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The Art Of Pitch
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StoryTelling

NoStory : NoBusiness
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12 Stages Of The Hero's Journey - Christopher Vogler
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"HERO'S JOURNEY _

The 6 Primary Story Arcs

Rags to Riches (rise) All stories move, but some stories only have one movement. ...
Riches to Rags (fall) ...

Man in a Hole (fall then rise) ...

Icarus / Freytag's Pyramid (rise then fall) ...

Cinderella (rise then fall then rise) ...

Oedipus (fall then rise then fall)

Beginning Middle End

Climax
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What is native advertising?

CUMAX
RISING SUCCESS = = & S 2
AcTioN “okaoa any material in an online publication
INCITING FALLUNG which look like the publication's editorial
i G content but is paid for by an advertiser
it g and intended to promote his product/
brand
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20 Formats 100% Native Advertising

Native advertising is a form of paid advertising in which the
ads match the look, feel and function of the media format
where they appear.

NA fit “natively” and seamlessly on the web page or SM
feeds.

Unlike banner, sponsorised post or display ads, NA doesn't
really look like ads, so it don't disrupt the user's interaction
with the page.

TODAY'S NATIVE AD TYPES AND CRITERIA
FOR HOW TO EVALUATE

60 Ses Ultra Premium

e d'schat sur mesure : CPV, CPM, CPC
Performance : CTR > 5%, garantie vidéo vue & 100%
Web Mobile Tablette

ArtText / UX writing

Un texte si beau qu’il
est conservé
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LEARN MARKETING
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Bienvenue a la Twitter Flight School

Bon choix!
Vous avez terminé le cours Twitter Amplity
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Here's Why We’ve Been Called the Leading
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utiliser la notoriété d'expert, influenceur, ambassadeur,
KOL pour diffuser le contenu de la marque

& The Creator Economy Market Map
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Quelques chiffres extraits
de I'étude

Social Media Platform Users in Millions

nano :moins de 10K (niche)
micro :10a 100k

macro : 100 a 500k

mega : plus de 500Kk (céiébrité)

types d'influenceurs

Le nouveau programme cross-
fonctionnel
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accord avec la marque
affinité avec la cible

£ ement
(KPI : |mpress;on clic like commentaire action
code promo, lien...)

Creator Economy : 1/ Podcast
Podcast = 2004 iPod+Broadcast*
Natif / Replay / Livre audio
Paris Podcast Festival
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The home for great

writers and readers

https:/substack.com/

The subscription network for independent
writers and creators
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The “Creator” Economy
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Markets : TAM - SAM - SOM

TAM  Total Available Market
All usars interested by your type of offer
100% market share

SAM  serviceable Available Market
All users interested by your type of offer that
can be served by a compary’s products or
sarvices

SOM  serviceable Obtainable Market
Al users interested by your type of offer you
can realistically adress, talk, touch or capture
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A topic cluster (or content cluster or T veux pas "“:“ )
semantic cocoon is a group of T (o
interconnected, thematically related pages

on a website.

Each cluster includes one plllar page, which
is the main page that provides a

overview of a particular topic. And multiple
cluster pages, which cover associated
subtopics.

20 - 60 pages per KeyWords

sujet # keywords

Topic Cluster Example
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Content Pillars
Persona
North Star

Content strategy how you use
content to generate leads, convert
visitors, delight current customers,
grow your brand, provide sales
support, or even align your internal
communication

E-E-A-T: Making experience and expertise your
EEAT content advantage

601 YWY, ané ofer factars to consider when creating 2 confent stategy s

: Deat your SEO competitons and satisty your Judherce.

Experience ey e e et - s
Expertise
Authority
Trust

Experionce s 2 priorty

Types of Tangible Content Assets

4 Steps to Getting Your Content Strategy Off the Ground
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Includes anything written, visua!

or downloadable you use In

our content marketing

b* Blogs 8 Checkdists © Memes
% Case Studies W Guides ! Newsletters
B  White Papers B¢ Videos & Articles
B Ebooks @ Podcasts Q Reports
€ Infographics *% Social Media &= Emails
BB Templates &3 Webinars ..and more
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Ceci n'est pas un cours !

Subtilité du contenu

GATED CONTENT
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Evolution of a 15-year old B2B content strategy Sample - Content Marketing Plan

Sample - Content Marketing Plan
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Modem Marketing Model
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Q the future beyond brands
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