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A marketing project
built 

on the analysis
of the actual situation

of visibility 
of the Italian Lions

towards the outside
and divided 

into 6 macro objectives:

  to create a recognizable and pleasant graphic and 
editorial line 

  to identify the best external communication channels

  to create a sharing network with 
districts/clubs/members 

  to improve the communication ability of the Clubs

  to have visibility in the national press and television

  to provide marketing support to multiple district 
officers

A JOURNEY THAT BEGAN IN JUNE 2021 
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GRAPHIC IMAGE
THE CIRCLE IN THE SQUARE:

MULTIPLE VERSIONS IN A SINGLE, RECOGNIZABLE AND PLEASANT GRAPHIC LINE
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THE SCENARIO
ANALYSIS 
OF THE ITALIAN SCENARIO
TO IDENTIFY
THE BEST
EXTERNAL COMMUNICATION
CHANNELS

TV AUDIENCE:
Auditel data February 2023 

time slot:
20:30 - 22:30 

Tot. audience: 21,6 million 
of which

RAI: 9,3 million
Mediaset: 7,5 million 
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168.696

102.693

95.689

93.817Source: 
FIEG February 2023 
paper + digital edition

ANALYSIS
OF THE
MOST POPULAR
NEWSPAPERS 
AND MAGAZINES
IN ITALY

SCENARIO ANALYSIS:
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In Italy
50.8 million people have 
access
to the internet, 
of these 43.2 million regularly
use social networks,
that correspond to 80.20% of 
population
over 13 years old.
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MILLION USERS

MILIONI UTENTI

SCENARIO ANALYSIS:
SOCIAL NETWORKS

Source: 
Digital 2022 Global Overview Report
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In Italy people spend almost 6 hours per day
online and almost 2 hours on social networks
on a daily basis. These data show an increase
compared to the previous year.

The main reasons people access social
networks and participate in online
conversations are: to keep informed (48%),
then to entertain themselves (46%) and to
stay in touch with others (45%), moreover
30% of the Italian population use them to
find inspiration on things to do and 22% to
find products to buy.

SOCIAL NETWORKS:
USES AND PURPOSES

SCENARIO ANALYSIS:
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SOCIAL MEDIA
USE AND OBJECTIVES

OUR NETWORK

10

MULTDISTRICTS

sharing messages
to reach

a greater number
of people in civil society

DISCTRICTS

CLUBS

MEMBERS
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IMPROVE THE COMMUNICATION ABILITIES OF THE CLUBS 
BY PROVIDING AGILE TRAINING SUPPORTS
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MARKETING CAMPAIGN
TO INFORM ABOUT SERVICES ABOUT THE ENVIRONMENT,

IN A COORDINATED MANNER,
WITH CREATIVE GRAPHIC SUPPORT FOR THE REALIZATION OF THE SERVICE

THE CASE STUDY
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MARKETING PLAN

Service
for schools

Poster 

for 
schools

Lions 
Widespread

Forest

Communication

campaign on
social media

National 
conference

September - December 2022 January - March 2023 24 March 2023
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EDUCATIONAL SUPPORT FOR LIONS TRAINERS FOR VARIOUS ACTIVITIES IN SCHOOLS
Content created by prof. Paolo Trivero – Full professor at the University of Eastern Piedmont
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WATER SAVING

ENERGY SAVING

SEPARATE WASTE COLLECTION
WHICH INCLUDES RECIRCULATION

The poster summarizes the multitude of problems of daily life
at home, where many of the activities take place and where a
large part of our time is spent.

EDUCATIONAL SUPPORT FOR SCHOOLS
Content created by the MD External Communication team
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LIONS’ WIDESPREAD FOREST: mobilizing clubs in urban planting

The project consists of a service proposal
to clubs for planting of trees in urban
areas, in agreement with local
administrations, involving schools and
dedicating the trees to the memory of
deceased Lions members.



18

Brochure of the Service for Clubs
and informative document on

the LIONS/ANCI agreement

LIONS’ WIDESPREAD FOREST: mobilizing clubs in urban planting
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COMMUNICATION CAMPAIGN

We have posted the web link to the page
of the Multiple District website on
different social media.

WEB PAGE
POST ON SOCIAL MEDIA
SPONSORED CAMPAIGN 
ON SOCIAL MEDIA
VIDEO FOR THE 
SPONSORED CAMPAIGN
CONFERENCE
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COMMUNICATION CAMPAIGN

WEB PAGE

The web page is entirely dedicated to the
Lions activities on the environmental issue
and includes photos, videos and
documents.
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COMMUNICATION CAMPAIGN

POST ON 
SOCIAL MEDIA
Institutional posts spread across 

the network
of districts and clubs, 

and linked to 
the Multiple District web page
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COMMUNICATION CAMPAIGN

SPONSORED 
CAMPAIGN ON 
SOCIAL MEDIA

The sponsored campaigns were
created to reach users responding
to parameters of associational
interest: age, level of education,
type of profession, propensity for
social commitment or charity.
The campaign include the link to
visit the Multidistrict website page
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COMMUNICATION CAMPAIGN

VIDEO FOR THE 
SPONSORED 

CAMPAIGN
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People reached by the 
Institutional Campaign

COMMUNICATION CAMPAIGN

RESULTS
ACHIEVED

approx. 35.000

People reached by the 
Sponsored campaign

1.940.091

Visited our web page
of which 43.094
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CONFERENCE

The conference was held in a room of the Senate of the Italian
Republic in Rome and broadcasted live throughout Italy on the Senate
and Multiple District Italy channels.

The Lions' services for the environment in different areas: school,
community, prevention and environmental protection have been
presented to the authorities and the public.

Speakers included the International President Emeritus Giuseppe
Grimaldi, the Minister of the Environment Hon. Gilberto Picchetto
Fratin, the President of the Association of Italian Municipalities Hon.
Enzo Bianco, the head of the Italian Civil Protection Ing. Fabrizio
Curcio and the International Director Elena Appiani.
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OUR FUTURE IS NOW!
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OUR FUTURE IS NOW!
Created in collaboration with GMT and multi-district GST, the marketing 
plan involve all Clubs in Mission 1.5 by providing communication tools to 

support their actions.
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4 POINTS of the EXTERNAL COMMUNICATION for

The contribution of the communication campaign for MISSION 1.5 is based on 4 points:

Institutional activity on social media using the MD/districts/clubs/members network.

Sponsored campaign on social media to promote the services of the districts.

Direct marketing activities.

Support to the events organised in-presence.
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Posts and short videos (reels) are created to enhance the service activity, in particular on
major topics (sight, environment, etc.) following the theme of MISSION 1.5.
Not only the material is published on the MD channels (FB, Instagram, Linkedin, TikTok), but
it is sent to the Districts for sharing within the Clubs.

Using this network we expect to reach between
30,000 and 35,000 people, including many
social contacts of the Members and supporting
their efforts.

INSTITUTIONAL ACTIVITY ON SOCIAL MEDIA USING THE  
MD/DISTRICTS/CLUBS/MEMBERS NETWORK.
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The campaigns are aimed at an audience 
with a specific profile (age, education, 
work, propensity for charity) which 
make it of potential associative interest.

We plan to reach
around 3 million people
and get 60/70,000 clicks
to district websites.

Approx. 
1 million people

Approx. 
0.8 million

people

Approx. 
1 million people

SPONSORED CAMPAIGN ON SOCIAL MEDIA TO PROMOTE THE 
SERVICES OF THE DISTRICTS
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The paid campaigns are carried out
individually for each of the 17
districts in the relevant territory.

With a click, the user is directed to the page where, in addition to a welcome message and a brochure of
Lions International, he finds a list of the different activities in which he can participate with all the
information needed: (place, date, club, type of activity, mobile phone and email to register the
membership).
We believe that participation in a service, as a non-member volunteer, constitutes an important first step
towards knowledge and subsequent membership.

2 CAMPAIGNS 
PLANNED

As positively experienced last fiscal year, the post will be linked to a page on the district website where
the list of services in which one can participate are detailed, with references.

SPONSORED CAMPAIGN ON SOCIAL MEDIA TO PROMOTE THE SERVICES OF 
THE DISTRICTS

October/December
Sight, diabetis, hunger

February/April
Environment, pediatric oncology, Lions Day
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VIDEO ON THE TOPIC OF SIGHT
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A button (curious about Lions?) will be included in all communications (paid and institutional) and on
the district and MD websites.
By clicking, the user is asked to indicate the email address, name, surname and municipality of
residence.
A specific message will be addressed to those who have not found / do not know a Lions Club in their
community.

The objective is to create a continuation of contact with people
who demonstrate an initial interest in service activities, through
communication on social media and participation in in-person
events.

DIRECT MARKETING ACTIVITIES
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The data, collected in compliance with
privacy regulations, are inserted into a
central database, which sends update
newsletters and flags the names to the
relevant district for subsequent in-person
contacts.

Since this is an experimental phase, based
on average national data, we believe we
can collect 1,000/2,000 names of
potentially interested people over the
course of the year.

DIRECT MARKETING ACTIVITIES
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In-person meetings constitute an important opportunity for involvement, we provide a supports to the
presentation of LCI and in particular the activities taking place in Italy.

The QR Code on the leaflet can be read
with any mobile phones, allowing you to
receive information on the LCI according
to the direct marketing campaign
illustrated before.

We have created a leaflet that presents the beauty of being Lions, based
on what was prepared by the Headquarters, with particular attention to
the results achieved in Italy in terms of service.

SUPPORT TO IN-PRESENCE EVENTS
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With the brochures you will receive these
T-shirts, that members can wear during an
event. They show the QR Code readable by any
mobile phone, to enter the direct marketing
campaign.

a reminder to 
members on  
MISSION 1.5 

campaign

a contact opportunity
for non-members

THE SUPPORTS 
REPRESENT:

SUPPORT TO IN-PRESENCE EVENTS
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Lucio
LAUGELLI

Silvia
MURATORE

Franco 
BIANCHI

Andrea
SPIOMBI

Andrea
TOMAYER

Virginia
VIOLA

Simona Lucia
VITALI

Rosy
CASALI

Anna Maria
PASTORINO

Roberto
PECCHININO

Marina
RICCI

THE TEAM

Elena
LUPÒ
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