano.

f

S

April 2014 | Milan
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14.2
MILANO 101

CHE A FATTD

September 2014 | A promotional project on Milano:
101 stories, 101 images, 101 suggestions to visit in .
Milan. To integrate the project, a dedicated website v- GLI |TA|-|AN|?
with short videos, maps, numbers and features. In “A
collaboration with Milan City Hall and IULM Milano
Master of Journalism.

-

Milano 101 Welcome to Milan

f 8B ®

April 2014 | Milan 39
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ASK EXPO

TBD | A chance of meeting, open to everyone,
where people can ask questions they want answers
for. On a weekly basis, on a digital platform.

8+

April 2014 | Milan
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14.4
CROWD: FLOWER
POWER

TBD | A crowdsourcing project. Ambition: the big-
gest flower collection in the world; thousands and
thousands of flowers, drawn by whomever wants
to participate in this big game.

Some floreal
examples.

April 2014 | Milan
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14.5
OPEN CULTURE

TBD | A series of basic courses related to Expo's
main themes: nutrition, food, energy, international
co-operation. Free classes open to everyone on a
digital platform for turning Expo2015 into an op-
portunity for sharing knowledge.
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April 2014 | Milan
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TALKS

TBD | A big global conversation, using the me-
dium'’s features and opportunities: a page, a dedi-
cated group of intertwined conversations. Everyday
a new theme with a special guest answering que-
stions from the staff, but also interacting online with
connected people.

8+

An example
of global conversation.

April 2014 | Milan 43



Expo2015 | Social Media Strategy =XPO @

MILANO 2015

14.7
WUNDERKAMMER

TBD | Starting from Expo2015's themes, the global
digital community is asked to share their collec-
tions: tools related to food and eating. But also col-
lections of everyday tools.

=Y
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4 HISTORIA
LUGD- BATAVORUM
FICINA ELSEV]F

<>
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MEDIA PLAN

s U

|
WE INVEST MONEY ON SO WE
01.
Reach
oon + more people
CONTENTS

02.
Spread content

We want to be sure that the content we are producing will
reach all the people interested. The media plan is
a marketing tool that enables us to multiply and enhance
the quantitative reach of our communication.
We will invest in the best advertising tools,
for our message to reach everyone.

03.
Raise awareness

April 2014 | Milan .
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Expo Milano
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OUR TEAM

EXPO2015

ROSSELLA CITTERIO
Head of Communications

ELENA DI GIOVANN!I
External Relations

LA TRIENNALE DI MILANO

ANDREA CANCELLATO
Director

CARLA MOROGALLO
Settore Iniziative

ANTONELLA LA SETA

Head of Strategies, La Triennale

SOCIAL MEDIA EXPO2015

SUSANNA LEGRENZI,
STEFANO MIRTI
Head of Strategies

FRANZ GORIA
Digital Creative Director

ALESSANDRO MININNO
Senior Consultant Web Marketing

GIULIA VAI
Digital PR e Comunicazione

GIUSEPPE RUBINETTI
Social Media Manager

ROBERTA DAMETTI
Administration and Coordination

MICOL BIASSONI
Digital PR (La Triennale)

CARLO MARTELLO
Web Content (La Triennale)

DARIO ZAMPIRON
Graphic Designer (La Triennale)

VIOLA BERNACCHI,
ROBERTO BIANCHI,
BEATRICE F. BIANCHETTI,
LAURA DOARDO,

LUCIA PALOMBI

Creative Team

With the participation (Expo2015) of

MANUELA BONFIGLIO
Communication Specialist

April 2014 | Milan
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Credits

Susanna Legrenzi e Stefano Mirti
Head of Strategies

Franz Goria
Digital Art Director

Alessandro Mininno
Senior Consultant Web Marketing

Contact at
socialmedia@expo2015.org
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