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Ex e c u t iv e  
Su m m a ry
The goal of this project is to audit 
Me t a llu rgica l San  Marco’s  com m unica t ion  
s t ra t e gy from  a  sus t a inab ilit y s t and p o in t  
and  p rop ose  a  com p re he ns ive  
com m unica t ions  p lan  wit h  a  Con t e n t  
Blue p rin t  a long wit h  s t ra t e gie s  fo r cus t om e r 
acq uis it ion  and  sus t a ine d  b rand  
com m unica t ion .



17.8 1 b n  USD
Ma rk e t  Size  fo r  20 32:

Eu ro p e a n  Ma rk e t

Ele c t r ic  c a r s
Su s t a in a b le  c o n s t ru c t io n

Ma r k e t  
Re s e a r c h
Main ap p lica t ions :

• Aut om ot ive
• Const ruc t ion
• Ele c t rica l ind us t ry
• In t e rio r d e s ign
• Arch it e c t ure
• Fash ion ind us t ry
• Mach ine ry



Au d it







Ke y w o rd
Re s e a rc h



Stre ng ths We akne sse s Op p ortun itie s Thre a ts

• High quality and innovative 
products that meet customer 
requirements and market 
standards.

• Modern and efficient equipment 
and facilities that ensure high 
productivity and flexibility.

• Strong commitment to 
sustainability and social 
responsibility, with certifications 
such as ISO 9001, ISO/TS 16949, 
OHSAS 18001, and UNI/PdR 
88:2020.

• Experienced and qualified staff 
that share the company vision 
and objectives.

• Dependence on raw material 
prices and availability, which 
may fluctuate due to market 
conditions and supply chain 
disruptions.

• High energy consumption and 
emissions associated with brass 
production and processing, 
which may affect the 
environmental performance.

• Limited presence and visibility in 
international markets, which may 
limit the growth potential and 
competitiveness of the company.

• Communication is limited to 
Italian speaking audience. Limits 
expansion outside of home 
geography.

• Increasing demand for brass 
products in various sectors, such 
as automotive, construction, 
electrical, plumbing, and 
medical.

• Growing awareness and interest 
in sustainability and circular 
economy among customers and 
stakeholders, which may create 
new opportunities for product 
differentiation and value 
creation.

• Neighbouring markets esp. 
Germany has huge growth 
potential

• Intense competition from other 
brass manufacturers, both 
domestic and foreign, which may 
affect the profitability and market 
share of the company.

• Regulatory changes and 
compliance requirements related 
to environmental, social, and 
governance issues, which may 
increase the costs and risks of 
doing business.

• Uncertainty and volatility in the 
economic and political 
environment, which may affect 
the demand and supply of brass 
products.

S W O T



Pla n e t

Pe o p le

MSM 
Po s it io n in g  
m a p

• Mario Crespi SPA.
• Martina Rini 
• Almag
• Metallurgia San Marco
• Musola Metalli
• Fratelli Carugo
• Trafiliere Carlo Gnutti



Co m m u n ic a t io n  
St ra t e g y



Ma rk e t in g  KPI's  fo r  B2B 

WEBSITE TRAFFIC
WEBSITE TRAFFIC TO 

WEBSITE LEAD RATIO

WEBSITE LEAD TO 

MQL RATIO

REACH

CLICKS

COST PER CLICK

FREQUENCY

TOP KEY WORDS & 

MARKET SHARE

SEARCH RANKING 

AND BRAND KEYWORD 

SEARCH VOLUME



AGE 
30  -6 0

AGE 
30  - 50

Pro c u re m e n t  
c o n s t ru c t io n  

• Budget conscious .
• Design driven .
• Goal oriented .
• Relationship -driven
• Risk-averse

MALE

Fa s h io n  b u y e r

Cu s t o m e r  Pe rs o n a

FEMALE

• Fashion oriented .
• Brand conscious .
• Detail -oriented .
• Image-driven .
• Relationship driven .



Na m e De s c rip t io n

REACH 29,000,000 potential LinkedIn members reached

LANGUAGE People with English as their profile language. 

LOCATIONS Italy, Germany, Spain, France, Luxembourg, Belgium, Croatia, Switzerland

MEMBER AGE 35 to 54, 55+

MEMBER GROUPS

Scrap Metal Industry, BRASS & COPPER ALLOY KNOWLEDGE FORUM, Casting Bronze, Brass and 
Copper Base Alloys, Manufacturing & Industrial, Manufacturing, Supply Chain, Logistics, and 
Transportation, Manufacturing Operational Excellence, Manufacturing Professionals Alliance, 

Construction Professionals Forum, Construction & Building Materials- Professionals Group, 
Construction Business Owner Magazine

MEMBER SKILLS Architecture, Restoration, Architectural Design, Civil Engineering

JOB SENIORIOTIES Manager, Director, VP, CXO, Owner, Partner

Au d ie n c e  Co n s t ru c t io n  & Ma n u fa c t u r in g



Na m e De s c rip t io n

REACH 28,000,000 potential LinkedIn members reached

LANGUAGE People with English as their profile language. 

LOCATIONS Italy, Germany, Spain, France, Luxembourg, Belgium, Croatia, Switzerland

MEMBER AGE 35 to 54, 55+

MEMBER GROUPS
Fashion Manufacture, Textile Manufacturing Company Ltd., Textile Machinery Manufacturers 

Association (India), Home Textile Manufacturer - Golden Holding, VMS Fabrics | Textile 
Manufacturing Company, Sunson Textile Manufacturer Tbk, PT, FASHION EQUIPMENT

MEMBER SKILLS Fashion buyers, merchandise planners, and retail store managers

JOB SENIORIOTIES Manager, Director, VP, CXO, Owner, Partner

Au d ie n c e  Fa s h io n  



Ma rk e t in g  
Ch a n n e ls

Em a il Ma rk e t in g

Po d c a s t s , Vo d c a s t s  & In t e rv ie w s

Su s t a in a b ilit y  Le a d e rs ’ Su m m it

Tra d e  Fa ir s — Su s t a in a b ilit y  Pa n e l 

Gu e s t  Blo g g in g  - In t e lle c t u a l Po s it io n in g

W h it e  Pa p e rs , Ca s e  St u d ie s

Tra d e  Fa ir s



Na m e De s c rip t io n Da te Pla c e

MADE EXPO International Architecture and Building Trade Show. 15-11-2023 Milan

RESTRUCTURA Building and Restructuring Fair 23-11-2023 Torino

ECO CASA ENERGY Renewable Energy, Energy Saving and Green Building 
Exhibition 22-03-2024 Pordenone

SAIE BOLOGNA International BuildinFairn, design,  contraction, plan 
engineering OcT-24 BoLogna

COM:BAU Trade show dedicated to all phases of construction. 01-03-2024 DoRnbirn, 
Austria

Tra d e  Sh o w s
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Co m m u n ic a t io n  
De s ig n



Ch o ic e  
Ov e r lo a d
We applied Sheena Iyengar’s 4c framework 
t o  aud it  t he  UX of MSM’s  we b s it e  and  have  
d e s igne d  an  com m unica t ion  b ase d  on  t he  
fram e work. 

(The  p roce ss  o f choos ing, o r why le ss  is  
m ore . 20 22, May 4)

Cu t

Co n c re t ize

Ca t e g o r ize

Co n d it io n  t o  Co m p le x it y



W e b s it e

https://xd.adobe.com/view/54740721-70a9-4e66-a4ad-5a8c6cdf4697-0127/?fullscreen


So c ia l

https://xd.adobe.com/view/cde92228-e87b-431d-b6e7-25f464063725-98ba/?fullscreen


Ne w s le t t e r

https://xd1tvveidb.preview-postedstuff.com/V2-daMZ-SMBh-JDiU-ZCEDM/


In fo g ra p h ic s



Shareholders
16.7%

Cus tomers
16.7%

Supplie rs
16.7%

Government
16.7%

Employees
16.7%

Community
16.7%St a k e h o ld e rs  

e n g a g e m e n t
Main  ob je c t ive s :
1. Create an image and reputation for 
Me t a llu rgica  San  Marco
2. Conne c t  wit h  it s  s t ake ho ld e rs . 
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Po o l o f 
e m b a s s a d o r s

Brescia, loca t e d in t he Lom b ard y re gion of It a ly, has a vib ran t sp ort s cu lt u re and
m any p op ula r sp ort s a re p laye d t he re . Me t a llu rgica San Marco sup p ort s d iffe re n t
t e am s t ha t con t rib u t e t o t he m ora l, cu lt u ra l, and p hys ica l d e ve lop m e n t of t he
p e op le living in t ha t t e rrit o ry as p art o f it s s t ra t e gy of cre a t ing va lue fo r t he t e rrit o ry
and t he s t ake ho ld e rs .

Baske t Bre sc ia Le on e ssa At le t ica  Bre sc ia  19 50 Bre sc ia  Ca lc io AN Bre sc ia  Wa t e r Po lo  Top  Vo lle y La t in a



Bra n d e d
Ev e n t s
Aiming to incorporate authentic Italian culture into 
it s  ye ar-e nd  e ve n t , Me t a llu rgica  San  Marco  d raws  
in sp ira t ion  from  it s  It a lian  roo t s . In  honor o f it s  
he rit age , we  p rop ose  b occe , a  sp ort  un iq ue ly It a lian  
(Busacca , A., 20 22).

The  p rop osa l invo lve s  hos t ing a  t h rilling b owls  
cham p ionsh ip  d uring t he  e ve n t , whe re  p art ic ip an t s  
can  showcase  t he ir skills  and  com p e t e  fo r t he  p rize . 
We  will award  t he  winn ing t e am  a  m agn ifice n t  b rass  
b owl as  a  t e s t am e n t  t o  t he ir e xce p t iona l 
p e rfo rm ance  e xe m p lifying our com m it m e n t  t o  
e xce lle nce .



Co n t e n t  Blu e p r in t

https://docs.google.com/spreadsheets/d/12Ci5Ww_hHtR57K1qx7rG36H8W_sDtzQ-/edit#gid=1087706392


Th a n k  Yo u
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