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Internet advertising (desktop+mobile) has gained top position and, since it began in the

mid-1990s, has gained shares at the expense of Print. Over the last ten years Internet

Advertising has risen from 9% of total global spend (in 2007) to 38% (in 2017).

Meanwhile newspapers’ share of global spend has fallen from 27% to 10%, while

Magazines’ has fallen from 12% to 5% (Source: Zenith)

https://www.linkedin.com/pulse/tv-alive-eugenio-buttafava/
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Share of people who viewed TV on a TV set and via Internet every day or 
almost every day in the European Union from 2011 to 2022
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Despite a different distribution of

media consumption during the

day, TV is basically leading

in every moment of the average

day and even for Millennials it is

the main media. Clearly younger

generations spend less time on

TV and more on the Internet but,

surprisingly, the youngest watch

actually TV more than their

predecessors!

ITALY



TV ALLIANCE WITH NEW MEDIA and THE FUTURE

In the end TV has reinvented itself: with digital signal it has a much higher definition and over 40”

screen provide great viewing experience. It has multiplied vertical channels (so now it is also possible

to geo-localize messages or target very specific audiences). The ritual of sitting in a sofa has coupled

with social media to create social TV and second screen activities: new media exploit TV.

Paid Search (PPC) is essentially a direct response channel while television is the pre-eminent brand

awareness channel. Television in the end does not compete directly against Search and the two can

complement each other, for example by running paid search activity to take advantage of the increase

in searches driven by a television campaign.

What’s next? Videos are still by far the most engaging situation (video fruition keeps on growing even in

new digital media). If we couple TV investments + videos on the web to create the "Audiovisual"

category it would probably account for over 50% of the spending. The future of YouTube and video

ads (e.g. on Facebook) with the new capabilities of Smart TVs (and players like Amazon entering

the content creation) will shape the future of TV. It is quite possible that this household appliance will

keep it relevance for still a while and in an even newer way.
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https://www.youtube.com/watch?v=eevrxamI69o

https://www.youtube.com/watch?v=p0-Cm9x_NxQ

https://www.youtube.com/watch?v=eevrxamI69o
https://www.youtube.com/watch?v=p0-Cm9x_NxQ
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Matress + Retailers - ADV investments trend
2015 – August 2017
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Other includes also Sleep Eve with an investments of 58K€

26.837 39.631 22.253                               23.296 

+48%

+5%

Matress+Retailers market closed 

2016 with an increase of 48% vs 

2015.

The period January-August closed 

with higher investments as well, 

even if with a lower deviation 

(+5%).

The three main spenders of the 

market are:

- Eminflex

- Fabbricatore 

- Marion



Source: Nielsen Media Research – figures are Nielsen estimation

Other includes also Sleep Eve with an investments of 58K€

Y2015 Y2016 Var% Jan-Aug 2016 Jan-Aug 2017 Var%

MAGNIFLEX 1.980        1.083          -45% 543                  899                  66%

MATERASSI&MATERASSI 1.008        851             -16% 350                  626                  79%

DORELAN 669           908             36% 474                  373                  -21%

DORELANBED 180           1.007          ++ 1.007              884                  -12%

EMINFLEX 8.911        10.556       18% 5.170              6.531               26%

FABBRICATORE 7.124        9.264          30% 6.675              3.481               -48%

PERDORMIRE 65              1.063          ++ 661                  117                  -82%

PERMAFLEX 652           761             17% 652                  613                  -6%

LAMANTIN -            2.828          586                  2.251               ++

MARION 4.435        6.965          57% 4.155              7.006               69%

TEMPUR 1.140        1.692          48% 1.148              44                     -96%

OTHER 673           2.653          ++ 832                  471                  -43%

Matress + Retailers - ADV investments trend
2015 – August 2017
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Matress + Retailers - ADV investments media mix
2015 – August 2017

Source: Nielsen Media Research – Sept 2017 figures are Nielsen estimation

TV remains the main media used 

in the Matress&Retailes market 

followed by Print.



Matress + Retailers - ADV investments seasonality
2015 – August 2017
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Main competitors TV activity and SOV
2016
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Main competitors TV activity and SOV
January-August 2017
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2018 MFC Hypothesis



2018 Media Flow Chart Hypothesis



2018 Media Flow Chart Hypothesis



2018 Media Flow Chart Hypothesis
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Draft National 

Activation



In order to accommodate extra volume generated by TV campaigns, we 

recommend raising the yearly budget to €160k from €140k. 

This would allow us to keep the Impression Share on Brand and Brand 

Generic terms at the required 95% target and generate more sales.

Being now the Impression Share on Brand + Brand Generic terms at 

75%, we recommend an yearly budget of €36.500

This would allow us to expand our Brand coverage and try and increase 

our presence on Generic terms to make the brand known to new 

customers.

SEARCH



Continuous monitoring onsite  e offsite SEO status.

Focus on:

• Accelerated Mobile Pages (AMP): Google resolves accelerated mobile pages 

around the mobile user experience. AMP is considered as a ranking factor and also

has a large impact on the website organic visibility. Monitoring and reporting.

• Quality content: content has always the king that rules of marketing around the 

world and it will be continuing to do something. But quality content has been evolved 

in previous where the quality is placed ahead of quantity. In 2018, keyword stuffing 

becomes totally outdated and required related keywords in the content. They are 

mainly focused on the information. Support on development.

• Optimize for Mobile: it was back in 2015 when the number of Internet searches 

with smartphones first overtook desktop searches. The trend is set to continue and 

rumors that Google is already experimenting with mobile-first indexing only proves 

that the future will indeed be mobile.

SEO

• Sculpting backlink prophile – optimization: building good, quality backlinks that add value to the consumer experience is one of the key ways you 

can show Google you have a trustworthy website. Activity in continuity.

• Blog development: Continuous implementation of new texts, aligned with the SEO requirements.

• Monthly SEO reporting

Innovation

Leverage Voice Search: more and more users are accessing the web via spoken commands. And in 2018 their number is set to grow exponentially. 

Your SEO content strategy should incorporate new keyword phrases with a more conversational tone.

Build Your Brand – Brand Safety Monitoring on SERP (quarterly report)



DIGITAL – On top Proposal

Considering the importance of Sales period, we suggest to add some other digital activities during the period between February and March, in 

order to amplify the communication and push the sales 

Direct Email Marketing

• Reach in-target users with an 1to1 communication and 
direct message;

• Attract users attention delivering an impactfull creativity 
and a clear call to action thanks to the big format;

• Use of qualified database for premium targeting options: 
- high-spender users
- home furnishings interests
- keywords on own inbox

• € 20k to cover 2 months campaign

Direct Email Marketing

• Intercept light TV viewers with the TVC to generate 

incremental reach;

• Increase frequency on medium and heavy TV viewers also 

through a different media to work on brand consideration 

and message recall;

• € 90k to cover 2 flights in synergy with TV 
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Draft Local Activation



Local Activation

In order to sustain and give visibility to each new shop, 

MediaCom suggest to take into consideration, according as each city 

features, the right mix of the following media:

- Local print → 3/4 issue on the main local newspaper

- Local radio → a week plan on the main local radio

- Local OOH → 14 days with the best ooh position for the specific city

- Leaflet Distribution → 2/3 days of distribution in the more crowded area

- GMail Sponsored Promotion → 2 weeks plan targeting users through: 

geo, interests and keywords included in their own GMail inbox  

- Geo-targeted Facebook ads→ 2 weeks plan through targeted for interests 

and competitors fanbase

- Direct Email Marketing → 1to1 communication to reach in-target users around the new opening location 

with an direct and dedicated message (leverage this media also to deliver promotion, if available)

- Geo-local Mobile Adv → plan mobile campaign with a tactcal approach, reaching users who physically visited home 

furnishings during the previous month (this is possible thnaks to the GPS and Wi-Fi signals)

Generally, we suggest to cover, altenatively with the involved media, the week before and the first week of the 

specific shop opening.





Consigli per gli acquisti

David Mackenzie Ogilvy was a British

advertising tycoon, founder of Ogilvy & Mather,

and known as the "Father of Advertising".

Trained at the Gallup research organization,

he attributed the success of his campaigns to

meticulous research into consumer habits.
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Abbiamo un lavoro da fare

RINALDI GROUP
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RINALDI GROUP



Abbiamo un lavoro da fare

SETTORE MATERASSI

Market Data

Number of companies 943

Number of relevant companies 80

Number of emplyees relevant companies 3000

Market Concentration (%)

Top-4 32,5

Top-8 47,8

Value in M Euro

Domestic Market 415

Total Production 510

Export/Production (%) 35,5

Import/Market (%) 18

Consumer Market (%) 66

Contract (%) 33,4

Company % of Total Production % of Domestic Market % of Export 

Alessanderx (Magniflex) 15 9 23

Montalese (Per Dormire) 15 11 15

CEM (Eminflex) 8 10

B&T (Dorelan) 6 7 7



Abbiamo un lavoro da fare

SETTORE MATERASSI

Market Data M Euro 2013 2014 2015 2016 2017 2018

Total Production 488 476 479 485 493 510

Import 56 66 65 66 68 75

Export 171 170 170 171 174 170

Difference 115 104 105 105 106 95

Internal Market 373 372 374 380 387 415

Export/Production (%) 35% 36% 35% 35% 35% 33%

Import/Market (%) 15% 18% 17% 17% 18% 18%

Market Data 000 Units

Total Production 3440 3295 3265 3248 3235 3250

Import 465 530 510 507 510 520

Export 1450 1425 1405 1390 1385 1385

Difference 985 895 895 883 875 865

Internal Market 2455 2400 2370 2365 2360 2385

Export/Production (%) 42% 43% 43% 43% 43% 43%

Import/Market (%) 19% 22% 22% 21% 22% 22%



Abbiamo un lavoro da fare

SETTORE MATERASSI

Comprendere Rinaldi e i suoi 3 Brand: a chi si rivolgono? Come? C’è coerenza tra immagine

e target?

Come ottenere la miglior sinergia tra «Rinaldi» e «I brand»?

Canali distribuitivi: ranking

Scelta: Target e posizionamento + Distribuzione


